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Moloney-Treyz 
Hassle May Go 
to ARF on Appeal 


Newspaper Rep Head 
Hits TvB Presentation as 
‘Ignorant or Misleading’ 

New York, Aug. 9—The presi- 
dent of a major newspaper repre- 
sentative company today blasted 
the Television Bureau of Advertis- 
ing’s claims of newspapers’ decline 
in readership as “woefully igno- 
rant” or “wilfully trying to mis- 
lead.” He challenged TvB to pre- 
sent its claims to the Advertising 
Research Foundation. 

Herbert W. Moloney, president 
of Moloney, Regan & Schmitt, as- 
sailed a press release issued by 
the TvB covering its presentation 
in Denver July 17, in which TvB 
President Oliver Treyz was quot- 
ed as saying newspapers “are suf- 
fering a qualitative slump—not 
just in circulation but, more im- 
portant, in readership” (AA, Aug. 
6). 

The TvB quickly said it would be 
glad to submit its Denver presen- 
tation to the ARF, and it renewed 
its assertion that newspaper circu- 

(Continued on Page 97) 


‘Unfair,’ ‘Dishonest’... 
Commons Passes 
Canada's Tax on 
U.S. Magazines 


Finance Minister Insists 
on Need of Forum to 
Voice Canadian Opinion 


Ortawa, Ont., Aug. 8—Reject- 
ing strong objections from U.S. 
publishers, the government today 
introduced legislation in the Com- 
mons to tax special Canadian edi- 
tions of foreign magazines and saw 
it passed without a record vote 
and sent to the Senate. 

The taxing provision, contained 
in a bill to amend the Excise Tax 
Act, except for two minor amend- 
ments, is identical with a resolu- 
tion proposed by Finance Minister 
Harris in his March 20 budget 
speech. 

One amendment is intended to 
block a loophole in the wording of 
the resolution which might enable 
evasion of the tax. The other 
would exempt from the tax foreign 
magazines of a medical or religious 
nature. 

The measure did not get by 
without standing off a full scale 
attack by the opposition parties. 


® During debate on the resolution, 
W. Earl Rowe, acting opposition 
leader, described the tax as “dis- 
honest.” He said it would not serve 
the purpose for which it is intend- 
ed—to protect Canadian magazines 
against foreign competition. 
Introduction of the legislation 
followed months of uncertainty 


(Continued on Page 100) 


Presenting The Sensational ALL NEW 


Golden glide SAANEMASTER 


Shaves CLOSER and SMOOTHER 
than Blades or other Electric Shavers 


BIG SWING—Sunbeam Corp., Chicago, is using color spreads like this 
one in its fall campaign. Perrin-Paus Co., Chicago, is the agency. 
(Story on Page 8.) 


Boraxed Butter, Formaldehyde Pork... 


Food, Drug Conditions Were ‘Chaotic’ 
50 Years Ago, Says Ex-Adman Carson 


; 
} 


New Yorx, Aug. 10—“Thej|the events leading up)to its estab- 
‘cures’ for cancer, tuberculosis, | lishment. 

‘female weakness,’ the dangerous The author is a retired advertis- 
fat reducers and ‘Indian’ cough |ing agency executive. He was vp 
remedies were a bonanza for their|and copy director of Benton & 
proprietors, and many an adver-| Bowles from 1940 to °47 and a vp 
tising wizard who knew little|and member of the board at Ken- 
enough of drugs or materia medica| yon & Eckhardt from 1947 until 
came to live in a jigsaw mansion | 1951. His book, “The Old Country 
and drive a spanking pair of bays | Store,” was published in 1954. 
because he was a skillful manip- 


ulator of hypochondria and mass 
psychology.” 

Thus does Gerald H. Carson 
partially summarize the drug and 
food market in this country before 
the passage of the Pure Food & 
Drug Act in 1906. 


s Writing in the August issue of 
American Heritage, out today, Mr. 
Carson vividly describes the cha- 
otic conditions under which some 
foods and drugs were marketed 
prior to the passage of the act, and 


New Patman Bill 
to Offer Graduated 


Corporation Tax 


Congressman Speaks to 
Food Distributors; New 
Products Are Displayed 


Cuicaco, Aug. 8—Rep. Wright 
Patman (D., Tex.), co-author of 
the Robinson-Patman Act, yester- 
day charged that there is more 
price discrimination today than at 
any time since 1935. He strongly 
criticized big companies which, he 
said, are taking advantage of a 
court decision to evade the law. 

Rep. Patman, principal speaker 
at the National Food Distributors 
Assn. lunch yesterday, told report- 
ers he will introduce new legisla- 
tion in Congress next year which 
will plug loopholes in the Robin- 
son-Patman Act. 

The total volume of the food 
business jumped from $24 billion 
in 1948 to $40 billion by the end of 

(Continued on Page 100) 


® “It’s difficult to picture today 
the vast extent of adulteration at 
the beginning of this century,” Mr. 
Carson writes in his article, titled, 
“Who Put the Borax in Dr. Wiley’s 
Butter?” 

“More than half the food sam- 
ples studied in the Indiana state 
laboratory were sophisticated. 
Whole grain flour was ‘cut’ with 
bran and corn meal. The food 
commissioner of North Dakota de- 
clared that his state alone con- 
sumed ten times as much ‘Vermont 
maple syrup’ as Vermont produced. 
The Grocer’s Companion & Mer- 
chant’s Hand-Book, Boston, 1883, 


‘No Office in Greece’: Guild... 


Guild, Bascom & Bonfigli 
Loss Is $1,500,000; 14 
Others Drop $2,500,000 


San Francisco, Aug. 8—Fore- 
|most Dairies, third largest milk 
|company in the world, today con- 
solidated its advertising account 
under the banner of Batten, Bar- 
ton, Durstine & Osborn. By far 
the largest single portion of the 


Colorado’s Johnson 
Defies FCC, Orders 
Booster on KOA-TV 


WasuHIncTon, Aug. 9—No tears 
were shed at the Federal Com- 
munications Commission two years 
ago when Edwin C. Johnson, then 
senior senator from Colorado and 
formfer chairman of the Senate 
interstate commerce committee, 
|decided to retire from the Senate 
|and return to Colorado. 

Sen. Johnson had been a thorn 
in FCC’s side, both as chairman 
and ranking minority member of 
|the committee handling broadcast- 
ing legislation. He was often at 
odds with FCC decisions and pol- 
icies. 

But Sen. Johnson did not leave 
public life when he went back 
home. Instead he was elected gov- 
ernor, and in that capacity he is 
again causing FCC trouble. 


® This week Gov. Johnson defied 
the FCC’s refusal to allow an ap- 
pliance dealer in Steamboat 
Springs, Colo., to bring tv to that 
mountain community of 2,000. 
He appointed the enterprising 
appliance dealer to his “official 
communications staff’ and by 
executive order directed him to 
“continue to serve the people of 
Steamboat Springs without charge 
by boosting ‘on channel’ the tv 


(Continued on Page 8) (Continued on Page 97) 


Last Minute News Flashes 


Esterbrook Pen Awards Account to Y&R 

New York, Aug. 10—Young & Rubicam, previously reported (AA, 
July 30) as one of the finalists for the Esterbrook Co. account, has 
been appointed by the Camden pen manufacturer to handle its ad- 
vertising, effective immediately. The account had been with Aitkin- 
Kynett, Philadelphia, for 29 years. 


Clark Candy Account Goes to Grant 

PrrrssurcH, Aug. 10—Grant Advertising, Detroit, has been ap- 
pointed to handle advertising for D. L. Clark Co., candy division of 
Beatrice Foods Inc., effective Sept 1. Grant will succeed Sullivan, 
Stauffer, Colwell & Bayles, which was appointed a year and a half 
ago—some months before Clark’s acquisition by Beatrice. 


Lanolin Plus Will Sponsor $250.000 Giveaway 

Cuicaco, Aug. 10—Starting Oct. 9, Lanolin Plus Inc. will sponsor 
a beefed-up NBC-TV version of “Break the Bank” which will be the 
biggest money giveaway yet (top prize possible: $250,000). The show 
shifted to NBC after three seasons with ABC-TV, where Dodge spon- 
sored it. Russel M. Seeds Co., Chicago, is the Lanolin Plus agency. 


St. Georges Gets H. K. Porter's Quaker Rubber Unit 

PHILADELPHIA, Aug. 10—The Quaker Rubber division of H. K. Porter 
Co. will move its advertising account from Fox & McKenzie to the 
local office of St. Georges & Keyes, effective Aug. 31. The company 
manufactures rubber and plastic industrial and household products. 


(Additional News Flashes on Page 101) 


$4,000,000 Foremost 
Account Goes to BBDO 


account—approximately $1,500,000 
—has been handled by Guild, Bas- 
com & Bonfigli. 

The entire account, reliably re- 
ported to be worth approximately 
$4,000,000 a year in billings—the 
other $2,500,000 in billings has 
been split among 14 other agencies 
—will be under the supervision of 
J. G. (Pete) Motheral, BBDO vp 
and manager of the San Francisco 
office, with assistance from the 
agency’s international bureau, in 
New York. 

The change will be effective in 
90 days, although for the rest of 
this year Foremost will use the 
campaign and program already de- 
veloped by Guild, Bascom. This 
includes the Rosemary Clooney 
tv show now used by Foremost in 
54 markets. 

Foremost’s change in agencies 
was announced in a joint state- 
ment issued by Paul E. Reinhold, 
chairman, and Grover D. Turnbow, 
president of the company. 


= “We have a very high regard 
for Guild, Bascom & Bonfigli,” 
declared Edward L. Volkwein, gen- 
eral advertising manager of Fore- 
most, “and our change in agencies 
is no reflection whatsoever on the 
quality of their service and per- 
formance. They have almost liter- 
ally knocked themselves out on our 
behalf.” 

If sales figures are a criterion, 
then B retires from Foremost 
battered, perhaps, but certainly 
not beaten. The company has just 
reported record profits for the sec- 
ond quarter and first 6 months of 

(Continued on Page 97) 


‘Boston Post’ 
Wobbles Through 
Week's Crises 


Boston, Aug. 10—The 125-year- 
old Boston Post looked as if it 
would pass another crisis tonight 
and continue day-to-day publica- 
tion. 

An armored truck delivered a 
payroll to the financially troubled 
newspaper today as a seven-day 
period of grace, during which em- 
ployes agreed to work even though 
payrolls might not be met, ended. 

All editorial employes and oth- 
ers covered by the American 
Newspaper Guild were paid yester- 
day for the week, although back 
pay was not forthcoming. The 
typographical union employes 
were to be paid at 4 p.m. today. It 
was indicated that the armored 
truck payroll was for them. 


® Deadline for foreclosure for a 
mortgage held by attorney John L. 
Bottomly on Post real estate fell 
due today. C. Stanley Whyte, pres- 
ident of the Boston typographical 
union, said: “If the Post goes out 
Friday, Aug. 10, we will have a 
clean conscience that we did far 
beyond what was expected of us to 
(Continued on Page 101) 
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Norge Tie-in Is 
Shot-in-Tub for 
Calgon Marketing 


Hagan Subsidiary’s Ad 
Allocation Jumps 66% 
on Dispenser Wheel Deal 


Cuicaco, Aug. 8—Between Sept. 
10 and Dec. 11, Norge and Hagan 
Corp. will spend about $2,500,000 
in advertising and promoting (1) 
the new Norge automatic washer 
with Dispenser Wheel and (2) the 
use of Calgon water conditioner 
(AA, July 16). 

The wheel, developed from a 
couple of “tin” pie plates and a 
tuna fish can, automatically injects 
a water conditioner or other liq- 
uids into the rinse cycle of the! 
Norge automatic washer. Norge’s| 
president, Judson S. Sayre, con-| 
sidered the new attachment of 
enough importance to revise his 
estimate of a 10% rise in sales for 
Norge automatics in 1957 to 20%. 
But to Calgon (from “calcium 
gone”), the Dispenser Wheel! 
means even more. 

Calgon Inc. is a division of the 
Hagan Corp., which also makes a 
line of industrial products: Sys-| 
tems and components for controls, 
water treatment chemicals and 
equipment. Dominantly an indus- 
trial company, Hagan began mar- 
keting Calgon for home use about 
20 years ago. 


® Its marketing success over the |'98 Performing the function for 


years is, admittedly, an oddity. | 
John W. Carney, sales promotion | 


vith Dispenser 


beans 


rise water fr upto 38% brighter cleaner 


MARKETING BONANZA—A tie-in with Norge provides Calgon with a 

lively opportunity to invade the consumer market. Heavy advertis- 

ing and promotion plans this fall are built around Norge’s newest 
automatic washer device—its Dispenser Wheel. 


Do Buyers Sell or Sellers Buy?— 


Critic Weiss Draws Hearty Support 


In his column, “On the Merchandising Front,” on Page 68 of 
last week’s issue, E. B. Weiss indicted mass retailers for turning 


away from the normal concept 


of a retailer making profits out 


of selling, and instead trying to make profits out of their buy- 
ing operations and by chiseling extra concessions out of suppli- 


ers. 
The subject, obviously, 
copies of Mr. Weiss’ column to 


is controversial, 


so AA sent 
a dozen editors, association ex- 


ecutives and important retailers, asking their comments. First 
reactions are those reported here. 


Cuicaco, Aug. 8—Is mass retail- 


which it was designed? 
In a 


noted merchandising consultant, 
| wrote in his weekly ADVERTISING 
AGE column last week that mass 


scathing denunciation of| retailers are fashioning a world in 


manager, says Calgon received na- | Tetail selling and an added slap at| which more profit stems from buy- 


tional distribution long before) 
there was enough demand to move | 
much of it off grocers’ shelves. 
“It was the advent of the auto- 
matic washers and the problems 
that came along with them,” says 
Mr. Carney, “that gave Calgon its 
first boost in the consumer market 


(Continued on Page 98) 


Lustre-Creme Ads 
Push Sweepstakes 
Based on ‘Fame’ Poll 


New York, Aug. 7—Kay Daumit 
division of Colgate-Palmolive Co.) 
will carry its “Lustre-Creme Stars” | 
campaign one step further this 
fall with a $35,000 movie star 
sweepstakes. The contest will be 
based on the poll conducted an- 
nually by Fame Magazine to se- 
lect the top Hollywood box office | 
star. 

Color spreads will announce the 
contest, breaking first in the. 
Sept. 17 Life and then appearing 
in the Dell Modern Group, Ladies’ 
Home Journal, McCall’s and True 
Story Women’s Group in October 
and November. Commercials will | 
be telecast from mid-September 
through November on Colgate’s 
regularly sponsored shows, but the 
schedule is noi set yet. 

Picturing 22 Hollywood stars— 
all “Lustre-Creme girls,” of course 
—the ads explain that all an en- 
trant need do is vote for the star 
“you would like to see win the 
25th annual Fame poll.” 


s Entrants correctly naming the 
winning star will then be eli- 
gible for the sweepstakes drawing. 
Top winner will be announced 
Dec. 14 on “Strike It Rich” (CBS- 
TV) and receive a $20,000 first 
prize. Other prizes include one for 
$5,000; five for $1,000 and 500 for 
$10. 

The ads also point out, “Each of 
the stars shown here uses Lustre- 
Creme, Hollywood's favorite sham- 
poo.” 

Lennen & Newell is the agency. 


manufacturers (“I do not accord! 
them angelic wings’), E. B. Weiss, 


Anti-Trust Suit 
Hits Philadelphia 


Radio Broadcasters 


PHILADELPHIA, Aug. 8—The De- 


partment of Justice last week 


| ing than from selling. 

| “I believe that the fundamental 
ireason for the existence of the 
|mass retailer is his presumed abil- 
|ity to provide low-cost retailing,” 
| wrote Mr. Weiss. “Yet at this very 
‘moment, when he performs the 
| smallest degree of true retail serv- 
| ice in his history—because the 
eon pamengany has shouldered more 
,and more of these functions—and 


No Pretab Copy... 


‘Cautious Cheesecake’ 

___ in Ads Annoys Women of 
_ U.S., Plehn Believes 
By James V. O’Gara | 


New York, Aug. 7—In Argen- 
tina, they call it corpino (little| 
basket); in Ecuador it is soutiens| 
(that is, upholder); in Venezuela} 
it is called sosten (sustainer); and| 
in Cuba the word is ajustador. It| 
is only when you get to Mexico,| 
where it is known as the brassier, | 
that you begin to suspect they’re 
all talking about a bra. 

That’s why, though most South | 
American countries use the Span- 
ish tongue, Peter Pan Foundations’ | 
admen steer clear of prefabricat-| 
ing ads for the entire Latin Amer- 
ican market. | 

Peter Pan, which expects its) 
1956 business to reach about $14,- 
000,000 at wholesale, has a grow- 
|ing overseas operation, conducted | 
| largely through licensees, who use 
its basic designs, manufacturing’ 
| techniques and trade names. 


= These foreign licensees make 
heavy use of American-planned 
Peter Pan advertising (Ben Sack- 
| heim Inc. is the agency). This ad- 


‘Modest Indirection’ Is Keynote as 
Peter Pan Tailors Bras—and Bra Ads 


Advertising Age, August 13, 1956 


Fs 


De 


| MODEST INDIRECTION—The Peter Pan 


ad here features a well-covered 
model, a wallflower until “she 
blossomed out in a Peter Pan bra.” 


vertising this year will cost Peter 
Pan $750,000. U.S. advertising is 
(Continued on Page 94) 


Power to Sway Voters, 


ANN ARBOR, MicH., Aug. 8—Un- 
less things have changed drastical- 
ly since 1952, the mass media are 
not going to be achieving any 
wholesale conversion of voters in 
this year’s political campaign. 

And if any one of the mass me- 
dia should manage something like | 
that, it is likely to be television. | 

These are some conclusions to) 
be taken from a newly published | 
study of the 1952 elections by Mor- | 
ris Janowitz, associate professor | 


Mass Media's ‘Built-in’ Audience Cuts 


Survey Reveals 


of sociology, University of Michi- 
gan, and Dwaine Marvick, assist- 


'tant professor of political science, 


University of California at Los 
Angeles. Titled “Competitive Pres- 


|sure and Democratic Consent,” 
the 120-page analysis is based on 


data collected in °52 by the Uni- 
versity of Michigan’s Survey Re- 
search Center. 

A “built-in” limitation on the 
mass media’s power to influence 
the electorate, the authors found, 


filed a civil anti-trust suit against |@t this moment, when his total 
the Philadelphia Radio & Televi- ‘t@ke’ on allowances is the highest 


sion Broadcasters Assn. and nine |i his history, his requirement for 


radio stations here. 


The suit, filed in U.S. district | 


court, charged the defendants with 
agreeing “to maintain rates for 
sales of radio broadcasting time in 
Philadelphia in violation of the 
Sherman Act.” 

The civil action paralleled an in- 
vestigation made by a_ federal 
grand jury which resulted in the 
return of an indictment against the 
association, 10 stations and nine of 
their officers (AA, June 30). 

The grand jury action also in- 
cluded Westinghouse Broadcasting 
Co., which operated Station KYW 
until last January, when it was 

(Continued on Page 99) 
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| margins continues to expand.” 

Charging that allowances and 
concessions from suppliers have 
failed to make mass retailers low- 
cost retailers, Mr. Weiss contends 
|that retailers should exert more 
'effort in improving their own sell- 
ing and merchandising and less in 
trying to wring another drop of 
blood out of reluctant manufactur- 
ers. 


® Comments on Mr. Weiss’ re- 
marks were not hard to come by. 
Mrs. Marie Kiefer, secretary-man- 
ager of the National Association 
of Retail Grocers, says that while 
(Continued on Page 92) 
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SWEEPSTAKE OF STARS—This color spread will first appear in the Sept. 


17 Life and also run in the Dell Modern Group, Ladies’ Home Jour- 

nal, McCall’s and True Story Women’s Group to promote a $35,000 

Movie-Star Sweepstakes for Colgate-Palmolive’s Lustre-Creme. 
Lennen & Newell, New York, is the agency. 


|is that mass media campaign cov- 
‘erage appeals primarily to persons 
lalready interested in politics and 
‘to those already committed as 
| partisans. Independents, or “indif- 
| ferents,” were found to be exactly 
those who tend to avoid the mass 
media. 


Zellerbach Sees 
‘Overproduction’ 
in Paper Industry 5 2. mca soo 2 


VANCOUVER, B.c., Aug. 8—James partisans are “more exposed to and 
D. Zellerbach, president of Crown |More involved in the mass media.” 
Zellerbach Corp., San Francisco, | But they also are more exposed to 
says he believes the newsprint and personal and group pressures on 
pulp business will be in “a state of the job and among friends. And 


over-production” within two years. | 

Mr. Zellerbach told a press con- 
ference here last week that a price 
war could develop unless the in- 
dustry is “wise about it.” 

The remedy, he says, is to “hold 
expansion for a year or two” and, 
if necessary, curtail output to 
“85% or 90% of what it is now.” 

Part of the trouble arises be- 
cause “a lot of people are announc- 
ing expansion who have never 
been through a depression,” he 
said. 

“Kraft pulp and board are like- 
ly to be in overproduction next 
year and newsprint in two years,” 
he added. 


# Expansion planned in the U.S. 
board and paper industry for the 
years 1956 through 1958 will 


amount to “about $2 billion,” 
which will increase capacity by) 
5,000,000 tons a year. 

Present capacity is 32,000,000, 
tons. Thus, in three years, he said, 
production would be increased by 
12% to 13% a year, while normal 
demand called for an increase of 


these pressures seem to be more 
intimately linked with how people 
actually vote than is the degree of 
attention to the mass media. 

A possible exception to all this 
is television, which, even in ’52, 
was found to have exceeded both 
radio and the press as a chief 
source of public information about 
the Presidential campaign. 

“Television,” said the analysts, 
“upset the simple formula that 
higher social class and educational 
level imply greater exposure to 
the mass media. When the middle 
class and the lower class were 
compared, the amount of television 
involvement in both classes was 
roughly equal.” 


® This tended to favor the Demo- 
crats, helping their relatively-un- 
known candidate to reach Demo- 
cratic-leaning voters. By doing 
this, the authors decided, “televi- 
sion exposure probably prevented 
an even worse Democratic result.” 

The Janowitz-Marvick study is 
published by the Institute of Pub- 
lic Administration, University of 


only 3%. 
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Ad Influence Is 
Like Brainwashing. 
Says Dutch Doctor 


San Francisco, Aug. 6—Adver- 
tising in America is akin to 
“brainwashing,” in the opinion of 
Dr. Joost A. M. Meerloo, Holland- 
born psychiatrist, here for lectures 
before a San Francisco medical 
group. 

The saving factor in Dr. Meer- 
loo’s startling indictment is that he 
sees the development of sales re- 
sistance as an aid in resisting the 
assault brainwashing such as that 
practiced by the Communists on 
prisoners. 

“Advertising of soap, for exam- 
ple, is a harmless cousin to the art 
of forcing a man to confess to 
crimes he didn’t commit,” Dr. 
Meerloo asserted. “And in this re- 
spect Americans already know 
more about resistance to brain- 
washing than they might think.” 

Dr. Meerloo first was exposed to 
false confessions as a Nazi prisoner 
in World War II. After escaping to 
England, he served as chief of the 
psychological forces of the exiled 
Netherlands government. 

“Advertising in America,” Dr. 
Meerloo declared, “seduces the 
democratic citizen into using 
quackeries or one special brand of 
soap as against another. Our wish 
to buy things is constantly stim- 
ulated. 


s “Campaigning politicians try to 
influence us by their glamor as 
well as by their progress. Fashion 
experts hypnotize us into periodic 
changes of our standards of beauty 
and good taste. 

“In cases of menticide [Dr. 
Meerloo’s term for brainwashing], 
however, this assault on the integ- 
rity of the human mind is more 
direct and premeditated. By play- 
ing on the irrational child lying 
hidden in the unconscious and by 
sharpening the internal conflict 
between reason and emotion, the 
inquisitor can bring his victims to 
abject surrender.” 

The psychiatrist held out one 
line of hope, however, asserting 
that “the conformist is the easiest 
to brainwash, and the last to break 
under brainwashing is the man 


with a deep religious faith.” 


Schenley Expands 
Retailers’ Role in - 
Plans for Holidays 


Among Gift Packages: 
Plastic Flask Invented 
by Agencyman Kleppner 


New York, Aug. 8—Getting a 
fast start on the holiday selling 
season, Schenley Distillers Co. this 
week announced “the most exten- 
sive retailer sales program in the 
history of the liquor business” and 
introduced a néw line of gift de- 
canters, including a polyethylene 
flask called the “Traveller,” devel- 
oped for one of its bourbon prod- 
ucts. 

Sidney E. Frank, Schenley presi- 
dent and general sales manager, 
said that the company will concen- 
trate its sales efforts on the retail- 
er this year. Up until now, Schen- 
ley, like most of the industry, held 
fall merchandising shows for its 
distributors only. The company 
discovered, however, that the en- 
thusiasm engendered among dis- 
tributors by the Schenley mer- 
chandise marts did not always 
carry over to the retail level. 

Last year, for the first time, 
some retailers were invited to visit 
the. distributor show when it 
played in their respective cities. 
The response was so favorable that 
Schenley’s 1956 plan is to show the 
merchandise mart to its distribu- 
tors at regular meetings and then 
have the distributors set up identi- 
cal shows for retailers. 


® Billed as a $1,000,000 venture, 
the show will tour some 200 cities 
next month. It will highlight 
Schenley’s new and striking gift 
decanters and demonstrate the 
numerous point of sale displays— 
many of them animated—which 
retailers may use. 

Mr. Frank estimates that Schen- 
ley’s total advertising expenditure 
for the holiday season will be 
“about $7,500,000 to $8,000,000.” 

Of this, about $550,000 will go 

(Continued on Page 103) 


Seeburg Corp., Bastian-Blessing 
Bow as International Advertisers 


Buchen Co. Cites Debuts 
As Evidence of Growth 
of Overseas Ad Field 


Cuicaco, Aug. 7—J. P. Seeburg 
Corp., juke-box manufacturer, has 
launched its first overseas adver- 
tising campaign. 

Bastian-Blessing Co., maker of 
another “typical” American prod- 


| 
| 


| 
| 


ROBERT E. LUSK, president of Benton 
& Bowles, New York, has been 
elected chief executive officer of 
the. agency. Atherton W. Hobler 
continues as chairman of the ex- 
ecutive committee, and William R. 
Baker Jr. continues as board chair- 
man. 


uct, the soda fountain, also is em- 
barking on its first overseas pro- 
motional program. 

The two Chicago companies are 
both clients of Buchen Co., which 
has maintained an international 
advertising department for 30 
years, 

In the case of Seeburg, interna- 
tional selling is not new. Its juke- 
boxes have been selling in foreign 
markets for a number of years. 

(Continued on Page 6) 


Now! Europe *425 


ROT NY TR) 


a 
peepee et get Mary Geres 


“FLY NOW, PAY LATER—TWA_ will 
promote its holiday discount fare 
to Europe in the fall by pushing 
the time pay plan. This ad will 
appear in the October issue of 
Good Housekeeping. Foote, Cone & 
Belding, New York, is handling. 


7 Fewer Chicago 
Agencies in 1956, 
‘Post-Dispatch’ Says 


Cuicaco, Aug. 8—They come 
and they go, but more go than 
come. That’s the agency score, as 
shown by the St. Louis Post-Dis- 
patch’s annual directory of this 
city’s general agencies. A total of 
16 were added to the list, 23 sub- 
tracted. The net loss of seven 
leaves a total of 261 agencies listed; 
last year there were 268. 

Publishers’ representatives, also 
listed, increased from 331 to 340 in 
the course of the year. 

Below is a rundown of the news- 
paper’s figures for agencies and 
other categories over the past 
five years: 


1956 1955 1954 1953 1952 
272 259 242 
332 328 320 
47 47 «44 
Trans. prod... 17 1 12 WW 12 


= Name changes noted on the list 
include the following: Ladd, 
Southward, Gordon & Donald to 
Ladd, Southward & Bentley; Man- 
dabach-Hudson Advertising to 
Mandabach, Marthens & Simms 
(Marthens, Galloway & Simms is 
missing from the new list); 
Schwimmer & Scott to R. Jack 
Scott Inc. and Wright-Campbell 
Advertising to Wright, Campbell 
& Suitt. 


‘Round the World in 12 Payments aie 


3 Airlines Set Fall 
Credit-Flying Drives 


PAA, TWA, American 


See Prosperity in Plan; 
United Still Is Holdout 


By Bill Kerr 


New York, Aug. 7—Three lead- 
ing airlines—looking ahead to the 
lucrative fall tourist season—are 
preparing heavy advertising sched- 
ules all pushing the “fly now, pay 
later” theme. Trans World Air- 
lines, American Airlines and. Pan 
American Airways, the Big Three, 
all have soft spots for time-pay- 


Only 30 Top Pops 
(No Westerns, Bops) 
|| Are Station's Props 


Los ANGELEs, Aug. 8—There 
may be a new trend in radio, ac- 
cording to radio station KLAC, 
which claims to have been instru- 
mental in setting the programming 
pattern nationally for today’s in- 
dependent radio stations. 

KLAC announces, as an “im- 
pressive first,” that it will broad- 
cast only “the 30 top tunes—and 
memories, too” around the clock. 
“In this manner,” says Mortimer 
Hall, station president, “every 
listener will know what he can ex- 
pect in the way of programming 
from our station.” 

The 30-top-tunes plan came in- 
to being as the result of a survey 
by Mr. Hall, which determined 
that “the majority of listeners 
want to hear only the best selling 
records and an occasional standard 
of yesteryear.” 

The announcement of the 30- 
tunes plan was made to citizens of 
Southern California via page ads 
in metropolitan dailies. KLAC her- 
alded it in connection with the 
station’s tenth anniversary. 


2 Mr. Hall anticipates some ex- 
pression of displeasure from a 
minority listening group that fa- 
vors rhythm and biues, country 
music and western songs. But he 
says, “If any of these records reach 
the top 30 in popularity, they will 
be strongly programmed, regard- 
less of the element of music they 
represent.” 


Krupnick Boosts Armbruster 
Krupnick & Associates, St. Louis, 
has appointed Ray J. Armbruster 
vp in charge of creative services, a 
new post. Mr. Armbruster, a vp 
and director of the agency since 
its incorporation in 1947, has been 
production manager, art director, 
copywriter, account executive and 
account supervisor. He continues 
as a member of the plans board. 


Highlights of This Week's Issue 


Random sampling by skeptical 
student proves matchbook sur- 
RE INE a 5 eins wears Page 24 

| Federal Pacific Electric stimulates 
sales with ad-judging con- 
BE i ak weaned CORO Page 26 


| Baking mix price cut warms up 


competition between Pillsbury 
and General Mills 
Do-it-yourself campaign features 
designer-furniture plans Page 39 
Canadian Broadcasting Corp. earns 
Commons fire for large-size 
deficit 
Advertising contests, sweepstakes, 
are blasted by Canadian com- 
mittee report 
Package Designers’ code frowns 
on ads for members as “non- 


professional” 
Sylvania gets rapid service . on 
market data with Western Union 
network, Univac ...... Page 50 
BBDO’s Barton looks to continuing 
prosperity as a result of popula- 


business 
Welfare projects got advertising 
worth $125,000,000, Ad Council 
says 88 
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ment flights, figuring this is the 
gimmick that will get them into 
the mass market. 

The time payment plan is angled 
sharply at the tourist-vacation 
market. All three airlines now ad- 
vertise the plan in 100% of their 
vacation and personal-travel ads. 
The plan appeals to the price-con- 
scious vacation traveler rather 
than the business rider. 

American Airlines will aim at 
the winter vacation market, em- 
phasizing things like “$32 down 
and $26.87 a month” for a round- 
trip to Arizona from New York. 
Mexico and California also wiil be 
plugged in ads appearing in Sun- 
day supplements and newspapers. 
Four-color inserts in the supple- 
ments will run six to eight times. 


® Starting in September, TWA 
will unfurl a schedule for the hol- 
iday market. Stress will be laid on 
new low-cost excursion fares to 
Europe for “as little as $42 down 
and 20 months to pay.” The “fly 
now, pay later” pitch also will be 
pushed heavily in spot radio in 
New York, Philadelphia, Chicago, 
Los Angeles, San Francisco and 
San Diego. 

Esquire, Holiday, Ladies’ Home 
Journal, Good Housekeeping, 
Glamour and Charm also will car- 
ry time payment plan copy. In ad- 
dition, TWA plans on some heavy 
New York subway showings. 

Pan American, which pioneered 
the pay-later plan, has high-light- 
ed it in advertising ever since the 
carrier broke into the field in May, 
1954. 

“It tends to put an expensive 
product in popular reach, enabling 

(Continued on Page 74) 


Rising Fares 
Threaten Rails’ 
Passenger Traffic 


Airlines, Bus Lines 
Absorb Business, Push 
Market Development 


Cuicaco, Aug. 7—A report this 
week that the New York Central 
and the Pennsylvania railroads 
will request an increase of 33% to 
50% in first class fares and 5% in 
coach fares turned the spotlight 
again on the sore subject of mam- 
moth losses borne by railroads in 
their passenger traffic divisions. 

The implications of the prospec- 
tive increases are vast and com- 
plex, involving not just railroad 
travel but other common carriers 
as well, mostly air lines and bus 
lines. 


® The Pennsy and the New York 
Central are the nation’s biggest 
passenger carriers; between them 
they account for some 25% of all 
passenger traffic. Last year the 
Pennsy lost nearly $50,000,000 on 
passenger travel, and the Central 
lost about $37,750,000. 

While the Pennsy vehemently 
denies that the move is designed 
to price itself—and eventualiy 
other railroads—-out of the Pull- 
man passenger business, it is a 
reasonable assumption, according 
to representatives of some other 
railroads, that it would do just 
that. 


s James M. Symes, president of 
the Pennsy, in answer to this 


(Continued on Page 78) 
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$1,250,000 Ad Push 
Set to Launch New 
‘Jet Spray’ Bon Ami 


San Francisco, Aug. 8—United 
Dye & Chemical Corp. will invade 
the lush $320,000,000 aerosol mar- 
ket within the next few days with 
a $1,250,000 ad campaign for its 
new “Jet Spray” Bon Ami (AA, 
July 16). 

Pians for the program to put the 
aerosol-packaged Bon Ami on the 
national market were outlined here 
today by Virgil D. Dardi, president 
of United Dye & Chemical Corp., 
New York, which acquired control 
of Bon Ami last May. 

Mr. Dardi predicted that new 
ownership and a new product will 
combine to again put the 100-year- 
old Bon Ami Co. on top of the 
nation’s cleanser market. 

The new Bon Ami has been 
test marketed in Buffalo, Syracuse 
and Harrisburg for three months 
as an “instant window cleaner.” 


| Results of these tests were so suc- 
cessful that the company selected 
a new advertising agency, Ruth- 
rauff & Ryan (AA, June 11), and 
started making plans to enter the 
burgeoning aerosol market. 

The initial campaign will run 
through Nov. 17 and will use the 
full NBC tv network with Dave 
Garroway’s “Today,” Arlene Fran- 
cis’ “Home” show, and John Con- 
te’s “Matinee Theater,” all on 
NBC. 

The full CBS network will be 
used with Will Rogers Jr. and his 
“Morning Show” and on the full 
ABC network Bon Ami will be 
advertised on Allen Edwards’ 
“Afternoon Film Festival.” 

A part of the $1,250,000 ad 
budget has been allocated to con- 
tinuous large-space newspaper ad- 
vertising, starting with a 1,750-line 
ad, as well as full pages in This 
Week Magazine, Parade, Amer- 
ican Weekly and independent 
supplements. 

Two-color spreads are scheduled 
in Life; trade publications to be 


used include Chain Store Age, Pro- 
gressive Grocer, Super Market 
Merchandising and others, with 
full pages in two colors. 


s “Jet Spray Bon Ami,” Mr. Dardi 
said, “will be the company’s first 
all new product in 43 years, and it’s 
the greatest revolution in cleaning 
since the first use of soap. In its 
metal shake-and-spray container, 
the new Bon Ami increases uses 
for the product and provides great- 
er speed and ease of use. 

“The aerosol market in 1953 was 
rolling along at a $120,000,000 
clip,” Mr. Dardi continued. “Now 
that market is currently up to a 
| $320,000,000 level and we’re jump- 
ing in with both feet.” 

The acquisition of Bon Ami is 


the second major domestic expan- 
{sion of United Dye & Chemical 
|since Mr. Dardi became president 
jin mid-’55. The company earlier 
jacquired control of the Plains 
Pipeline Co. in Wyoming, crude oil 
|transport system serving the 
| Powder River Basin. 
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* More TV Homes—over 
500,000 TV homes! 


¢ Top Coverage—75 
counties in 4 states! 


¢ Rich Market Potential— 
over 4 billion dollars 
buying power! 


e Maximum Power-— 
316,000 watts. 


¢ Mountaintop Tower— 
_ 2,000 feet above 
average terrain. 


‘Market facts 
‘that mean 
vesulisin 
‘Korth Caroline 
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WSJS-TV eee 


Preference of the Piedmont 


North Carolina’s richest, 
biggest market. 


234 It pays to check the facts on WSJS- 


trialized 


 . SMLATE 


Call Headley-Reed for 


WA S.J 5S 


j= TV Winston-Salem. It’s your biggest 
“a buy in North Carolina’s Piedmont sec- 
tion. And the Piedmont is the state’s 
most populous and heavily indus- 


area. Result: more income, 


greater buying power. 


WSJS-TV is the NBC affiliate for 
Winston-Salem, Greensboro, and High 
Point—Golden Triangle cities in a 
market of over 3 million people. 


television 


WINSTON-SALEM 


NORTH CAROLINA 
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‘Simultaneous Premieres Mark Start of GE, 


New York, Aug. 9—The battle 
of the bulbs is on. Both General 
Electric and Westinghouse an- 
nounced today they had perfected 
the hi-fi of home lighting—tinted 
bulbs. 

Westinghouse seems to be lead- 
ing the field, with three tinted 
bulbs ready for retailer shelves by 
mid-August and a consumer cam- 
paign set for mid-October. 

General Electric will enter the 
fray with four tinted bulbs to be 
available “later this year.” It has 
tentative plans for a consumer 
campaign “some time this fall.” 

In one of those “amazing coin- 
cidences,” the two companies in- 
troduced their “exciting new light- 
ing concepts” almost simultane- 
ously. 

At a Westinghouse luncheon at 
| the Savoy Plaza, the press first 
learned all about Beauty Tone 
light bulbs in pink, candlelight and 
| aqua. Then the editors taxied 
/across town to the Waldorf, where 
General Electric was lighting up 


| sky blue, sun gold and dawn pink. 


| GE's party was originally sched- 
| uled for noon also, but a day later 
|it was suddenly postponed until 
'3:30 p.m.—“it was inadvertently 
set at a time which conflicts with 
one previously arranged by anoth- 
er company,” the telegram ex- 
plained. 


® Both companies are promoting 
the bulbs as the quick and inex- 
pensive way to change the mood 
and decor of a room. And both 
agree a full line of tinted bulbs 
“is a natural outgrowth of the pink 
bulb successfully introduced last 
year.” 

First Westinghouse advertising 
is timed to break with field sales 
meetings set for Aug. 13. Six-page 
color inserts will appear in 11 
business papers in the grocery, 
drug, variety and hardware fields. 

Consumer print advertising will 
begin with a color spread in Life 
in mid-October and a color page 
in the November Better Homes & 
Gardens. Color pages in the two 
magazines will follow. 

Commercials will be aired at 
least three times this fall over 
“Studio One” (CBS-TV) as well 
jas on CBS radio and tv coverage 
|of the Republican convention. 


'coloramic lamps in spring green, | 


Westinghouse Battle of the (Tinted) Bulbs 


The campaign, according to the 
agency (McCann-Erickson), aban- 
dons the usual “nuts-and-bolts 
type of light bulb promotion in fa- 
vor of mink-and-Cadillac adver- 
tising.”” Three-fourths of each ad 
is devoted to high-fashion pictures 
of room settings and people, the 
agency told AA. 


| @ “It’s a whole new idea in home 
lighting,” the opening spread is 
headlined. “Three delicate tints, 
decorator-selected to create won- 
derfully flattering effects and 
made-to-order moods in every 
room,” the copy continues. 

Captions for the pictures de- 
scribe the candlelight bulb as 
“welcoming and gay,” the pink 
bulb as “flattering and intimate,” 
the aqua bulb as “cool, gracious 
spaciousness.” 

General Electric reports, “While 
we do not yet have a schedule, 
tentative plans call for the cam- 
paign to begin this fall.” The com- 
pany also reported the bulbs will 
be on retailers’ shelves by late 
fall. 

According to Martin King, ad- 
vertising manager of GE’s lamp 
division, “We’re going to give it 
everything we’ve got, everywhere 
that we can use color. Probably 
the well-circulated magazines, 
tv commercials on ‘Cheyenne’ 
(ABC-TV), trade advertising, and 
a possibility of newspapers.” Bat- 
ten, Barton, Durstine & Osborn, 
Cleveland, is the agency. 


® Some trade observers suspect 
|that GE's introduction of the col- 
|oramic line was a bit ahead of 
| schedule. These observers specu- 
‘late that GE production is being 
| stepped up hurriedly; up to a few 
| days ago, the bulbs were not ex- 
| pected to be available in quantity 
until January. 

Another interesting observation 
made at the GE presentation was 
that the audience included some 
people who strongly resembled 
|}some of the key personnel who 
had presented the Westinghouse 
show an hour earlier. 


Radio-TV Women Move 
American Women in Radio & 
Television has moved its head- 
quarters to larger offices at 501 
Madison Ave., New York. 


Attention getter night or day 
| ...emblems of SCOTCHLITE 


REFLECTIVE SHEETING 


Smart advertisers are wide awake to this fact . . . over one-third 
of our nation’s trafic moves after dark (and with more persons 


car, too). To attract the attention of this prime audience 


Cocatelin specify emblems of 


convenience can 


brilliant, full-color SCOTCHLITE 


Reflective Sheeting. Low-cost emblems of SCOTCHLITE Sheeting 
live a long, beautiful life . . . and deliver your message with equal 
impact day or night. A free demonstration in your office at your 
arranged pronto. Just write, Minnesota Mining 


and Manufacturing Co., Dept. AA-8136, St. Paul 6, Minnesota. 


demark of Minnesota Mining & Mfg. Co. 


“SCOTCHUTE™ Reflective Sheeting is o registered 
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The tall chimney 
has the better draft... 


TOTAL CIRCULATION 


THIS WEEK LIFE S. E. POST LOOK COLLIER'S 
11,783,542 5,714,720 4,943,838 4,201,297 3,814,220 


Circulation Source: THIS WEEK—combined ABC averages ended 3/31/56 for 37 newspapers 
Other magazines—ABC average ended 3/31/56 (interim Statements) 


the big magazine the greater pull 


This Weeh AMERICA'S LARGEST FAMILY MAGAZINE 


MAGAZINE 
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Shulton Names Basford 

The fine chemicals division of 
Shulton Inc., New York, manufac- 
turer of toiletries, pharmaceutical 
and food products, has appointed 
G. M. Basford Co., New York, to 
handle advertising for the division. 
Advertising for Shulton’s toiletries 
division will continue to be han- 
dled by Wesley Associates, which 
also formerly handled advertising 
for the fine chemicals division. 
The company’s international divi- 
sion advertising is handled by 


Quinn-Lowe; and advertising for | ag for Aberfoyle Mfg. Co.,| s Hd 
the pharmaceutical division is | Philadelphia, textile pie =a Seeburg Corp., Bastian-Blessing 


facturer. Fashion and trade pub- 
lications will 


handled by Brudno & Bailey. 
Johnstone Adds Two 


Vera Stewart, New York, man-| 
ufacturer of misses’ and women’s 
ready-to-wear, has appointed 


ous agency. 


C-C Handles Book Sales (Continued from Page 3) 
Johnstone Inc., New York, to| Crowell-Collier Publishing Co., However. this is the first time it 
handle national, trade and news- |New York, has agreed to handle as turned to advertising. 

paper advertising and promotion. newsstand sales of Rand McNally | 

Irving Serwer Advertising for- & Co.’s “Elf” and “Ding Dong! ® Object of the overseas campaign 
merly handled the account. John- | School” books in the U.S., Canada, |is to consolidate Seeburg’s sales 
stone has also been appointed | Alaska and Hawaii. position. Early this year the com- 


on WBTW! 


Make your double sales date now for the television 
buy in the two Carolinas. Call Charlotte WBTV, 
Florence WBTW, or CBS Television Spot Sales. 


***Miss South Carolina” —Miss Martha Dean Chestnut 
+**Miss North Carolina” —Miss Faye Arnold 


Representative of beauty and talent in the Carolinas are 
“Miss South Carolina” 


Representative of quality television in the Carolinas, 
are Charlotte WBTV and Florence WBTW. Combined, 
these two Jefferson Standard Stations give advertisers 
complete coverage of more than one out of every 
two Carolinians ...coverage comparable to the 
nation’s eighth largest TV market! 


Buy both and earn regular WBTV and WBTW dis- 
counts... plus a 15% additional bonus discount 


double date 
in the 
carolinas 


and “Miss North Carolina”, 


BON a, Sheep 
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JEFFERSON STANDARD 
BROADCASTING COMPANY 


be used. Gray & | s - 
yaa. ser Bow as International Advertisers 


paign in Germany and France, 
where it faces stiff competition 
from local manufacturers. Seeburg 
is promoting its newest machine, 
the 200-selector. 

In Latin America, Seeburg is 
relying on an institutional ap- 
proach, trying to make its name 
better known. Half-page two-color 
bow are running every other 
month in four Spanish editions of 
| the Reader’s Digest. 
| Bastian-Blessing, on the other 
' hand, is completely new to the ex- 
| port field. As a resulfof some pub- 
'licity in an export publication, the 
;company recently received some 
sales inquiries from Latin Amer- 
ica. 


_® This unsolicited interest has led 
the company to try a test drive. 
Through Buchen, its domestic 
agency, it will soon be placing reg- 
ular insertions for its soda foun- 
tains in the leading newspapers in 
Mexico, Cuba and Venezuela. 

H. I. “Woots” Orwig, vp in 
charge of Buchen’s international 
department, and R. L. Cutler, in- 
ternational advertising manager at 
the agency, cite these new moves 
as examples of a general trend 
among the agency's international 
|clients. They report that Buchen 
expects to hit a record high in for- 
eign billing next year. 

This growth is expected to come, 
they say, from expansion of exist- 
ing clients’ budgets and from new 
business which the agency is soli- 
citing, on the basis of its announce- 
ment early this year that it is 
ready to take on strictly interna- 
tional accounts. Up to now, Buch- 
en’s international business has 
come from the overseas programs 
of its domestic clients. 


|@ Messrs. Orwig and Cutler told 


AA that international clients are 
showing increased interest in co- 
operative ad programs with their 
distributors. Five Buchen clients— 
Barber-Greene Co., Fairbanks- 
Morse, Universal Motor Co., Crane 


; Co, and Schield Bantam Co.—cur- 


rently are involved in co-op pro- 
grams. 

Barber-Greene, Aurora, IIl., 
manufacturer of asphalt road fin- 
ishers, conveyors and other heavy 


gram, covering distributors in 56 
countries. It will run 698 insertions 
this year in 137 foreign publica- 
tions. 

The co-op programs are handled 
by Buchen, with the distributors 
matching funds put up by the man- 
ufacturer. Buchen prepares the 
ads and has them translated and 
placed by its associate agencies in 
countries throughout the world. 


Shrimp Assn. Sets Fiesta 
Shrimp Assn. of the Americas, 
Brownsville, Tex., an international 
trade association of Mexican and 
U.S. shrimp fishing interests, will 
sponsor the 1956 Shrimp fiesta 
from Oct. 15 to Nov. 3. Shrimp, 
served alone or in combination 


+|with other foods, will be adver- 


tised in the hotel and restaurant 
magazines. Publicity will be car- 
ried over radio, tv and in newspa- 
pers. The 1956 shrimp fiesta is an 


: x outgrowth of a shrimp-and-rice 
}}promotion sponsored last year by 


the association. J. Walter Thomp- 
son Co., New York, is the agency. 


Gould-Smith Reorganizes 
Gould-Smith & Associates, Bev- 
erly Hills, Cal., advertising design 
studio, has been dissolved as a 
partnership and reorganized as 
Gould & Associates, headed by 
Jerome Gould. Additional staff 
members are Arthur Sunberg, for- 
merly with Smith-Tepper-Sun- 
berg, San Francisco, and George 
Johnson, Los Angeles, illustrator. 


Advertising Age, August 13, 1956 


pany began a business paper cam- — 


equipment, has the biggest pro- | 
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Do you have trouble 
remembering names ? 


Meet a man just once, and you're likely to 
forget him. See him 4 or 5 times within a 
week, and you'll find his name will be on the 
tip of your tongue. 

Memory is like that. And it is one (but 
only one) explanation for the phenomenal 
performance of advertisements that appear 
in The Saturday Evening Post. 

For an issue of the Post is picked up and 
re-read 4 or 5 times before the next issue 
appears. It stays in the home several weeks 
after that ... where it can keep on making 
an even deeper impression. 

And when you consider that the Post 
exerts this influence on one of the largest 
a audiences in magazine history ... is it any 
| wonder that it has turned more brand 

names into household words than any other 
magazine or advertising medium ? 
The Post gets to the heart of America. 


NEWSSTAND SALES 


Audit Bureau of Circulations - January | to March 31, 1956 
30 000 1,000,000 | $00,000 


“For sheer, unadulterated ballyhoo- 
even Hollywood cant touch Cannes!” 


ROBERT A. DEARTH, Vice President, Morse International, Inc., New 
York, previews ‘‘Whingding of the Movie Queens” from this week's Post. 


“Starlets see who can ‘accidentally’ Festival. But what publicity men who 
break a shoulder strap in front of the | have to dream up new stunts call it is 
most photographers. Movie queens anybody's guess!” 

run around in mink bathing suits. One oe ae 

even rented a ‘mother’ to give her the —_ jy all, 7 articles, 4 short stories, 2 serials 
family-girl touch. Officially,this crack- and many special features in the August 
pot circus is called the Cannes Film _18 issue of The Saturday Evening Post. 
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Consolidated —> 


Buys Sara Lee 
for $2,720,000 


Cuicaco, Aug. 9—Consolidated 
Foods Corp., a large holding com- 
pany with operations in most seg- 
ments of the food industry, today 
announced the acquisition of the 
Kitchens of Sara Lee Inc., a com- 
pany which has had considerable 
success in the premium quality— 
and premium priced—baked goods 
field. 

S. M. Kennedy, president of 
Consolidated, and Charles W. Lu- 
bin, Sara Lee president, said that 
Sara Lee will be operated as a 
Consolidated subsidiary, with no 
change in present company man- 
agement or policy. Mr. Lubin will 
continue as Sara Lee president and 
also will serve on the Consolidated 
board of directors. 

Consolidated issued 160,000 
shares of its stock to buy Sara 


Charles Lubin 


Lee, which comes to $2,720,000 at 
the current stock rate of $17 per 
share. Sara Lee is owned by Mr. 
Lubin and his brother-in-law, Ar- 
thur Gordon. 


S. M. Kennedy 


e Cunningham & Walsh, Sara 
Lee’s agency, will not be affected 
by the sale, Mr. Lubin told Apver- 
TISING AGE. He said the agency has 
done an excellent job for Sara Lee 
and will be retained, 

He told AA that Sara Lee cur- 
rently is devoting from 8 to 10% of 
its sales for advertising. He esti- 
mated that the company will invest 
about $850,000 in advertising this 
year. It will embark on a car-card 
campaign in New York City sub- 
way trains Sept. 1, the first time 
Sara Lee has used this medium. 


@ Sara Lee has had a phenomenal 
rise since its founding by Mr. Lu- 
bin in 1951 (AA, April 4, 55). The 
company has grown from $400,000 
in sales in 1951 to $5,000,000 last 
year; sales this year are expected 
to hit $10,000,060. 

Mr. Lubin told AA that he de- 
cided to sell the company because 
he would have gone $2,000,000 in 
debt to finance a badly needed 
expansion program. Consolidated 
monies will be used to build a 
plant in River Grove, Ill., which 
is expected to be in operation by 
November. 

Sara Lee currently markets cof- 
fee cakes, pound cakes, cream 
cheese cakes and chocolate cakes, 
both fresh and frozen, and has 
been selling them nationally since 
last year. 


BBDO Adds Eagle Pencil, 
Channel Master Corp. 

Eagle Pencil Co., New York, 
which claims to be the world’s 
largest manufacturer of quality 
lead pencils, has appointed Batten, 
Barton, Durstine & Osborn, New 
York, to handie its advertising, ef- 
fective Sept. 1. French & Preston 
formerly handled the account. 

BBDO also has been named to 
handle consumer advertising for 
Channel Master Corp., Ellenville, 
N. Y¥., maker of antennas. The 
company plans a b&w and four- 
color campaign in magazines in the 
fall, which “marks the first use of 
national advertising by a company 
in the antenna-manufacturing 
field.” 
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AD PACKAGES—Six metallic colors—one for each flavor of Party 

Snack cheese spread—help these aluminum foil containers serve as 

built-in point of sale advertising. Alcoa produced the foil, Kraft 
Foods Co. the contents. 


Alcoa ‘Introduces’ 
New Kraft Spreads 


PrrrssurGH, Aug. 9—Kraft Foods 
Co., which lately has been adding 
new product lines faster than a 
variety chain, has given a pack- 
aging supplier the honor of nat- 
ionally introducing one of its latest 
lines. 

Aluminum Co. of America put 
the national spotlight on Kraft’s 
new Party Snack cheese line in one 
of its “Alcoa Hour” tv commercials 
July 22. Alcoa will do the same 
thing again later this year, and 
also will display the product in a 
color page in the September For- 
tune. It will back this up with an 
extensive publicity splash. 

Meanwhile, Kraft will have been 
busily at work introducing the new 
line around the country—but not 
via advertising. It test marketed 
the line of exotic-flavored neuf- 
chatel cheese spreads last winter 
in six cities—Miami, Philadelphia, 
Chicago, Cleveland, Detroit and 
Minneapolis—but it used no ads. 


s Or rather, it let the product’s 
vividly-colored aluminum package 
do its own point of sale advertis- 
ing. The spreads are packaged in 
four-oz. fluted foil cups whose 
metallic colors are as gaudy as the 
flavors inside. There are six cheese 
flavors—clam, horseradish and ba- 
con, chive, date, onion soup and 
pimiento—and six foil cup colors 
—red, orange, green, yellow, gold 
and purple. 

Having made a successful six- 
city test, Kraft is now pushing the 
line into distribution around the 
country. In September it plans to 
start advertising by promoting the 
spreads on “Kraft TV Theater” 
and in Sunday newspaper supple- 
ments. 

Alcoa’s interest in promoting the 
new foil cups of cheese is indirect. 
It doesn’t actually supply the 
packages to Kraft; Basca Mfg. Co., 
Indianapolis, does that. But Alcoa 
does supply Basca with colored 
rigid aluminum foil, which Basca 
then shapes—and which Kraft then 
fills and caps. - 


Flanagan Named Manager 
Roselou Flanagan, assistant sec- 
retary of Norman, Craig & Kum- 


mel, New York, has been appointed | 


general manager of the agency. 
She will also be responsible for 
administrative supervision of the 
company’s Toledo and West Coast 
offices. Miss Flanagan joined the 
agency in 1943. 


Bailey Joins ‘This Week’ 

Ray T. Bailey, formerly prod- 
uct advertising manager of Borden 
Co., has joined This Week Mag- 
azine, New York, as manager of 
the grocery products division of 
the supplement’s marketing de- 
partment. 


McGraw Electric 


Buys Speed Queen 
for $12,322,500 


Excrm, Aug. 10—McGraw Elec- 
tric Co. yesterday disclosed that it 
had acquired Speed Queen Corp., 
of Ripon, Wis., manufacturer and 
seller of clothes washers, driers 
and commercial laundry equip- 
ment. 

McGraw will use 155,000 shares 
of common stock for the acquisi- 
tion. McGraw stock closed yester- 
day at $79.50, which would make 
the purchase price $12,322,500. The 
deal is subject to approval of 
Speed Queen stockholders. 

Speed Queen will be operated as 
a McGraw division. The Speed 
Queen management will remain 
the same and there will be no 
changes in the company’s adver- 
tising and distribution plans, AA 
was told. 


eH. A. Bumby, Speed Queen 
president, told AA that the com- 
pany’s agency, Geer-Murray Co., 
Oshkosh, Wis., will not be affected 
by the sale. “The agency has been 
with us since 1927 and has done 
a good job for us,” Mr. Bumby 
said. “We definitely will retain 
Geer-Murray.” 

Speed Queen will invest $1,500,- 
000 in advertising this year, Mr. 
Bumby said. Last year, the com- 
pany’s net income hit $1,250,000 
on net sales of $25,000,000. The 
company has three Wisconsin 
plants and one in Illinois. 

The move will strengthen Mc- 
Graw’s position in the major ap- 
pliance field. McGraw, a company 
that is strong in small appliances, 
now manufactures only air condi- 
tioners and water heaters in the 
big appliance category. 


Faulk Wins Round in 
$500,000 Libel Suit 
Against Aware Inc. 


New York, Aug. 10—Aware Inc. 
|was given 20 days to supply an 
amended answer to John Henry 
Faulk’s complaint here this week 
as a supreme court justice ruled 
|that the WCBS, New York, per- 
former has a “good cause of ac- 
| tion in libel” in his $500,000 suit 
| against Aware, a group purported- 
ly set up to fight Communism. 

In granting Mr. Faulk’s motion 
to dismiss three defenses by 
Aware, the justice held that the 
publication by Aware of Faulk’s 
“various types of participation in 
activities sponsored by Com- 
munist-front organizations... may 
reasonably be understood as charg- 
ing that plaintiff was either a 
Communist or that he cooperated 


in ,communistic activities and as- 
sociated with Communist figures.” 


Advertising Age, August 13, 1956 


Food, Drug Conditions Were ‘Chaotic’ 


50 Years Ago, Says Ex-Adman Carson 


(Continued from Page 1) 
warned the food retailer, in his 
own interest, of the various tricks 
used to alter coffee and tea, bread 
and flour, butter and lard, mus- 
tard, spices, pepper, pickles, pre- 
served fruits, sauces, potted meats, 
cocoa, vinegar and candies. A New 
York sugar firm was proud to 
make the point in its advertising 
of the 1880s that its sugar ‘con- 
tained neither glucose, muriate of 
tin, muriatic acid, nor any other 
foreign, deleterious or fraudulent 
substance whatever.’ The canned 
peas looked garden-fresh after 
treatment with Cuso4 by methods 
known as ‘copper greening.’ The 
pork and beans contained formal- 
dehyde, the catsup benzoic acid. 


# “As a capstone of inspired fak- 
ery, one manufacturer of flavored 
glucose (sold as pure honey) care- 
fully placed a dead bee in every 
bottle to give verisimilitude. 

“The little man of 1900 found 
himself in a big, big world filled 
with butterine and mapleine.” 

The author does not suggest that 
the early food manufacturers were 
as rascally “as his contemporaries, 
the swamp doctor and lightning 
rod peddler.” It is his contention 
that the unhealthy practices de- 
veloped as Americans left their 
farms and villages, moved to the 
cities and worked in the factories. 
The requirements of preservation 
for long transit contributed greatly 
to the adulteration of foodstuffs. 

“No longer was there personal 
contact between the producer and 
the consumer,” he writes, “nor 
could the buyer be wary even if he 
would. For how could a city man 
candle every egg, test the milk, 
inquire into the handling of his 
meat supply, analyze the canned 
foods which he consumed in in- 
creasing quantities?” 


= The first federal food reform 
bill was proposed in 1879. Since 
then 190 measures have been in- 
troduced to Congress, “of which 
49 had some kind of subsequent 
history, and 141 were never heard 
of again.” 

By 1895, about half the states 
had passed some form of pure food 
law, but there was no uniformity 
in their regulations and they were 
powerless to get at the real prob- 
lem .. . interstate traffic. 

“Foods legal in one state might 
be banned in another,” the article 
in American Heritage continues. 
“Some of the laws were so loosely 
drawn that it was quite conceiv- 
able that Beech-Nut bacon might 
be seized by the inspectors be- 
cause no beechnuts were involved 
in its curing. Was Grape-Nut mis- 
branded because the great Battle 
Creek ‘brain food’ had only a fan- 
ciful connection with either grapes 
or nuts? 


# “One bill actually proposed a 
numerical count of the contents 
of a package—the grains of salt, 
the cherries in a jar of preserves. 
What if Mr. Kellogg had to count 
every corn flake which went into 
his millions of packages?” 

The act which Congress finally 
passed was drawn up originally in 
1902 by Dr. Harvey W. Wiley, 
chief chemist of the Department of 
Agriculture. It followed a period 
of five years in which the chemist 
created a sensation by his “poison 
squad,” a group of volunteers who 
were fed dishes with various addi- 
tives. These included borax (used 
to make old butter seem like new), 
salicylates, sulfurous acid, sulfites, 
benzoates, formaldehyde, sulfate of 
copper and saltpeter. 


= “My poison squad laboratory,” 
Dr. Wiley is quoted as saying, “be- 
came the most highly advertised 


boarding house in the world.” 

The bill was side-tracked but 
public, private, legislative and 
selfish-interest opposition was ul- 
timately overcome. President The- 
odore Roosevelt in his 1905 annual 
message to Congress urged that “a 
law be enacted to regulate inter- 
state commerce in misbrarded anc 
adulterated foods, drinks and 
drugs.” 


8 The bill was re-introduced into 
the Senate and a variety of re- 
newed pressures—the American 
Medical Assn., the Chicago pack- 
ing house exposés, the office of 
the President—all contributed to 
a favorable vote in the Senate and 
the House. The emotional milieu of 
the time also resulted in action 
being taken on meat inspection. 

“An angry public was in no 
mood to make fine distinctions. 
Meat, processed foods, and fake 
medicines all tapped the family 
pocketbook, all went into the hu- 
man stomach and all smelled to 
high heaven in the spring of 1906. 
Roosevelt signed the bill into law 
on June 30, 1906.” 


Sunbeam Appoints , 
Courtney Ad Chief: 
Sets Magazine Push 


(Picture on Page 1) 

Cuicaco, Aug. 10—Sunbeam 
Corp. this week named a new ad- 
vertising manager and announced 
a big new magazine campaign, in 
addition to its political convention- 
election tv coverage announced 
earlier (AA, July 30). 

W. B. Courtney, formerly as- 
sistant ad manager and a 20-year 
Sunbeam veteran, was named to 
succeed the late A. E. Widdifield, 
who was killed in the crash of two 
airliners over the Grand Canyon 
last month (AA, July 9). 

Beginning in September and 


carrying through December, Sun- 


GETTING UP STEAM—Sunbeam is pro- 
moting its small appliances with a 
“Big Swing for '56” campaign. 
Here is one of the color pages 
scheduled for national publications. 


beam is scheduling b&w and color 
ads in Better Homes & Gardens. 
Bride’s, Electricity on the Farm. 
Good Housekeeping, Ladies’ Home 
Journal, Life, Living, McCall’s, 
Photoplay, Reader’s Digest, The 
Saturday Evening Post, True Sto- 
ry and Woman’s Home Compan- 
ion. 

A newspaper campaign is also 
scheduled, plus tv shows starting 
with the one hour, NBC-TV “Tony 
Bennett Show” Sept. 8, and in- 
cluding thirteen weeks of NCAA 
football games, the first of which 
will be broadcast on Sept. 22. Sun- 
beam will sponsor the “Perry Co- 
mo Show” starting also on Sept. 22. 

Perrin-Paus Co., Chicago, is 
Sunbeam’s agency. 
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Dateline... HOLLYWOOD 


The word “Hollywood” apparently caught your eye as it 
does everyone's the world over . . . that’s why we think 
a TV series about a Hollywood tycoon, with a Hollywood 
background, whom we call “MR. BIG,” will be a sure fire 
comedy hit. Our hero is a big independent motion picture 
producer who operates in Hollywood and New York. He 
may even be slightly recognizable because he sometimes 
does resemble quite strongly many different people you 
may know . . . including several Hollywood producers as 
well as quite a few Madison Avenue tycoons . . . not to 
mention several hundred small tycoons who may be found 
in practically every business in America. (The point we 
are trying to make here is that our hero and our idea is 
not designed to appeal only to people who read Variety. 
On the contrary we are certain that Mr. Big, as a series, 
will have appeal for the whole family. ) 


But let’s get back to our man. Physically, he is big . . . He 
looks big . . . he thinks big . . . he’s a super salesman with 
a strong touch of egomania . . . he has the energy of the 
H-Bomb . . . the guile and cunning of a pet fox .. . the 
subtilty of a Mack truck, but with it all he has a heart of 
gold (but the heart of gold is protected by facilities that 
may be favorably compared with similar facilities that 
guard the gold at Fort Knox) . . . Daily our man deals in 
millions and yet he not only owes the government but also 
the local butcher. 


No one can say that Mr. Big doesn’t have plenty of real 
moxey but at the same time you might as well know that 
he’s a devout coward when it comes to electric razors, 
crossing streets and canned foods . . . from this last item 
you might suspect that he’s an advanced hypochrondiac, 
and you would be right . . . but at all times he’s interesting 
and exciting . . . youll like him. 


His associates in the series will be: 


(a) Miss Thayer, his secretary — a long-suffering, hard- 
working, bright, brassy woman. 


(b) Mr. O'Toole, his associate — a quiet, unobtrusive 
man with a Phi Beta Kappa key, a high 1.Q., and 
a very low boiling point. 


(c) Tip Rarey, his press agent — a high pressure fellow 
with a low level approach to everything including 
Mr. Big. 


(d) “Hardway” Martin (aptly named), his chauffeur, 
who also acts as bartender, bouncer, jack-of-all- 
trades and faithful retainer. 


If the rough outline above intrigues ‘you, send for a com- 


' prehensive booklet on “THE STORY OF MR. BIG” — it 


gives full details. 


Other Chertok Company projects in different stages of work include a new type ANTHOLOGY series . . . a series 
about a GAL PRESS AGENT starring Jan Sterling . . . a melodrama of the sea (tentatively being called “CAPTAIN 
McQUEEN” ) and a cracker jack Western called “FRONTIER JUDGE” starring Leon Ames (The pilot on FRONTIER 
JUDGE is finished and ready for screening.) For quick details on any of these shows call HOllywood 3-5106. 


CHERTOK ky PRODUCTIONS 


A CHERTOK - MAC NAMARA ENTERPRISE 
GENERAL SERVICE STUDIOS +« HOLLYWOOD 38, CALIFORNIA 
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Give ‘Em What They Want Or Else 


There is cause for serious reflection, and perhaps for some concern, 
in the implications that may be found in the relative sales records of 
Ford and Chevrolet so far this year. 

For the past several years, the two cars have been fighting an 
amazingly even duel for first place in sales. At year’s end, the two 
have not only participated in a photo finish, but sometimes it seemed 
almost impossible to determine which had won. Yet this year it seems 
a walkaway, with Chevrolet sales holding practically even with last 
year in spite of over-all industry declines, while Ford sales have 
sagged some 10%. 

Of course, there is no easy or positive way to decide what caused 
the change. But some people are pointing out that Chevrolet copy 
this year has been more light-hearted, more nimble, more adventur- 
ous than ever before (‘‘Man, that Chevrolet’s really got it’), while 
Ford started the year in a blaze of emphasis on new safety features. 

We got to thinking about this the other night as we were rereading 
one of Walter O’Meara’s “Just Looking” essays in a handsome re- 
print which Sullivan, Stauffer, Colwell & Bayles has issued. Walter 
was telling about the driving he witnessed in a tv commercial, after 
a -day of mountain driving: 

“I mean he was really roaring. Around those inside curves. Along 
those (shudder) brinks. No brakes, apparently. And only one gear— 
high. 

“TI turned him off to see what my wife—who likes mountain driv- 
ing even less than I do—was screaming about. But I'd seen enough 
anyhow.” 

Walter went on to say that this kind of advertising has an element 
of irresponsibility and an “odd indifference to reality” in it. “We have 
created,” he said, “a kind of advertising dream world in which people 
speak a language heard nowhere else, and de things that seem a lit- 
tle odd—to say the least—in terms of normal human behavior.” 

Now far be it from us to argue with the likes of Walter O'Meara, 
who is, aside from being some pumpkins as a copywriter and novelist, 
a member of the Apvertisinc AcE stable of regular writers. But we 
think there may be something worth thinking seriously about in that 
Ford-Chevrolet situation. 

Maybe you can’t and shouldn’t drive those mountain roads that 
way, but maybe in this heated up present-day world of ours, the 
promise that you can roar around curves hellbent for excitement is 
more effective as a' sales weapon than a safety belt and a bucket- 
shaped wheel. Maybe you've got to give 'em what they want instead 
of what you think they should have—or take the consequences. 


Well, Unbutter My Bread! 


Many are the times that the only appropriate question seems to 


be: “How silly can you get?” And many are the examples of the 
extent to which downright nonsense can be carried. 

This week's palm for silliness-of-the-noteworthy-type. goes to the 
Package Designers Council, for adopting a “Package Designer’s Code 
of Ethics and Principles of Professional Practice” which includes a 
prohibition against the use of advertising. 

Paid advertising, says this code, is a “non-professional method, 
ranking alongside such unbecoming practices as speculative assign- 
ments and plagiarism” in the life of the package designer. 

Packages and advertising are so closely related that the inclusion 
of any statement that in any way is derogatory to advertising in a 
code of ethics or practice applying to package designers is not too far 
from biting the hand that feeds them. And as for placing advertising 
in the same category wtih plagiarism... well, words almost fail us. 
This is another silly and pretentious example of making a living out 
of something and then scorning it all as though it were unclean. 


Gladys the beautiful receptionist — | Rough Proofs 


—Louis W. Munro, Doremus & Co., New York. 


“You want us to reserve space for your daughter’s engagement an- 
nouncement?” 


What They're Saying 


Think YOU Have a Headache? | side of a verb. 


“Milline” is the term for a for- | 


mula used to compare advertising 
rates. 

The milline formula is a head- 
ache for smaller city newspapers 
because it is frequently misused. 
It is effective only when applied 
to compare like with like, i.e., big 
newspapers with big newspapers, 
or a smaller newspaper with other 
small newspapers. It is deceptive 
if used to compare the rates of 
metropolitan newspapers’ with 
smaller city newspapers. 

The milline formula places all 
the stress on bigness. It ignores 
vital factors such as reader in- 
fluence, penetration, market cov- 
erage, local effectiveness, etc. 

Choosing newspapers on the ba- 
sis of milline comparisons is the 
equivalent of saying all newspa- 
pers are alike, except as to circu- 
lation and rate. It disregards the 
fact small newspapers are read 
more thoroughly and with closer 
attention than large newspapers. 
It leaves out of consideration that 
readership intensity increases as 
the number of pages decreases. 

Comparing the milline rates of 
smaller city newspapers with met- 
ropolitan newspapers distorts the 
milline formula into a false con- 
struction: and, consequently, is 
misleading and meaningless. 

Actually, it is inexpensive to 
advertise in smaller city newspa- 
pers. In all of the newspapers in 
this group, published in the cities 
shown on the above map, you can 
place a full page ad for only 2%¢ 
per family reached. Full page 
space costing less than a postage 
stamp is advertising tagged with a 
tiny price. And the fact that your 
advertising delivers extra punch 
when it appears in local newspa- 
pers, makes this an even better 
buy. 

—From a mailing piece sent out by 


Wallace Witmer Co., newspaper rep- 
resentative, Memphis. 


What We've Forgotten 

We’ve moved into a period of 
headline writing and mouthpiece 
writing, of simplified vocabulary; 
we have, in the interest of com- 
pression, begun to talk at readers 
instead of with them; we've treated 
words and sentences as if they 
were simple equations: how many 
facts can you balance on either 


| 


|become dehydrated, monotonous, | 
tone deaf. We’ve lost sight of the 
glories of our own language, of. 
nuance, texture, color, and above | 


We've treated language as if it 


| were arithmetic. As a result, in| 
|heads who much prefer to snooze 


some areas our language has 


all of intimacy, of conversation be- 
tween one individual and another. 
We’ve forgotten that people buy | 


an idea or a thought somewhat | 


Advertising Age, August 13, 1956 


“Ask manufacturers to end dou- 
ble billing.” 

This plea to advertisers from 
newspaper execs indicates that 
they don’t enjoy leading a double 
life. 

_ 


Coca-Cola, which is marketing a 
non-cola fruit-flavored soft drink 
under the name of Fanta in 
Australia and Italy, isn’t sure 


| whether it will be offered to U. S. 
| consumers. 

| It may be delicious and refresh- 
jing, but can it justify that im- 
portant pause? 


Rolfs is planning a new adver- 
tising campaign designed to intro- 
duce fashion into the  billfold 
business. 

The average man now thinks 
his billfold is in the height of 
fashion if it is well-lined with 
folding money. 


The Old Professor says alarm 
clock advertising which guarantees 
to get you up in the morning 


won’t appeal to all those sleepy- 


right on. 
— 


Chatelaine found in a survey of 
Canadian families that many buy- 
|ing intentions were interfered 
| with by “surprise hospital bills.” 

Blue Cross Plans should be gal- 


for the same reason they buy a !0Ping to the rescue. 


biscuit: 


pact as well as just nourishment: 


So, in short, free communications | 


today has the taxing problem of) 
regaining in less time and less 
space the kind of intimacy that the | 


18th Century informal essayist | 


had; of addressing not millions of 
readers but one reader. And I be- 
lieve that if we learn to address 
the one reader effectively we will 
acquire more millions who will 


read. 
—Paul Smith of Crowell-Collier Pub- 
lishing Co. before National School 
Public Relations Assn., San Francisco, 
July 13. 


Public Relations Instrument | 

Many industrial editors have the 
habit of envying the budgets of 
fellow editors. It is quite common 
to hear the remark, “How can I do 
a job for my company if I don’t 
have the money for art and color 
like some editors with big budg- 
ets?” 

Naturally it is ideal to have 
plenty of money to spend on a 
publication; many editors don’t 
even have to worry about budget- 
ing. But a large budget doesn’t 
make basic ideas any better; 
doesn’t improve an editor’s think- 
ing or his style of writing; doesn’t 
make employes much more re- 
sponsive to his story. 

Since it is the end product by 
which the editor is usually judged, 
there is a tendency to feel that 
publication quality and size of 
budget go hand in hand. This is a 
false belief. High budget publica- 
tions may well be off target, and 
low budget publications often ac- 
complish great things... 

Your company publication can 
do anything you want it to do—if 
you are prepared to recognize that 
it is an essential public relations 
instrument and treat it as such. 

-—G. Haynes Davies: “Industrial Edit- 
ing Grows Up,” in “Provincial’s Pa- 


per,” issued by Provincial Paper Ltd., 
Toronto. 


because it has savor and 
pleasure and excitement and im- 


“Advertising helped New York 
Stock Exchange increase share- 
owners 33% in four years,” head- 


‘lines the world’s greatest adver- 
| tising journal. 


And the greatest bull market in 
history may also deserve part of 
the credit. 


Niles Trammell, AA _ reports, 
first brought before NBC micro- 
phones such outstanding person- 
alities as Amos ’n’ Andy. 

Only in this case he had first to 
change their names from Sam and 
Henry. 


“Federal Reserve Board points 
to Milwaukee as ‘stand-out mar- 
ket,’” reports the Journal. 

And the crowds at a World’s 
Series of baseball might well 
heighten the distinction. 


Industrial Marketing’s Market 
Data Book is intended to save 
users’ time and the time saved by 
the winner in its contest can be 
used to enjoy the first-prize three- 
week trip to Hawaii. 


Although grocers “deplore” 
trading stamps, reports Progres- 
sive Grocer, 90% intend to keep 
them. 

No matter how it hurts, compe- 
tition is still the gadfly of trade. 


An agency looking for a radio 
writer of the old school adds, “If 
you’ve never carried the load on 
important national accounts, or 
never written anything but radio 
or tv for lecal merchants, you'll 
never be able to land it.” 

Not even with a good cash- 
register record? 

Cory Cus. 
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Advertising linage is the final measure 
of a newspaper's sales power 


ry “ ™ y= Che Philadelphia Anguirer — 
Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : West Coost Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 


tl ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
: 342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


a OOOO << Ree ee OR | I I ge eee ss A ee > ae - = —_ ee cS ee ee Ge ae iy ot et he + ew " Pre 
" - . _ ee 
ma 
es, ‘eee : ae ee <h rr i 
: 
[ : 
} 
, : 
. . Ages, ee 2 
ae RS ‘ Prats gee ‘ aS Ree. ce e a Ait. an 
fee a a ow: de ete.” ia : 9 ' , *¥ ee es ree = ‘ 
Ge - place more linage in =m 
} i 
We 
4 : : * ao aap ‘ 4 wie ar 
ou : ; 
} , ; 
4 $ 
>. bi 
ise nes a. a eae = - 3 Boe 'c , Gade be ry < : ‘ 
He 
. . rs 
C 
i: oe j ° . 5 s 2 ee ae ie? aes ee ore - ape r =: 
7 pe Sa i : ee 5) ae s ‘i mele “ae : eg - 
. @ Philadelphia newspaper =~ @ 
Eth 
4 | 
F | 
gt Y 
i) ia 
|| : 
| se : 5 
j “a ; 
ae : | he 
c Shae = 
ss , 
| Si 
\ ‘a 
Be: Sar. ky 
a = ‘ . i a , - A : . isa eee Ot ES So nant OS eee, oe 
yee mates aa Ae ee ceeenieig My ner Sc 2% ee eee eR eo =~ Soe eee.” eee Wie Bt eee a a ie bh 
Pee i Rae eee oe Se Oe RS og So Soe as RR co. ee See) en aks ne ye 


Another true-to-life story about some make-believe characters + 


CGer isst den 
meisten Kuchen 
in Chicago? 


Lang bebvor der kleiner Mans (oops. . .) 


Long before little Hans knew his eins, zwei, drei’s, he knew the gustatory 


glories of his mother’s apfelstrudel, kaffee kuchen and lebkuchen. 


And when he grew up to be a man, Hans made a fortune making cakes just like 


his mother used to make. “ 8 
i 


Hans figured that a lot of people would be glad to pay a good price for fancy 
a 


bakery goods. And he was right. Before long he ran away 


with 35% of the branded coffeecake business in Chicago—despite the fact that his 
coffeecake sold for 13% to 61% more than ordinary brands. 
But Hans wanted to try his hand at making still more dough. 


To do this he knew he’d have to cut into the unbranded coffeecake business. 


But not for long. 


How to go about it had him stumped. 
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his friend Joe to come over. 


And Joe came—a running—and brought with him a rather surprising 


study of the Chicago market for coffeecake, cheesecake and poundcake—by income, 


race and size of family. 


Second surprise: Although coffeecake, poundcake and cheesecake have a European 


background, native Americans consumed them at a greater rate than did 


the foreign born. (65% of the Chicago market comprises native white families, but they ate much 


more than their share [73%] of cakes.) Pas Q : : 
Third surprise: The number of mouths there are in a family = Z 


doesn’t necessarily determine the amount of cake they eat. Medium-sized families (3 or 4 persons) 
ate more cake per family and as a group (53.7% of the total volume) than big families. 

After finding out who the biggest cake-eaters were, it was easier for Hans 
to figure out where IO and how to find more. He looked around for the 
advertising medium with the highest coverage of native white, medium-sized and middle- 
income families in Chicago. (It wasn’t hard to find; 7 out of 10 people in Chicago read it.) 
Besides picking the right advertising medium, Hans added just the right copy 
and art ingredients to his recipe for sales success. li on Und ever since his kuchen 
has been like hot cakes in Chicago selling. &D 

Now maybe you sell kilts or kyacks instead of kuchen. But this story has a moral 
for you, too. If you want to know anything about Chicago, just call in a joe 
from the Chicago Tribune and put him to work finding out. Nobody knows Chicago like 


the Tribune. Nothing sells Chicago like the Tribune. 


P.S. Always remember... If you want to SELL Chicago 


reLL Chicago in oe Ohiivage Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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eRe HS remembers the man 


He caught a radio signal from over 
the horizon and launched an industry! 


IRE recognizes Kenneth Bullington’s 
contributions to the knowledge of tropo- 
spheric transmission beyond the horizon 
and his work of applying these principles 
to practical communications systems. He 
has made possible the radio-electronic con- 
nection of distant military outposts as 
well as the radio telephone service that 
now spans the 180 miles separating 
Florida and Cuba. Dedicated professional 
men, such as Mr. Bullington, have devel- 
oped radio-electronics into a vast market 
for many products, and these are the men 
IRE always remembers. 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 


KENNETH BULLINGTON, 
recipient of the 


IRE Gehan ye 1956. 


men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for...if you want to sell the radio industry, you've got to 


tell the radio ergineer! 


The 


Institute of 


Radio 


¢ Engineers 
Proceedings of the 
Advertising Dept., 1475 Broadway, New York 36, N. Y. 


| Ford's Special Products 
Division Forms Sales Oftices 


|Ford Motor Co., Dearborn, Mich., 
| will establish five regional sales | 


jnucleus of a nationwide sales | 


organization for the marketing of | 


'a new car line to be manufactured | 


located in Chicago, Detroit, New- 
jark, New Orleans and San Fran- 
cisco. 


special assistant to J. C. Doyle, 
| general sales and marketing man- 
|ager, eastern regional sales man- 


| Ford’s 


‘previously district manager in 
|'Memphis, midwestern regional | 
|manager in Chicago; George P. 


‘regional manager in New Orleans, 
and L. T. (Doc) Kouns, who left 
Ford in 1943 to join the Nash di- 
vision of Nash Kelvinator in 1943 
and moved to assistant general 
sales manager of the Studebaker 
division of Studebaker-Packard 
Corp. in 1955, western regional 
manager in San Francisco. 


\KBMT-TV Goes Off the Air 
KBMT-TV, Beaumont, Tex., uhf 


profitable operation impossibl 
Walter J. Morris, operations mag- 
ager, said the uhf station couldn’t 
compete with vhf stations in the 


because of “difficulties that iif 


racy 
iE 


'telecasting in May, 1954. 


AMERICAN. RESEARCH BUREAU — 


“March, 1956 Report 
ND,-RAPIDS- KALAMAZOO 
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MARCH ARB TOP TWENTY ALL ON WKZO-TV 


Program 
ve Got A Secret 
Wyatt Earp 
Disneyland 
§ Love Lucy 
Ed Sullivan 
Godfrey & Friends 
The Millionaire 
Name That Tune 
Godfrey's Talent Scouts 
Robin Hood 
Mama 
Burns and Alien 
Sgt. Preston of the Yukon 
$64,000 Question 
Climax 
December Bride 
. Mebile Theatre 

Honeymooners 
. Rin Tin Tin 
: lone Ranger 
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the Pel yer Ha lions 


WKZO TV — GRAND RAPIDS. KALAMAZOO 
WKZO RADIO — KFALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WwW JEF Fa — GRAND RAPIDS-KALAMAZOO 
KOLUN.TV — LINCOLN, NEBRASKA 


Associated with 
WMBD RADIO — PEORIA. LLINOIS 


Rating 
56.7 
55.9 
55.8 
55.4 
53.4 
52.6 
$2.2 
49.6 
48.4 
48.2 
46.4 
45.4 
45.4 
45.2 
45.1 
44.0 
43.5 
43.3 
42.5 
42.3 
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INDIANA 
WKZO-TV (Channel 3) has 100,000 watts of power—— 1000-foot 
tower — offers you 600,000 families within its grade B coverage 
area! 

So more than ever, WKZO-TV can put you over the top in 
sales in Western Michigan! 


100,000 WATTS e CHANNEL 3 @ 1000’ TOWER 


WKZO-TV 


Kalamazoo-Grand Rapids and Greater Western Michigan | 


Avery-Knodel. Inc., Exclusive National Representatives 


The special products division of | 


‘offices next month to form the | 


by the division. The offices will be | 


Managers of the new offices are | 
John F. Connors Jr., who has been | 


ager in Newark; O. L. Wigton,| 
formerly general sales manager of | 
tractor and implement divi- | 
sion, central regional sales man-_| 
ager in Detroit; C. H. O’Donohue, | 


| Montagnet, previously Ford sales | 
/ manager in Kansas City, southern | 


station, signed off the air July 31) 


| same trade area. The station began | 


| 
} 
| 
| 


Advertising Age, August 13, 1956 


Getting Personal 


Brad Reynolds, Minneapolis manager of This Week Magazine, is 
still not talking much about the fish that got away; Lynn Werner, 
vp of BBDO’s Minneapolis office, and Art Moulton, vp of Merchants 
Matrix of Minneapolis, are doing all the talking. They witnessed 
(while on a fishing trip) Brad’s losing a beautiful string of large- 
mouth bass in about 12 feet of water. . . 

Roy Lewane, assistant ad manager of Webster Electric Co., Ra- 
cine, Wis., is one of the few people ever heard of who has been 
run over by a boat. The day before his vacation was to begin, he 
went sailing on a friend’s boat in Lake Michigan. Roy jumped onto 
the dock to help bring the boat in. But his foot slipped and his leg 
was crushed between the prow and the dock and broken in five 
places just below the knee. He’s back at his desk despite the handi- 
cap of a hip-to-toe cast on his left leg. . . 


“ Se 


SUPPLIERS ENTERTAINED—The Bredy ( Co., pacts Wis., agency, en- 
tertained five Chicago suppliers at a fishing-and-loafing weekend 
at Manitowish Waters in northern Wisconsin, near Lake Superior. 
Left to right are Jack Fenimore, Kling Studios; Dick Brady, host 


*| and agency president; Gordon Fisher, vp and senior art director: 


Bud Sheldon, Faithorn Corp.; Bob O’Brien, executive vp; Felix 

Palm, Felix Palm & Associates; Howard Guernsey, Whitaker- 

Guernsey Studios; Ed Legard, art director; and Elmer Otte, vp. 

Missing is Steve Heiser, the man behind the camera, of Stephen 
Heiser Studios. 


Al Weisman, pr man at Foote, Cone & Belding, Chicago, will be 
married on Aug. 19 to Ann Eichengreen . . . Charles H. Pinkham, 
exec vp and general manager of Chambers & Wiswell, Boston, has 
been elected a trustee of Brown University Fund. He was graduated 
from Brown in 1922. . . 

The millionth visitor at the Pendleton Woolen Mills exhibit in 
Disneyland last month was Norman D. Buehling, president of Fen- 
sholt Advertising Agency, Chicago, who arrived with his wife and 
their four children. Mr. Buehling was given a Pendleton Indian 
blanket, plaid jacket and a pair of Justine boots; Mrs. Buehling’s 
gift was a "49er jacket, and each of the children received denim 
outfits. . . 


CHICAGO ADMEN-MARINES—Taking a break during field training at 
Camp Pendleton, Cal., are (left to right) Capt. Robert O. Jones, 
assistant ad manager, National Safety Council; Capt. John B. Moran, 
assistant ad manager, American Meat Institute; Maj. Dick Hodgson, 
executive editor, Advertising Requirements and Industrial Market- 
ing, and Maj. Philip A. Schloss, account manager, Waldie & Briggs. 
All of the officers are members of the Ninth Infantry Battalion, 
Chicago Marine Corps Reserve unit, which has just completed its 
annual field training at Camp Pendleton. 


Don A. Goodall, pr and personnel director of the Herald and 
Republic, Yakima, Wash., has been appointed campaign chairman 
of the United Good Neighbor drive this fall... Richard \B. Murphy, 
president of the Murphy Advertising Co., Waterbury, onn., has 
been elected 8 member of the Waterbury "Board of Park Commis- 
sioners for a term of nine years .. 

Vacationing at Sun Valley last month were G. M. Raphael, a vp 
of Lennen & Mitchell, New York, with Mrs. Raphael and their 
children, Diana and Alison ... 

Staff members of Merrill Kremer Inc., Memphis agency, presented 
an engraved watch to the agency’s president, Ernest Lee, on July 
31 in celebration of his 25th year with the company. Presentation 
was made by Edmunda Fry, for ten years a Merrill Kremer account 
executive ... 
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A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 


“the men with the 


oP ~ 


The clue to their identity is Sports Afield. Here are over 900,000 vigorous, 
active men who are today’s best two-way apparel customers — for sportswear 
and every-day wear! 


This is certainly a special breed of men — men you'll want to know much better 
whether you’re selling apparel or . . . you name it! 


Here are men who love the sports of the outdoors—and buy, accordingly, every kind 
of product that goes with enjoying their hobby. 
But here are men who indulge this “urge to splurge” in just plain daily living, too. 


Now — discover what so many advertisers know — that to tap this incredibly ripe 
market you’ve got to reach it through Sports Afield,: “where sportsmen get the 
urge to splurge.” vie 
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“Indiana’s Best Balanced Market” 


J. L. McDERMED, President 
C. L. DIETZ COMPANY 
Indiana's Oldest Food Brokers 


“Lafayette . . . . Indiana’s best balanced market, can not be 
influenced by the metropolitan newspapers. In our many years 
of covering this market, we have found that the food dollars of 
this rich nine-county market can be tapped only through the 
food pages of the Lafayette Journal and Courier.” 


This Important Indiana Market 
Is Covered Only by the 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best - 
Bulanced Market» 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


JOURNAL "COURIER 


‘Print Push Promotes 


Advertising Age, August 13, 1956 


| 
Angostura Bitters as | 
} 


Seasoning for Food 


| New York, Aug. 7—A new and 
continuing advertising campaign to 
promote increased home use of 
| Angostura aromatic bitters, both | 
| in mixed drinks and as a flavoring 
|in food recipes, will be launched | 
in magazines and newspapers in 
September by Angostura-Wupper- 
mann Corp. 

For the first time, Angostura bit- 
ters will be advertised directly to 
women as a food seasoning and 
|flavoring agent. Magazines to be} 
| used include Better Homes & Gar-| 
|dens, Family Circle, Ladies’ Home | 
Journal, McCall’s and Sunset Mag- | 
azine. 
| Partch cartoons to promote both 
| liquor and food usage of Angostura 
| bitters will run simultaneously in 
| Cue, Esquire, Gourmet, Life, Time | 
land The New Yorker. 

, Small-space ads in 21 newspa- 
| per markets will support the mag- 


FASTER ON THE GROUND-—United uses special 
equipment to handle your shipment swiftly, deftly! 
‘FASTER IN THE AIR—United’s “Big Lift” DC-6As with 
weather-mapping radar trim hours off coast-to-coast air time! 


Ship sure 


PRINTED MATTER can be preloaded on recessed-wheel 
aluminum pallets for protection and speed in handling! 


RADAR, exclusive on United’s DC-6As, helps assure 
on-time dependability regardless of the weather! 


RESERVED AIR FREIGHT guarantees you space 
dependability on all Cargoliners—and Mainliners! 


AIR FREIGHT SHIPMENT with passenger-plane speed 
and dependability —that’s United's offer to you! 


Examples of United's low Air Freight rates 

per 100 pounds* 
$4.78 
$5.90 
$6.42 
$9.80 


CHICAGO to CLEVELAND 
NEW YORK to DETROIT 
DENVER to OMAHA 

LOS ANGELES to SEATTLE 
CHICAGO to LOS ANGELES . . $17.75 
PHILADELPHIA to PORTLAND , $24.15 
* These are the rates for printed matter. They are often lower 


for larger shipments. Rates shown are for information only 
are subject to change, and do not include the 3% federa 


tax on domestic shipments. : 


For service or information, call the nearest United Air Lines Representative. Write for free Air 
Freight booklet, Cargo Sales Division, Dépt. K-8, United Air Lines, 5959 S. Cicero Ave., Chicago 38. 


UNITED 


TWO FOR ONE—Avoid traffic jams 
and parking troubles, says this ad 
for the New York, New Haven & 
Hartford Railroad. The ad, which 
offers New Haven residents a free 
ride home (good Saturdays or 
Sundays), appeared in the Evening 
Register. 


azine campaigns, Partch cartoons 
as well as straight copy ads will 
appear on a weekly basis. Busi- 
ness papers in the food and liquor 
fields will also be used. 


® Recent sales gains in the 2-oz. 
and 4-oz. “consumer size” bottles 
of the company’s product are said 
to reflect increased home use of 
bitters. The new ad campaign is 
designed to support this trend. 

While continuing to encourage 
the traditional use of Angostura 
bitters as an ingredient in mixed 
drinks, the company believes there 
is a significant market potential 
for the product as a food flavoring. 

A market research study recent- 
ly completed, AA was told, indi- 
cated that one out of three people 
is aware of the value of bitters as 
a food flavoring, compared with 
one out of five four years ago. 

Ruthrauff & Ryan is the adver- 
tising agency. 


Dual-Ghia Appoints Agency 

Dual Motors Corp., Detroit, has 
appointed Hacker, Hull & Vincent, 
Detroit, as advertising service 
counsel for its new Dual-Ghia 
sports convertible. The Dual-Ghia 
combines a _ body styled and 
crafted by Ghia, Turin, Italy, with 
engine and transmission by Chrys- 
ler Corp. : 


= BLOOMINGTON: 
NORMAL, ILL. 


CITY ZONE 


NOW! 


51,025 
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@ BIGGEST pop. gain—18% last 5 yrs. 
@ BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 


@ OVER 100 INDUSTRIAL PLANTS. Value 
of manufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 

ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Excluding Chicago) 


|e $147 MILLION SUBSCRIBER RETAIL PURCHASES 
de $30 MILLION SUBSCRIBER FOOD PURCHASES 


THE 

Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 

Represented by Gilman, Nicoll & Ruthmon 
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WHO WANTS TO COOK FOR 700 PEOPLE? 


Frankly, we wouldn’t know about housewives in general 
but we do know countryside women often cook for such 
a large number of people. So, we featured an article on 
just that subject . . . “They Serve 700 Like Clockwork” 
...in the April issue of TOWN JOURNAL. 


The story reported how the women of Trinity Lutheran 
Church in Ellsworth, Iowa (pop. 439) are equipped and 
ready to serve dinner to crowds half again as large as the 
population of the whole town. 


Knowing many of our countryside readers have a 
deep and persona! interest in such features, we listed several 
sources for large quantity recipes at the end of the article. 
Most of these recipes are offered free by manufacturers, 
but some are sold by commercial publishers. 


What happened? 


Well, listed below are excerpts from three letters that 
show the appeal which this feature had for TOwN JOURNAL 
readers: 


From: The Home Economics Department of a well-known 
Eastern University. 


“Regarding ‘quantity recipes’ we estimate that from 
two hundred to three hundred copies of our book have 
been sold for $1.00 since the Town JouRNAL article. 
I consider this very good.” 

Editor 


From: A giant of the food industry. 


**What a huge response we have received from the item 
you ran in the April issue about our ‘quantity recipe’ 
booklet. So far (May Ist) we have sent out 3600 book- 
lets. In fact, we were deluged!” 
Assistant Manager 
of Product Publicity 


From: A National Food Association. 


“Thank you for the April listing in ‘quantity recipes’. 
The response to it has been much greater than we ex- 
pected. As of today (June 6th) we have received 3395 
requests for the book. Isn’t that an amazing total?” 


Director, Consumer 
Service Division 


Quite a story? We think it demonstrates a basic editorial 
principle. 

Unlike most magazines, TOWN JOURNAL specializes in 
no single interest area and owes its widespread family 
coverage to the great variety of its editorial features— 
something of interest and help for every member of 
the family. : 

Unlike any other magazine, every issue of TOWN JOURNAL 
contains features of special interest to countryside families 
—such as “They Serve 700 Like Clockwork”. 

That is why TOWN JOURNAL is the family magazine of | 
home-town America, now bought and read by more than 
2,000,000 families every month. 


People like to read advertising in magazines 


TOWN JOURNAL 


Published Monthly By Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 
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uses 
Outdoor 
Advertising 


for more 


Put your Advertising Outdoors and Watch America Go Buy! 


You know that the more your advertising is seen the more you can sell. In a typical market 93% 
of people SEE OUTDOOR — average person sees it 22 times per month.* POLITZ figures show 
that average exposure to pedestrians is 64 seconds—to motorists, 2] seconds. And OUTDOOR 
costs less than any other major medium—only 15c per 1000 in average national campaign. 


*Traffic Audit Bureau 


‘oF 
Roa ae aay 
ae ie , 
Ds mio 1, ee re 
Pe ea ) a 
tong ee * 
Fe . iis 
ar 
oft wea By ae i C 
i ce gaa AE ame A. | 
ey se «ieee 
on q uA 
3 oT es iT 
Res “ ee ee 
ee: - ose ER ae 
eat al: Aig cin By Se Bit eae ® eae re Pe : “3 Meng > 5 ere 
oe ‘a Pied Garoes _ Key phe eae Ae : hee a Boor . 9 i. i 
OE ES se. nth, © ak é ade Ree. 4) pega x 3 ia Paae ocr ae oe TB 
ea Me ON casi oath Dag SRE PP : eam —— 
ey a: se Nt a 7 Bee tte oe an pe pax — iliac eee wher ae 
hee Nh Mae ae Krag a ah, eee c ee ? j — ae 
Fe. oe Le a oe ee eke Ft tae be ee Wael . aed 2 Ni a 
ORE See ee ‘A i eae By Ys pee: Et ee ae eee 
Re tea ¢ pe ee ot “ ae fA, res ear ae re re b 
ep a ieee oo eS eg ee’ a 
ca Rey be ee: oe eee fue hy tes A pas : ee : 
Visit 5? BaP gi. ee Der 5 eran bien ee 5 a se 
Hones, roy at) A oo eee! ea oa nee 
aie haat Ge Ee ne name Se ae is eee” AEB hss, d em a : 
; sie 1h a Cp any Cy een sh Bree ‘ oe Pat 2 e : 
Che ee ee ed See Nt ee Se Co 
lig ae te ert ah ON er Paes : Poe ie Ce i 
"4 on 4a oe ae 5 ee ee aed tn Sur : Wie are. ae ie 
ot ate “3 Ai, * ah igen aS Lie ok epee eee eae gees 
- at. eee SL ee AS Pate see ie ere 
eae in ak : ieee ne ws Mis a. eee % eae ey i esa 5 ¢ 
+15 nea ‘ ent in se owt een re rhe cae a ae ta 
od ste r Ne iets oe Bk ip": ie to Tey Roy 4 ae sey 4 | 
tt oa Seen iy ee cS ay ace ie) he ee ae 1 
5 Bie Ai oe eee qe ee i re a J ee ete ey i 
A BA 4 ce wa i ee ior et & ne Nee ee ete ves £ =f re BA f 2 eae Sees a 
jhe $e aes a. Gye ve 2 eee ‘poe Pree oe tees See 
me ae eae ae ey tp wa Gs o Pl ae tee : 4 
Bee DS Cr lee La howe eee ee ee 
; bs ¥ oft f ‘ PMR, a De ae ee Sie : i Th 
by Sees hi ae a oa el ee 2 foxy te : See : 
a ae Ai, rae . “8 Ne a ® a 
fo Ce (ee an ahh Se: eg ae eae iwiiee cee, : 
—. Pe cas apes Re ALS oo —— 
ees ‘ ia Ma Oaaie aad Lia aia Fee ee ee 23 & a 7 £ 2 
i Atal ale eae oy Meee» a Peay oe “oe z ’ 
ae et, a ret a Be stg sine Pas Bo So eek. i 
ieee,” Pe hs ete et, eee ital et of oe ae oye Banat a 
6)! i dete Co, (7% see eh pet eee = i a ae ; 
i 5 a rf ee rs F| ne co ri te ae Neer > els ee Oe ii 
+ ea <e $as Oka ig Stork i" mee eA ae \ cea adn ae Tine 5 # 
aie tae Slay PAN rai a Pa Agate ; oe 3 Be me a 
hee ‘ Ba ae tie a ee Pai i oo Se Le Seen . 
oe te “ae ee Datos aa Dorie cd eu Ce So i = ; 
ene ey tees Rogie sro se, ee ce ae ; 
pal : WY ego ee ee a "at tee uy 2 RS or 3? ane 3 
Cr igh ae Eye age i Sf coy So Ra se ae ere t : 
Fe ea . od Ce $.-3 ea OD SS yee BS ae ee es 
hee : BS i HB lol at akee ee bi ete ee Rg ; 
see ai ee ite ail nw ers Pe a - ae snaee 3 
ge Sei 4 ir ou eth a all aye (re eae : es : er ed 
An ig mor ii ee Mba Ab FN ee ow _S ay Vi epee 
2 te hie > ens apie ti: eae eg i . ( : a 
ee: er Pees Me ie Pe "ee “eee! ; eR in ~ aa 
ef Pie iy, eee bore a a 
tne See XX > hale Ae FS) Pee Ay ie ay RT cee ac : gee Ry lie ; ; 4s 
aS A . a ti, eee S ee aE a ‘s ae oe eae > 
yr. Ris, et ine ET ad eat 4, = iy eet 2 see De. 4 : mrky 3 - 
Ae 4 Pe es Min q. | Gata “i petal Wise Be a. Sppalleamnang? six nae a’ 
on. tec ay NA nt i vat <a oa es : aiid ; TO) ei a 
Ls ‘ ‘coteaeet en. PRES sig) 3 dee 5 eo} : ee 
ae a Aten et eet Pe a a Be a oe £ 
toa Piped Br tar a. fee. bre 2 ee fon oe oe = Bh oa i Be: 
eae ELIE A ne PO ee Aiea i ay: ae. a ie 
pe Pos eee alt eee a we. = Sie aes ee : toe ; 
i Pe i ee ee hase wees i : sie i : : 
sae y . ane i Ma rue er me : i. eae 5 = eee 
ee. i toe A ile Lue Disgaea” es es au eae ee ; ai 
eS ce eS ay : vi te. ee ee eae a if yo ee ee ite <a canines. > \ 
sa hte RGR RC ) Come Bere. i eae i 
‘aoe 22k Pees cae en Sees eee Sieur net oe Bein ee Bac Re ae 
es a ak § fn ee tie 2 oPep i Se i. ee . roe ek ae Leet i 
os. ae { Foie ~ roa” oe oe mr, ‘ af a ae rs | See ia 
ae pe 7 2 See ey yet S fe ape ky iu ee oe ey. ; 
iv F a : a ap te, A : ; : eee Pe gE igs 4 
rs $x i, eames a ad Pa , ~e : an ae — oa i 
Keds ee ba ah peda: 4 sa at x a] f ‘ ie 4 } re bik ath 4 
Pees i , Np eae 1 ome : {4 — , 4 | 
Lae et or ae hos. te ig ; ak ee 4 
ne: : Ra ere a ee Gey ; a x ; My \ 
ie s ~ ue Sap: "a ea ate a * sf I 
fag a. en Wis = ee en erraar fare oe : 4 fa : 
Pe et mo L pee fe eae a een ‘ Be oe. 
way We ee 7 Tes eee a Be ee 3 ' 1 lige ae. 4 al 
tase my, 0° "1 Py | ae pa - a 0d y + + . 
ie ort 2 ae ee: ge eee a : ee 4a a - 
Te >} eee ee ® % Shane: , 
| ae y° a 4 a eS. mY Bie ae ein = 
ae Bae ps ee ay, bo tt fa 
be $e id Pe te sae ; i ; } 
ora vec Sie See eet ¥" ; 
ee Stirs “2 ce ae a } . = PD i 
i ie as i 4 ae “ee 
eo ee ‘ee Saga Sn “hee, ta gst + 3 7 ” : 
ee a m4 Mi 3 Meee * ’ i . | 
ti sai 4 Atal el 4 Mi x ye? ba : 
a. yb te ae —, ; 
pe <a aes ee Baby legs icin = a : 
ee” an “ty eh f 4 ; at + 3 a : 
Cosy hae mt 4 ada a. “ ‘ 
at Can ov Seca : a ¥ ) 
ae: ; Be": ges NAT a* he" BN ie - ’ ; aa pny’ ~~ : 
Searae ce & ee % : * ‘bd ‘ 
hee a Adige. oe Aerie in — fg ; 
ia oe: , i a ba! gh f e ~ Pa . * 4 
oa ae <7 = ve Sa ay 3 all ae ¢ ; 
ERP Fd: Say tes, neh tae Ned oS a ™ a i, 
ee ; vik Pa ee He bee 4 # ri — * 
xe : s POT ae 3-008 cae ; 2 aaa ae - ae 
a: Np * Seeieoe Ria Tita > . a ; 
be . ¥ REP SS poe ia — - . : 
ile : oa oe : ee ‘ Pig . ati / . 
ie te ag SPA * 5 LO ‘ ; . 
af “a f F ee Cee, = a, : ct . a o* — 
a > re - - i ad tre ED ene . < 5 a wy Y 
ie, wae ve Leh, Miah ei ae fa ,: ” 3 yi m - 
pee " sp tt ‘gn ey ares , - i Res , * -e 
fora J : : ee - Tae ee ae: Shise > ies a P s %s 2. 
cg Gs io ae “gt pS ‘aeaa he fF me. 2 
oe : ve ba aol See & a tT . me 
ome" : an Wiras ae Rs. ae S 4 z ag Ny oo ; 
re) FRE eee! = > epee” 
ipeey i z % ew yr J. _. % 
5; a ~ oan & =f g / id ¢ , } >. 
Tas 4: 3 é Pts 4 We ae Fs - ih ‘ 
ee | in = Sa ite > i» 
EP ee } . me get . ya f 7 - . 7 
cae ye , : 2 = i 
a oe oA ie Md oie on es eS a ag? : 
ee ie ‘Sa: ‘ ’ “4 a 
oe : 4 ' if : Py te ” al . 
Ae A aes 8 < bi se. : : 3 
re ers xii ee f Soe reat “< 
Rp eee Spe. eS ’ + ae Wie it oh : A 
ae lvak fe: ae Se as 
‘ eet : + ; ‘ # 2 
By akira > ae < ee ; —. +2 » 
Ewe ‘@. ‘ ae er ..% 3 Sy - 
i ae Se" i ? hacia as 4 ar wy + ” a 
ih; ‘ rhs ’ Gs Dire ‘ . 
oe ae ‘ 2 é 4 par & a ea ; - bis* « % aed 
ae (So eelag aaah a a 
" a te ta ¥ me) 2 i > "> Wis i > 
. an i os . an 5... i 4 ed > ‘3 sw al 
Pie a: i ¥u; SO aes ve Fe, eit . 
oe as bk “ ees * ‘ ra a3 “7 . b A 
Be . By rte a 7 Se gaat wo ‘ _ + eh NM 
ee hee se theta st ates a .  - 
ieee ea nt é DS a. ee ; 
Res @- a) oly s ee ‘ a we 4 
ie Se es | a | 
. Gree ¢ Pes ee TOY oh —- — 
ae és by a tle es i. Fi 
foams een Bet at ty 5 ae a fie 7 
Pow rie, ea 25: =~ - Es ¥ we. : or 
Sage h eRe . 
et Si ze ry % Lv é a 
aioe Ye pe 2") “bs 
ee ‘ ‘ah wee hs 
ae n . eS 
/ ee e i < 
One ee "e t 
a | Se ot 
fae K Pa < 
i zy * 
eee . ve 
2a. ; ee 
ae ‘ ay 
Sy eed 
ee 
poe ; 
Lee z ’ A . 
ye a < s oe: 
a ot Sera) 
bree *u aye 
i One aa 
eet 2 s ” mite’ ® 
oat . 48 P-.) 
aes ve) ny - . 
ey ‘et j Ete ae 
per A ee cS 
Bhs « tm rer he 
eat! fies t ne a > i 
an sf ' . phe g 
eo 4 a on : os aan 
eres ; >. ' /" Ne Bee eee : 
ag _ be 9 a 
Dan” Biae | ht. a 
ve ig “4 > s Rin ae = 3 { 
hem »* S Ta eS ey visa © ' 
ae i - ae OL ee se See ee 
eet ei a yt & eae 2c, 
hye oe at ak ay ae : 
ees _/. P aGars 
Bere . rue 
ae i, @ 
Bee si 
a 
i ee 
a <% o 
ee ee Le Shes alt a “ ; 
ONG eae Se am cal f Sens ) ‘ 
Se aes Sar oe gia. orate = 4 ’ 
“Selle amt. GE ek him eee | ; ) 
a ie te Dan fae o - 
‘4 J oe % 4 te x 
SP SS a ae ee a eae 
eT ee eee =— 
 .), ae aro? - — 
gg le hn per Bac) 
=< 5 ES a4 ee 3 
ys a , 
a a 


“SEE-P 


AUGUST A. BUSCH, JR., President 
Anheuser-Busch, Inc., says: 


“The new cut-out painted bulletins present the world-famous BUDWEISER 
CLYDESDALE HORSES in a really spectacular way. Because each design is 
rotated to various locations within a city, it gets a new, fresh look every time 
it is moved. 


“This is one of the many designs we are using—each built to order for us. The loca- 
tions are excellent, from both standpoints of visibility and heavy traffic. The fine 
reproductions give us the opportunity to use the quality art work that symbolizes 
the quality of Budweiser and sets it apart from all other beers. 


“We were among the first to recognize the impact of rotating cut-out bulletins. 
It is a welcome new development in Outdoor Advertising. They are definitely 
one of the highlights of our advertising.” 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON «+ CHICAGO « DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA «+ ST. LOUIS + SAN FRANCISCO + SEATTLE 


OUTDOOR ADVERTISING INCORPORATED 


Kopyright 1956 Outdoor Advertising Inc. 
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Johns Hopkins Student Finds Results of 
‘Impartial’ Matchbook Survey Are Impartial 


BaLtrmore, Aug. 9—A college 
student who doubted the reliabil- 
ity of survey takers went out and 
conducted his own research. To his 
surprise and delight, the results 
turned out practically the same. 

Sanford M. Baklor, a June grad- 
uate of Johns Hopkins University, 
proved to his own satisfaction that 
marketing studies made for the ad- 
vertising business by “profession- 
als” hold up when tested by inde- 
pendent “non-professionals.” 

Duplicating a national survey 
made several years earlier, which 
showed that 36.6% of matchbook 
users could recall the advertising 
on the current matchbooks in their 
pockets without looking, Mr. Bak- 
lor conducted a similar survey in 


Baltimore and found that 38.9% 


could do the same. 

The original survey was made 
by the market research division of 
the Hooper-Holmes Bureau in 1950 
for the match industry. Mr. Baklor 
acknowledges that he started his 
survey with some suspicions of a 
prejudice—that the aim of Hooper- 
Holmes “was to prove that there 
existed a high percentage of read- 
ership of matchbook advertising.” 


= “When I made my survey,” he 
continued, “I was not subjected to 
these prejudices. I was not anx- 
ious to prove that matchbooks 
have a high readership. Instead, I 


wanted to see for myself how the 
results of the Hooper-Holmes sur- 
vey might stand up against a sim- 
ilar survey in which I could be as- 
sured of impartiality. I was over- 
whelmed when I realized how 
closely the results of both surveys 
correlated. 

“Despite differences in the sam- 
ples used and technical differences 
in interviewing techniques,” he 
continued, “my results show a re- 
markable consistency with the 
survey conducted on a national 
scale.” 

Both Hooper-Holmes and Mr. 
Baklor built their surveys around 
three questions: 

1. Are you carrying any matches 
or a lighter? 

2. If “yes,” which are you carry- 
? 

3. If carrying book matches, can 
you recall, without looking, what 
printing or advertisement may be 
on the matchbook cover you are 


now carrying? 


® Both surveys were conducted 
in public places with a random 
sampling of adults with a 60%- 
40% ratio of men to women. 
Comparative findings, according 
to Mr. Baklor’s report, were: 
e Hooper-Holmes showed 70.9% 
of all interviewees were carrying 
matches or a lighter. Baklor 
showed 68.3% carrying matches or 


AND TRUST COMPANY 
27, SOUTH BR OA WAY 


COOLER—A warmly dressed Santa Claus reminds sweltering St. Louis 

residents that winter breezes—and Christmas—will be here before 

they know it. Warner & Todd is the agency for Manufacturers Bank 
& Trust Co. 


a lighter. 


e Of these, 72.6% of Hooper- 
Holmes interviewees carried 
matchbooks, compared with 83.6% 
of Baklor interviewees. 


e Among those carrying match- 
books, 36.6% of the Hooper- 
Holmes interviewees identified the 
books without looking; 38.9 of the 
Baklor respondents did so with un- 
aided recall. 

The Hooper-Holmes study cov- 
ered 5,000 interviews in 33 cities. 
Mr. Baklor’s canvass, conducted in 
the summer of 1955, was confined 
to a quota of 400 interviews in 
Baltimore. This was a larger sam- 
pling than Hooper-Holmes used 
for any single city except New 
York. 


“The results of my survey,” Mr. 
Baklor concluded, “will show even 
more conclusively the significance 
of this medium of advertising— 
namely, that the advertisements on 
these matchbooks are read. And, 
even more important, they are re- 
membered without recall aid.” 


® As to the effectiveness of match- 
book advertising for producing 
sales, Mr. Baklor could not be as 
conclusive. 

“This is a question that no me- 
dium of advertising has been able 
to answer satisfactorily, despite 
significant research,” the report 
| notes. Mr. Baklor thought motiva- 
| tion research might supply the an- 
swers here. 
| Mr. Baklor’s survey, 


titled, 


Advertising Age, August 13, 1956 


“Match Book Advertising and Its 
Effect on Sales,” was submitted to 
the university as his senior thesis. 


Ekco Buys Ruby Lighting as 
First Step in Diversification 
Ekco Products Co., Chicago, has 
purchased Ruby Lighting Co., Los 
Angeles and Dallas, maker of in- 
dustrial fluorescent lighting fix- 
tures. Arthur Keating, chairman 
of Ekco, said the Ruby purchase 
marks the initial phase of a new 
expansion program in which the 
company plans to acquire a num- 
ber of factories in the builders’ 
hardware and architectural field. 
Robert L. Lang, new vp of Ekco, 
and Ralph Simon have been elect- 
ed chairman and president, respec- 
tively, of Ruby Lighting. Ruby 
Lighting’s Los Angeles operations 
will be moved into Ekco’s en- 
larged Whittier plant. Ruby Light- 
ing of Dallas will remain un- 
changed in its present location. 


Ward Boosts Bowling. Tighe 

Montgomery Ward & Co., Chi- 
cago, has appointed A. E. Bowling 
group merchandising manager of 
home furnishings, effective Aug. 
16. He succeeds R. E. Cooper, who 
is resigning to join E. Ingraham 
Co., Bristol, Conn., as general 
manager. Succeeding Mr. Bowling 
as manager of the floor coverings 
division is M. A. Tighe, with Mont- 
gomery Ward since 1935, most re- 
cently as buyer of wool floor cov- 
erings. 


OUR READERS 
LIKE THIS-IT TELLS 


STAYS IN 


| FEATURE THE SAME ITEM IN 
MY COLUMN-AND THE ITEM 


THESE SUPER MARKET 


ITEMS WE PuT 
IN THESE CARTS 
MOVE FAST / 


rf A LOT OF OUR 
CUSTOMERS READ YOUR 
SUN-TELEGRAPH COLUMN. 


THIS IS THE ITEM DISPLAYED \ 
IN THE CARTS ALL WEEK- 
SOLD 58% MORE 
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| FEATURE*® A 
DIFFERENT ITEM 
THAT'S ADVERTISED 
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"PRUDENCE PENNY 


VALUE OF THE WEEK 
COLUMN AND CART 
DISPLAYS ARE AVAIL- 
ABLE TO NATIONAL 
ADVERTISERS OF 
GROCERY STORE 
PRODUCTS IN 

THE PITTSBURGH 
SUN-TELEGRAPH 


feat asics os 
i — | 
i a | 
‘tom t 
Pome f 
oe | 
ll ° cnc eEaniie. Ca eniieA $$ << —iee— 
ae "ee a | 
Ae ; Prudence Penny THES THE COST Gt fey hey CARTS ALL WEEK 4 

ie a VALUES) "Og, | 7D aa “ | 
oh ae eeee Se: 3 “4 

me Takes A Count of | PE 

ie ) A 4 eld ra] 4a = ss 

li Bar sy, | |e A | -)- = he 

alee SEH. fl mh] | a 

Ae Nes A \) . nm a 
aa = 2 ; — es 

lie  - — & ‘ L™® os i 7 Ss Ee 

vig: > : - —, — > Tt eS ree 

me = 6oun-feregraph 2 ee Be | 7 RY, a 

te A\ A ae 3 Sepa WW PSI Bihar Loanal 

13 OH! | READ \“7 ALWAYS \ N - 1 CAN TELL = ( | 

yf asour rus icon ron | MM | (=? = 2( "006 Tes ecconos) I 

7 IN LAST THESE ~|s\ Look HOW / 

<i NIGHT'S ateapred - peat ) SALES GO UP (=| | THAN THE WEEK BEFORE. ' 
aie: " 7 : 3 — : ad 

ap \ elias | wy ik: ey at S| Se £3] \ 3 — => 

me |=: Mey) FACS poe Oe a oN Gp ae 
le p Ni; ‘ez o NN) 7 Pres ' 
44 A's?) ae i Le ) / | — \ ~~? =\ JU 

1s e:* = g “ \=2 “ V ~ “ )) “< { 
Rg) Uae lis. Sona 2 IN ee Ce 
ah. \ Y / \ y \ >‘ ’ sf oN ) \ SR : /s / y 
:k r | 
lag SES, py SHOPPERS FIND |) ree 
hs : =, . 
ae EN f 
a | Zee ween =D ida a | 
i Pay a a , 7 A 4 e a ox “a ——_ iy 
. ta wry Ln aa a 3 Ee ian (4% ff 
Nee he { on Hy ee Ly 
ied Q dah Pe + M | 
oa /) te vases & f IAS Ay f'\. hdane j pL y 
hy VANS SRR | | 2 9 
me | 7 UNS haa Seg me S/S . | 
13 PITTSBURGH SUN-TELEGRAPH eerresenreo nationaity ay HEARST ADVERTISING SERVICE INC.| 
ie ve 


Se ee a «linen ee a ee i> cL. ee i} Bes ek = ce ea ae ES a hom ss  » ee "Ge — ite se oe te ain el 


| All Quiet on 


pm te eee oem Hidden Spring Lane 


Rp . 
: . , \ “It’s ten o’clock. The children are in bed. My husband 
ae > he I ore has turned in early. He has a hard day ahead of him to- 
er ae ae . 
oo er a morrow... 
eee a “The supper dishes are done, the orange juice is chilling  [™ 
—— haath for breakfast. The porch light is out and the door is locked. a 


«mi Gy i It is very quiet—no sound except the sound of my pen 

Sa pe scratching and the sighing sounds a sleeping house makes. 

et 3 “I suppose you get a lot of letters from women, thank- 

ing you for a recipe or a fashion article or a story. But I am 

Ary writing to thank you for just talking to me. My children— 

ce we have three, all under five—keep me busy and happy 
through the day. So busy, in fact, that I sometimes miss the 
sound of adult conversation. Sometimes it seems as though 
my whole day were spent talking baby-talk. If there were 
nothing to take me outside my home—into problems, inter- 
ests and subjects of the outside world—I’m sure my mind 
would start thinking in baby-talk! But there is something — 
your magazine. 

“In the world of the Journal’s pages, I find someone 
who talks to me just the way another woman would, about 
all the wealth of things dear to every woman’s heart. When 
I am with my Journal, I don’t think that even a hurricane 
would disturb me! 


“So I am writing to you personally to thank you for 
talking to me personally. For talking to every woman —for 
reaching out from your heart, into ours. I thought that you 
would really like to know how women feel about you. Be- 
cause I feel that you are really interested in us... Thank you.” 


(This letter, a composite of thousands which 
Journal editors have received, may answer a 
question men have often asked us—why we 
call Ladies’ Home Journal “The magazine 
women believe in.” ) 
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_ TaStY—The bags, 
bottles and beans 
shown here are 
by way of intro- 
ducing the new 
cocoa mint flavor 
of Kirsch bever- 
ages. Also visible 
is model Gloria 
Walker, nestling 
on a bean bag, 
with a sprig of 
mint and a sam- 
ple of the prod- 
uct, Kirsch’s 12th 


It sah takes ONE in Green Bay to move goods and services... a 7. ay fiavor, im her 


THE GREEN BAY 
(4 colors or baw) ~ 
PRES AZETIE Federal Pacific Electric's Contest Turns 


GREEN BAY - WISCONSIN phil McClosky + Mamager Ae 
REESE SEER EAA Electric Contractors into Advertising Judges 


New York, Aug. 7—On the the- 
ory that the man who reads the 


|} WHO-TV fe ag or omg 


aa : WHO-TV them, Federal Pacific Electric Co., 
. small 


manufacturer of Stab-lok, 
household circuit breaker, which 
is said to be on its way toward re- 


. WHO-TV placing the familiar fuse, has cre- 


ated a stir in the electrical con- 


WHO-TV tracting field with an unusual 
WH O-TV “lars ten-page, two-color 


Cover 4 All A (7 WHO-TV gatefold insert in the July issues of 
ai d Electrical C tion & 
. WHO-TV ~ iebeaman the ieceaaes is of- 


fering a trip to Paris and 20 other 


5 orts! : ys $s Fe prizes to electrical contractors. 
2 ; 3 They are required simply to indi- 

se : cate their judgment of six different 

advertisements shown in the gate- 
fold. Only electrical contractors 


WHO-TV} Zval en pe oe 
WHO-TV aa cine nny 

orn Cc. re ccoun 
= sports lovers get top television sports WHO-TV :.) executive, 200 entries had been 
coverage on WHO-TV, because our TV operation uses WH O-TV 7 pores yo Aenay A 2,000, he sald. 


the same great sports staff that has built such a WwW TV <a ' 
tremendous reputation on WHO Radio! HO- 4 wabaroae Oct 18, ts i> ahi 
we ‘ . = ~ WHO- T V the electrical contractor regarding 
In addition to daily sportscasts by Jim Zabel, lowa’s ore the benefits he enjoys by installing 
« Ni east ae Stab-lok in homes rather than oth- 
most-listened-to” sportscaster, WHO-TV schedules er types of circuit-protection de- 


scores of exciting sports contests — both live and on film. vices, Mr. Thornblad said. 
“By posing as an advertising ex- 


How loyal and enthusiastic is the WHO-TV ¥ pert,” he said, “the contractor must 
: ee study the advertising messages and 
sports audience? Well, last Fall when : analyze the sales arguments. Later 
there was a slight technical delay in "Oe on in the campaign we will raise 
: J £ aie doubts in his mind, suggest that he 
getting one football telecast on the air, = Eset study the ads again and invite him 
WHO.-TV received 1500 phone calls — and / 0 to Lae > - po Sona er 
the Northwestern Bell Telephone Company oe AB eg used to tell Gutributors 
be about the contest and how it is 

seported a backlog of 5000 other calls! intended to benefit them and their 


Peters if fi oodw i contractor customers. 
Let Came, Wi and, = oe; all che faces ee Robert Wanek, advertising man- 
on WHO-TV — Iowa’s BIG television value. 4 ager of Federal Pacific, said the 
Lt so-called “Six Golden Benefits 

Ad-Ranking Contest” has exceed- 
ed all expectations. 

“Even if the flow of entries 
were to fall off to a fraction,” he 
said, “we will have enjoyed a fan- 
tastically high rate of returns on a 
relatively low-budget campaign.” 


Three Join Hicks & Greist 

Arthur Cerf Mayer, Leonard Bit- 
tner and Venable Herndon have 
joined the copy staff of Hicks & 
Greist, New York. Mr. Mayer was 
formerly with Norman, Craig & 
Kummel; Mr. Bittner was previ- 
ously with Kenyon & Eckhardt, 
and Mr. Herndon was formerly 
senior copywriter with L. Bam- 
berger & Co., Newark. 


Lawrence Named Editor 
: Floyd G. Lawrence, formerly 
Col. B. J. Palmer, President publicity manager of the Packard- 


P. A. Loyet, Resident Manager Clipper division of Studebaker- 
Peters, Griffin, Woodward, Inc. Packard Corp., Detroit, has been 
appointed editor of Automatic Ma- 


Nati i 
ational Representatives chining, Rochester. 
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In 1955...of the 100 leading 


| general advertisers in newspapers 


| 96 ran in New York City 
¢ 93 used the New York News 


Company Expenditures 1955 1954 : ny 

* 1 General Motors Corp... $62,587,251 $37,391,415 ** 67 spent more in The News a 
e* 2FordMotorCo. ........ _ 29,610,982 17,999,652 than in any other New York Newspaper on 
°° 3Chrysler Corp. ................. 24,058,711 11,787,596 
ee 4 Distillers Corp. — The preference for The News includes 25 of the 29 grocery 

Seagram's Ltd. wwe 9,810,168 9,815,375 product advertisers listed... all 10 of the drug store products, 5 of the 9 

** SColgate-Palmolive Co. .. 9,335,133 10,990,682 distillers, 3 of the 5 airlines, 3 of the 4 cigarettes, 3 of the 5 automotive, 
** 6General Foods Corp. ..... 8,665,524 9,351,441 all 3 insurance, both of the tire and beer advertisers. 
* 7 Procter &Gamble Co. .. 7,946,306 7,251,400 Because The News does a majority job for any advertiser in the 


ee 8LeverBros.Co. ......... 7,672,939 6,803,797 
¢ 9General Electric Co. ........ 7,557,414 3,792,542 
«© 10 National Distillers 


country’s largest market...at the lowest cost! 


Products Corp... 6,715,088 6,718,375 
¢ 11 Studebaker-Packard Corp. 6,025,371 5,121,118 
e* 12 Schenley industries, Inc. 5,925,590 6,157,600 Company Expenditures 1955 1954 Company Expenditures 1955 1954 
¢* 13 National Dairy * 43 Doubleday & Co., Inc. ...... $2,257,430 $2,087,931 ++ 73 Lanolin Plus, Inc." ............ $1,368,423 $1,707,173 
Products Corp... ......... 4811426 3,338,891 + 44Sun0ilCo. ............. 2,188,692 1,610,937 * 74 Pan American e 
¢+ 14 Philip Morris & Co., inc... 4,805,642 1,245,847 »+ 45 Monsanto Chemical Co. . 2,163,223 4,101,841 World Airways .............. 1,355,172 1,130,703 
e* 15 American TobaccoCo..... 4,273,234 2,623,775 oe 46 Goodyear Tire&RubberCo. 2,110,507 2,267,630 ° 75 Kellogg RS 1,355,155 1,059,120 re 
+ 16General Mills, Inc... 3,908,473 3,186,138 ¢+ 47Gillette Co... 2,097,957 2,296,936 ** 76 Firestone Tire & Rubber Co. 1,331,951 949,585 
¢ 17R.J. Reynolds Tobacco Co. 3,793,402 3,100,393 ++ 48 International Cellucotton * 77 Renfield importers, Ltd... 1,298,745 1,092,658 
++ 18 National Biscuit Co... 3,528,133 2,354,007 Products Co... 2,007,914 1,635,247 + 78 Canada Dry Ginger Ale... 1,256,958 1,040,396 
+ 19Armour&Co. 3,407,594 2,413,462 °° 49 Liebmann Breweries, Inc. 2,029,431 2,435,829 += 79 Wilson & Co., Inc. .......... 1,256,520 1,118,183 
++ 20 Eastern Airlines, Inc. 3,400,639 2,819,716 °* 90 Borg-Warner Corp... 1,982,556 722,908 80 Continental Oil Co. ....... 1,251,430 770,870 
og  ° 51 Standard Oil Co. (Indiana) 1,870,732 1,469,876 gi g DistillingCo... 1.232463 912.360 
e+ 21 American Motors Corp... 3,376,354 4,015,528 enmore Distilling Co... 1,232, 

#* 22 Swift & CO. noon 3,185,454 2,971,310 ** 52 Greyhound Corp. .......... 1,861,634 1,786,260» 82 Continental BakingCo.... 1,213,136 438,543 
+ 23 Standard Brands, inc. 2,884, 460 3,740,877 e+ 53 Borden Co, te RIPE OR 1,855,566 2,811,797 ee 83 Mutual Benefit Health $ 
° 24CocaColaCo. .......... 2,775,109 1,558,936 54 Wm. Wrigley Jr. Co......... 1,829,295 1,696,520 & Accident Assn. ........ 1,182,428 1,203,130 
°* 25 Hiram Walker ~ © 55 Publicker Industries Inc... 1,777,961 1,945,487 ++ 84 National Airlines, inc... 1,130,551 1,003,189 

Gooderham &WortsLtd. 2,774,618 1,821,078 + 56 Curtis Publishing Co. .... 1,722,811 2,210,773. °* stag mevtinbtecncoeth ren pasa 
e+ 26 Nestlé Inc., ae 2,772,989 2,344,852 e+ 57 Johnson & Johnson .......... 1,714,839 878,393 7 CxaS U0............ er a Abd, VIL Ald, 
27 Time 2 749.181 1.380.127 ¢ 58 United Airlines Inc... 1,690,172 1,173,936 87 Nebraska Consolid. Mills . 1,120,821 744,626 
AE alia epi ay ae e+ 59 Trans World Airlines. 1.675.558 1.167.061 °** 88 Institute of Life Insurance 1,102,294 1,159,511 
« 28 American Airlines, Inc....... 2,697,004 2,133,662 waite vr 
* 60 Carnation Co. .................. 1,671,578 1,652,443 °° 89CornProductsRefiningCo. 1,083,720 1,061,707 
e+ 29 Hunt Foods, Inc................. 2,645,666 519,046 oer «+ 90 Consolidated Cigar Cor. 1.079.303 1.035.646 
°+ 30 Quaker Oats Co... 2,592,870 2,136,409 °° 61 Block Drug Co, Inc... 1,669,641 703,557 sd ae f 3 oo gaat 
sl ++ 62 Helene Curtis industries. 1,663,714 1,952,681 °° 910. }. itt, tne. ......... VAS, ; 
fe eaeeea — pp npn +» 63Best Foods, Inc... 1.661.495 923,364  92Standard Oil Co, (Calif). 1,043,057 1,223,070 
é BYR. e a corp. 2514967 2184427 °° $4 Pillsbury Mills, Inc... 1,608,694 907,095  * 93 Eastman Kodak Co... 1,030,386 1,708,488 
aghouse in oa ao oan °° 65 Liggett&Myers Tobacco Co. 1,569,970 3,628,065 ** 94AvcoMfg. Corp... 1,016,306 1,379,852 
e+ 35 American Home Prod. Corp. 2,469,658 — 1,587,823 66 Phillips Petroleum Co... 1,519,645 1,519,911 ae 3 : 
: ¢* 67 Brown-Forman * 40 UMOn Vardi . 
© 36 Clorox Chemical __ atte 2,463,665 2,330,431 Distillers Corp... 1,505,868 1,503,530 & Carbon Corp................ 1,003,377. 939,235 
e+ 37 Shell OilCo........... 2,407,907 1,752,07q., «+ 68 Chesebrough-Pond’s, Inc.’ 1,444,949 1,252,267 * 97 International Latex Corp... 997,678 115,973 
++ 38 Bristol-Myers Co... 2,384,543 922,532" .. 69 prudential insurance Co. 1,415,597 1,239,630 * 98G.F.Heublein&Bros.,Inc. 993,229 760,245 
* 39 Radio Corp. of America... 2,365,379 1,569,702 .. 79 Eversharp Inc... 1,403,761 178,153 °° 99Phileo Cop, 990,716 1,349,976 
ee 40 Campbell Soup an... 2,344,703 1,567,374 ee 7] Pabst Brewing Co. saichotbe 1,378,172 372,795 100 J. A. F olger BOE 990,145 833,643 
e* 4] Pepsi-Cola Co... 2,314,609 1,543,614 ++ 72 Wesson Oil & eheiirenah Bibi too, waned hii 1988. 
© 42 Standard Oil Co. (N. J.)...... 2,311,542 2,389,288 Snowdrift Sales Co. ..... 1,371,600 1,097,355  tFormerly listed as Consolidated Cosmetics, inc. 


ee ee bil 
THE ff NEWS, New York's Picture Newspaper oo 


with twice the circulation, daily and Sunday, of any newspaper in America 
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TaStY—The bags, 
bottles and beans 
shown here are 
by way of intro- 
ducing the new 
cocoa mint flavor 
of Kirsch bever- 
ages. Also visible 
is model Gloria 
Walker, nestling 
on a bean bag, 
with a sprig of 
a if >a : mint and a sam- 
. : ple of the prod- 

Es : uct, Kirsch’s 12th 


It only takes ONE in Green Bay to move goods and services.!..| 7 io is f1ev0r, in her 


THE GREEN BAY | 


(4 colors or béw) - 
ctlacky © MGeunae Federal Pacific Electric's Contest Turns 


GREEN BAY - WISCONSIN ng nie ‘ cia 
dhe en Coser ei Adve: tise Electric Contractors into Advertising Judges 


New York, Aug. 7—On the the- 
ory that the man who reads the 
ads often considers himself a bet- 
ter judge than the man who writes 
them, Federal Pacific Electric Co., 
manufacturer of Stab-lok, small 
household circuit breaker, which 
is said to be on its way toward re- 
placing the familiar fuse, has cre- 
ated a stir in the electrical con- 
tracting field with an unusual 
campaign. 

Using a ten-page, two-color 


a cs gatefold insert in the July issues of 
<4 4) Contractors Electrical Equipment 
; vs, ee. and Electrical Construction & 


Maintenance, the company is of- 


fering a trip to Paris and 20 other 


S orts! y prizes to electrical contractors. 

€ a ee They are required simply to indi- 

ee cate their judgment of six different 

ia : advertisements shown in the gate- 

fold. Only electrical contractors 
are eligible to enter the contest. 

Two days after the first ad 

appeared, according to Sven 

ee : 4 Thornblad, Hicks & Greist account 

sports lovers television sports 2 executive, 200 entries had been 

Red - * received. To date, the number re- 


coverage on WHO.-TV, because our TV operation uses oom ceived has risen to 2,000, he said. 
the same great sports staff that has built such a | a ‘tn rare aes ae 


tremendous reputation on WHO Radio! wy which closes Oct. 15, is to educate 
the electrical contractor regarding 


In addition to daily sportscasts by Jim Zabel, lowa’s ; the benefits he enjoys by installing 
“most-list l-to” sport ' . Stab-lok in homes rather than oth- 
pe er, WHO-TV schedules er types of circuit-protection de- 


scores of exciting sports contests — both live and on film. vices, Mr. Thornblad said. 
“By posing as an advertising ex- 


How loyal and enthusiastic is the WHO-TV pert,” he said, “the contractor must 
dience i study the advertising messages and 
epee as ? Well, last Fall when analyze the sales arguments. Later 
there was a slight technical delay in ee on in the campaign we will raise 
‘“ s £ Poa is doubts in his mind, suggest that he 
getting one football telecast on the air, ; ae study the ads again and invite him 
WHO-TV received 1500 phone calls — and : Pe — a gr torre — 
ee lectrical saling 
the Northwestern Bell Telephone Company - being used to tell distributors 
rted ! : about the contest and how it is 
SESS RNG OF SONS Sine celle . | imtended to benefit them and their 
Let riffin. W. .. contractor customers. 
Peters, Griffin, apes give you all the facts ™ Robert Wanek, adv ; 
on WHO-TV — lowa’s BIG television value. oa ager of Federal Pacific, said the 
° <9 so-called “Six Golden Benefits 
Ad-Ranking Contest” has exceed- 
ed all expectations. 

“Even if the flow of entries 
were to fall off to a fraction,” he 
said, “we will have enjoyed a fan- 
tastically high rate of returns on a 
relatively low-budget campaign.” 


Three Join Hicks & Greist 

Arthur Cerf Mayer, Leonard Bit- 
tner and Venable Herndon have 
joined the copy staff of Hicks & 
Greist, New York. Mr. Mayer was 
formerly with Norman, Craig & 
Kummel; Mr. Bittner was previ- 
ously with Kenyon & Eckhardt, 
and Mr. Herndon was formerly 
senior copywriter with L. Bam- 
berger & Co., Newark. 


Lawrence Named Editor 
Floyd G. Lawrence, formerly 


Col. B. J. Palmer, President publicity manager of the Packard- 
P. A. Loyet, Resident Manager Clipper division of Studebaker- 


Peters, Griffin, W: Inc. Packard Corp., Detroit, has been 
wactonle eon appointed editor of Automatic Ma- 


Nati j i 
ational Representatives chining, Rochester. 
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Company Expenditures 


1955 


1954 


¢ 1 General Motors Corp... $62,587,251 $37,391,415 


e* 2FordMotorCo. 


e* 3Chrysler Corp. ................. 24,058,711 


e* 4 Distillers Corp. — 
Seagram's Ltd. .......... 


** 5 Colgate-Palmolive Co. 


e* 6General Foods Corp. ........ 
e* 7 Procter & Gamble Co. 
e* 8 Lever Bros. Co. 
¢ 9General Electric Co.......... 
© 10 National Distillers 
Products Corp. ............ 
* 11 Studebaker-Packard Corp. 
¢* 12 Schenley Industries, Inc... 
¢* 13 National Dairy 
Products Corp. 
¢* 14 Philip Morris & Co., Inc..... 
¢ 15 American Tobacco Co. ...... 


¢* 16 General Mills, Inc. ......... 

* 17 R. J. Reynolds Tobacco Co. 
2¢ 18 National Biscuit Co........... 
e* 19Armour&Co. ............ 
e+ 20 Eastern Airlines, Inc. ...... 


_ ©© 21 American Motors Corp. .... 


°° 22 Swift & Co... 
¢* 23 Standard Brands, Inc. ...... 


e* 25 Hiram Walker 
Gooderham & Worts Ltd. 


* 31 Socony-Mobil Oil Co., Inc. 
e* 32 Sterling Drug, Inc... 
¢ 33 Westinghouse Elec. Corp. 
¢ 34 Gulf Oil Corp... 


e+ 35 American Home Prod. Corp. 


© 36 Clorox Chemical Co........... 
¢* 37 Shell Oil Co... .............. 
e+ 38 Bristol-Myers Co. 

* 39 Radio Corp. of America .... 
«+ 40 Campbell Soup Co. .......... 


ee 4] Pepsi-Cola Co. ........... 
© 42 Standard Oil Co. (N. J.)...... 


9,810,168 


. 9,335,133 


8,665,524 


. 7,946,306 


7,672,939 
7,557,414 


6,715,088 


6,025,371 
5,925,590 


4,811,426 
4,805,642 
4,273,234 


3,908,473 
3,793,402 
3,528,133 
3,407,594 
3,400,639 


3,376,354 
3,185,454 
2,884,460 
2,775,109 


2,774,618 


2,772,989 
2,749,181 
2,697,004 
2,645,666 
2,592,870 


2,562,350 
2,552,622 
2,514,967 
2,495,161 
2,469,658 


2,463,665 
2,407,907 
2,384,543 
2,365,379 
2,344,703 
2,314,609 
2,311,542 


29,610,982 17,999,652 


11,787,596 


9,815,375 
10,990,682 


9,351,441 
7,251,400 
6,803,797 
3,792,542 


6,718,375 


5,121,118 
6,157,600 


3,338,891 
1,245,847 
2,623,775 


3,186,138 
3,100,393 
2,354,007 
2,413,462 
2,819,776 


4,015,528 
2,971,310 
3,740,877 
1,558,936 


1,821,078 


2,344,852 
1,380,127 
2,133,662 

519,046 
2,136,409 


2,389,393 
2,822,348 
2,184,427 
2,048,242 
1,587,823 


2,330,431 
1,752,079 

922,532 
1,569,702 
1,567,374 
1,543,614 
2,389,288 


In 1955... of the 100 leading ° 
general advertisers in newspapers 


96 ran in New York City 
¢ 93 used the New York News 


¢¢ 6/7 spent more in The News 
than in any other New York Newspaper 


The preference 1or The News includes 25 of the 29 grocery 
product advertisers listed...all 10 of the drug store products, 5 of the 9 


distillers, 3 of the 5 airlines, 3 of the 4 cigarettes, 3 of the 5 automotive, 


all 3 insurance, both of the tire and beer advertisers. 


Because The News does a majority job for any advertiser in the 


country’s largest market...at the lowest cost! 


Company Expenditures 1955 
* 43 Doubleday & Co., Inc. ...... $2,257,430 
© 44Sun Oil Co... 2,188,692 


«¢ 45 Monsanto Chemical Co. . 2,163,223 
°° 46 Goodyear Tire&RubberCo. 2,110,507 


«+ 4] Gillette Co... 2,097,957 
+ 48 international Cellucotton 
Products Co.......... 2,007,914 
ee 49 Liebmann Breweries, Inc. 2,029,431 
¢+ 50 Borg-Warner Corp. 1,982,556 
* 51 Standard Oil Co. (Indiana) 1,870,732 
e+ 52 Greyhound Corp. .............. 1,861,634 
*° 53 Borden Co. 0... 1,855,566 


54 Wm. Wrigley Jr. Co........... 1,829,295 


* 55 Publicker Industries Inc... 1,777,961 
+ 56 Curtis Publishing Co. ..... 1,722,811 
¢* 57 Johnson & Johnson .......... 1,714,839 
¢ 58 United Airlines Inc. .......... 1,690,172 
¢ 59 Trans World Airlines ........ 1,675,558 
* 60 Carnation Co, .................. 1,671,578 


¢* 61 Block Drug Co., Inc... 1,669,641 
+ 62 Helene Curtis industries. 1,663,714 
+ 63 Best Foods, Inc. ............... 1,661,495 
« 64 Pillsbury Mills, inc... 1,608,694 


e+ 65 Liggett & Myers Tobacco Co. 1,569,970 
66 Phillips Petroleum Co. .... 1,519,645 

¢* 67 Brown-Forman 
Distillers Corp... 1,505,868 


*+ 68 Chesebrough-Pond’s, Inc.” 1,444,949 
+ 69 Prudential Insurance Co... 1,415,597 


e 70 Eversharp Inc. 1,403,761 
++ 71 Pabst Brewing Co. .......... 1,378,172 
°° 72 Wesson Oil & 

Snowdrift Sales Co. ...... 1,371,600 


1954 
$2,087,931 
1,610,937 
4,101,841 
2,267,630 
2,296,936 


1,635,247 
2,435,829 

722,908 
1,469,876 
1,746,260 
2,811,797 
1,696,520 
1,945,487 
2,210,773 

878,393 
1,173,936 
1,167,061 
1,652,443 

703,557 
1,952,681 

923,364 

907,095 
3,628,065 


1,519,911 


1,503,530 
1,252,267 
1,239,630 
178,153 
372,795 


1,097,355 


THE f@ NEWS, New York's Picture Newspaper 
with twice the circulation, daily and Sunday, of any newspaper in America 


Company Expenditures 1955 
e+ 73 Lanolin Plus, Inc." ............ $1,368,423 
¢ 74 Pan American 


World Airways .............. 1,355,172 
© 75 Kellogg Co. 2.0... 1,355,155 
¢* 76 Firestone Tire&RubberCo. 1,331,551 | 
¢ 77 Renfield Importers, Ltd... 1,298,745 
« 78 Canada Dry Ginger Ale...... 1,256,958 
e* 79 Wilson & Co., Inc. ............ 1,256,520 
80 Continental Oil Co. .......... 1,251,430 
81 Glenmore Distilling Co... 1,232,463 
*+ 82 Continental Baking Co... 1,213,136 
¢+ 83 Mutual Benefit Health 
& Accident Assn. ........ 1,182,428 
¢* 84 National Airlines, inc. ...... 1,130,551 
e* 85 Beacon Co. oo... 1,127,488 
We Oy tO OO, |... ccc 1,125,052 
87 Nebraska Consolid. Mills. 1,120,821 
* 88 institute of Life Insurance 1,102,294 
e+ 89 CornProducts RefiningCo. 1,083,720 
«+ 90 Consolidated Cigar Corp... 1,079,303 
¢* 91 B. T. Babbitt, Inc. .......... 1,044,412 
92 Standard Oil Co. (Calif). 1,043,057 
93 Eastman Kodak Co. .......... 1,030,386 
e+ 94 Avco Mig. Corp. ............... 1,016,306 
* 95 Du Pontde Nemours &Co. 1,011,280 
* 96 Union Carbide 
& Carbon Corp............... 1,003,377 
+ 97 International Latex Corp.. 997,678 
© 98G.F.Heublein&Bros., Inc. 993,229 
© 99Phileo Corp... 990,716 
100 J. A. Folger & Co... ...... 990,145 


*Chesebrough-Pond’s Inc. merged June 1955. 
tFormerly listed as Consolidated Cosmetics, inc. 


1954 
$1,707,173 


1,130,703 
1,059,120 


949,585 
1,092,658 
1,040,396 
1,118,183 

770,870 


912,360 
438,543 


1,203,130 
1,003,189 
1,466,758 
2,172,663 

744,628 
1,159,511 
1,061,707 
1,035,646 

633,352 
1,223,070 
1,708,488 
1,379,852 

818,794 


939,235 
115,973 
760,245 
1,349,976 
833,643 
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Shoe Industry Gets 
‘PR Boost from 
Union Pamphlet 


Boston, Aug. 7—A little pam- 
phliet hastily put together by the 
Boot and Shoe Workers’ Union last 
spring for distribution at an ex- 


The 3,000,000 intelli spp beer of the Armed Forces form hibition apparently has turned out 
the test tial INFLUENCE GROUP in history. They rely on f ' to be one of the most popular in- 
the oo ice a for their eee “ es oo they dustry promotional, pieces the shoe 
in y, opinions they form, are ca civilian life : 
odern business takes the public into its shares its Outsell All Other Service : ee ee ae, Short 
— its hopes, its plans with the people. The cream of tomorrow’s Combined 2 to St Y "Lo R ber.” 
dership is now in the Armed Forces. And it will continue thus, in All ory xou ng Kemember, 
because every able bodied young American must take his turn at Readership Among Officers in the pamphlet summarizes key 
military service. Branches & TIMES GREATER facts about the American shoe in- 
Here is where YOUR institutional story will be absorbed by THE Than Total Circulation of Next Nearest dustry, its current production, how 
INFLUENCE GROUP OF TOMORROW. Publication much goes into making shoes, their 
Best Gites 1» Mowe & Fawr | quality, the people who put them 


Write for rates, copies, and new market data book, “Timely Facts”. 


ARMY TIMES PUBLISHING CO. 2020 M. St, N.W., Washington 6, D.C. 
U.S. OFFICES: Atlante, Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphic, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


ARMY TIMES » AIR FORCE TIMES * NAVY TIMES 
jue AMERICAN WEEKEND * U.S. COAST GUARD MAGAZINE 


A 
TV Station 
Is Measured 


together and the shrinking portion 
‘of the wage earner’s income it 
takes to buy them. 

A simple eight-page leaflet with- 
out any art work, it was conceived, 
| written and printed within three 
| days, so it could be distributed by 
the union at the show put on in 
Seattle last April by the AFL-CIO 


Every field has its pacesetters, and this is 
especially true of TV. In most multi-station 
markets, one station leads (and forces the 


thers to follow by 
sheer pressure of com- 
petition). That’s the 
primary significance of the 


many WSM.-TV firsts, only partially 
illustrated here. 


M-TV was the first TV station to set up 
Zé oe in this market by a margin of more 
than three years. And WSM-TV built the 
longest privately owned television relay 
system in the world in order to bring its 
viewers live network TV three years before 
public transmission facilities could be 


provided. 


INITIATIVE! 


In that pioneering tradition, WSM-TV con- 
tinues to lead the way. 


Two current examples: 


WSM-TV’s entirely new type tall tower, now 
construction, that will be not only the 
tallest tower in the South, but will also do a 
coverage job that no other tall tower now in 
existence can do. 


Sumckulse survey of this market (April, 
996) showing WSM-TV with 12 of the top 
B) 15 once-a-week shows, 8 of the top 10 multi- 

Vege fame weekly shows. 


. eee 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 
IRVING WAUGH, Commerciol Manager 
EDWARD PETRY & CO., Natione! Advertising Representatives 


Advertising Age, August 13, 1956 
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SHOE TALK—Five shoe retailers in 

Laredo, Tex., backed this shoe in- 
dustry ad, a reprint of a Boot and 
Shoe Workers’ Union pamphlet. 


union label and service trades 


council. 


s First, the more than 300,000 
people who got a copy of it at the 
show reportedly received it en- 
thusiastically. Then, to the union’s 
surprise, shoe retailers in the Se- 
attle-Tacoma area began ordering 
the booklet in quantities for their 
own distribution and use. 

As copies of the booklet circu- 
lated, the union reports, orders for 
quantities ranging up to 15,000 
copies started coming in from all 
over the country, from Canada and 
from Europe. The orders came 
from shoe retailers, manufacturers, 
foot doctors and school teachers. 

At least one group of retailers 
followed through and had the story 
printed as a newspaper ad. The 
Times, Laredo, Tex., recently car- 
ried a b&w page ad, signed by 
five local shoe retailers, reprinting 
the booklet’s text. 


Close and Patenaude Form Co. 
E. Burt Close and Joseph A. Pat- 
enaude, former vps of Patterson 
Productions Inc., have formed their 
own company, Close & Patenaude, 
with offices at M-217 Delaware 
Trust Bldg., Wilmington, Del., and 
1703 Fox Bldg., Philadelphia. The 
new company specializes in mer- 
chandising, sales promotion, sales 
training, slide films and distrib- 
utor and dealer presentations. 


Surveys up to here! 


Find out what's being 
done by the industrial 
traffic manager market 
about freight trans- 
portation, materials 
handling, packaging. 
(It'll open your eyes} ) 


Get the facts| 


TRAFEIO 
WwoRrz.)D 


515 Madison Ave., N.Y. 


WSM-TV's sister station — Clear Channel! 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 
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To Major Appliance Manufacturers, Distributors and Retailers—and Ad Agencies, Banks and Utilities . . . 


U. S. STEEL’S 
‘Operation Snowflake’ 1956 


means extra business for you this Christmas 


Here’s how you can 
make the most of © 
“Operation Snowflake” 


FIRST, Send for the free 
PROMOTION KIT for the 
complete story on “Snowflake” 


MAJOR APPLIANCE MANUFACTURERS: 


Feature the “White Christmas” promotion symboi we 
theme in your own national advertisements . 
courage your ee a | dealers to tie-in with the 
hard-hitting promotion . . . offer special cooperative ad- 
vertising material. 


Advertise the promotion on radio and TV, in newspapers 
and through direct mail. Set up window and in-store 
displays. Feature the promotion theme, “Make it a 
pac aaaaile . Give Her a Major Appliance,” and 


Here’s what ITE 
U.S. Steel will do CHRISTMAS 
to advertise the 


“Snowflake” promotion 


ON TV’S UNITED STATES STEEL HOUR 
. . . 6 commercials will tell everybody to “Make it a White Christmas... 
Give her a Major Appliance.” Two messages will be seen by 25 million people 
on each telecast of November 7, November 21 and December 5. 


IN OVER 300 NEWSPAPER ADS 


... U. S. Steel will get to your customers with a 1000-line ad encouraging 
them to “Make it a White Christmas . . . Give her a Major Appliance.” You 
can put your ad in the same newspaper with U. S. Steel’s ad and make it 


The increased sale of major appliances means more con- 
sumer credit business for your bank. Team up with the 
sales drives of aby ee eee dealer and distributor ac- 


bring customers into your store. counts. Set u Advertise the 
promotion you — 
ADVERTISING AGENCIES: 


If one of your clients sells major appliances, or will 
rofit from the increased sales of major appliances, show 
how he can tie-in with the “Operation Snowfiake” 
promotion. Use the ~ sade ph eng symbol = theme in both 


BY SATURATION RADIO 
.. . 2,000 U. S. Steel radio spots will be beamed from powerhouse stations 
covering 85% of the country’s population in the two-week period of Novem- 
ber 26 through December 7, planting the Christmas gift idea, “Make it a 
White Christmas... Give her a Major Appliance.” These commercials will 


build recognition for your own tie-in advertising. Increased a sales mean bigger service loads for 


you. So he with “Operation Snowflake.” Organize a 
sales campaign among distributors and dealers. 
ag tg te the material in the free promotion 

eature and theme in your 


This free “Operation Snowflake” Kit SS Seen 


will get YOU started Summ) | Marte Developmen Division 


United States Steel, Pittsburgh 30, Pa. 
lt contains the ingredients with which you can ; : 
build your own tailor-made “Snowflake’’ promotion Please send me the free ‘Operation Snowflake” Promotion Kit. 


8 merchandising tags for appliances and windows, 5” x 5” .. . four 
2 streamers for walle, windews end appliances, 8¥x” x 54”; red, green 


and white. 
4 bencle bennere, 14” x SW” . . . two are red and white and twe are Firm 
green and 
1 poster, in color, 36” x 22”. Address 
Reproduction art sheet which includes finished art for direct mailer, 

ads. 

Merchendicing plen beck csntelsing cuggested aowspaper ods end City State- 
radio scripts, display ideas, available TV commercials. Please indicate type of business: Advertising Agency (] Manufacturer (] Distributor [j Retailer () 


© Utility Bank (Other 
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Chemical 
_ Engmeering 


Lig 


ENGINEERING-MINDED 
PRODUCTION MEN 
READ IT 


Si 


set .< we 


a *k aay 


havé:a two-fold marketing job-on your hands in the Chemical Process 
Industries’, . . to Sell both plant-processing men and the business leaders ; 
who guidg and direst this $41:pillioga-year spending manufacturing giant. 
' Obviodsly, no single-publication’ can satisfy the specialized editorial 
requirements, meet the. individual'reader interests of each. It takes two = 
: magazines to meet.the stringent specifications ofboth of these important 
buying groups °.. processing. men-charged with the design, construction, 

; operation and maintenance of CPt plants relying on the applied technology ’ ; 
of Chemical Engineering: .. management in administration, production and — 
research on the fast news analyses and interpretations of Chemical Week. 

Together...these two McGraw-Hill Jeaders offer a double-barreled approach 
to all the influencés which can make or break your chemical process 
selling. But getthe full story... ask your “CE or CW representative for 

es ee Your Most Vital Market Today, The CPI... or write our Research Department 
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French Admen Join to Flush Facts, 


Figures on Gallic 


Parts, Aug. 7—The French ad- 
vertising industry is finally doing 
something about securing more in- 
formation on the readership of 
newspapers and magazines. 

One of the biggest handicaps ad- 
vertisers and agencies face here is 
the inadequacy of such data. Most 
of the leading publications do have 
their net paid circulations certified 
by the OJD (France’s Audit Bu- 
reau of Circulations), but beyond 
that, it’s anybody’s guess as to who | 
the readers are, what they do for 
a living, how much money they 
make, how old they are. 

A tripartite commission, com- 
prising representatives of media, 
agencies and advertisers, was 
formed earlier this year and has 
now come up with a questionnaire 
to poll a cross-section of the 
French public and find out what 
they read and why. 

Americans might wonder why it 
took the commission nearly six 
months to draw up a questionnaire 
and decide how the survey should 
be carried out. The answer is that 
quite apart from the fact that 
things move a good deal more 


Weve Moved 


Reading Public 


slowly in France than in the US., 
French people are not accustomed 
to being polled. 

The Frenchman is fiercely in- 
dividualistic; he feels his personal 


habits and preferences are his own 
affair and considers it an affront 
to his individual liberty to be ques- 
tioned on such matters. So he has 
to be handled with kid gloves 
where surveys of this kind are 
concerned. 


® The commission’s questionnaire, 
which will eventually go to 25,000 
households, is now ready for scru- 
tiny by psychologists and market 


research experts; it may be modi- 
fied in the light of their comments 
and criticisms. When it is finally 
knocked into shape, a pilot survey 
covering about a hundred families 
will be carried out. 

The whole project is to be cen- 
tralized in a non-profit organiza- 
tion specially formed for the pur- 
pose. Costs are being borne by the 
advertisers themselves, though 
some media may contribute, too. 


| 
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Another long overdue measure 
directed toward making good the 
lack of facts and figures about 
French advertising is being taken 
by the Union des Annonceurs— 
the national association of French 
advertisers. 

Up to now, only approximate 
statistics of advertising expendi- 
ture in France have been available, 
but the union recently urged all its 
members to reveal detailed break- 


e TOP POWER 


© TOP ELEVATION 


2,000 Ft. ahove average 
terrain - 3,936 Ft. 
ebove sea leve! 
e EXCLUSIVE CBS 
AFFILIATE 


For 32 years, WDBJ has been the 
favorite name in Radio in Western 
Virginia. Now—it’s TOP HEIGHT 
—TOP POWER for WDBJ-TV 
—with exclusive CBS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and talent 
work for you. 


WDBJ-TV goes to maximum 


power and height about mid-August 
—backed by a power-packed viewer 
promotion program throughout the 
coverage area! . 


Ask Peters, Griffin, Woodward! 


Owned and operated by 
the’ Times- World Corp. 


Peters, Griffin, Woodward, inc. 
National Representatives 
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downs of amounts spent on various 
media, as well as on market re- 
search, public relations, and the 
like. It is hoped, says the Union, 
that advertisers will cooperate 
and that figures will be published 
around October of this year. 


Niles Advances Ruth Ratny 
Fred A. Niles Productions Inc., 

Chicago, has appointed Ruth L. 

Ratny creative director. Miss Rat- 


ny, who has been with Niles since 
its inception in December, 1955, 
formerly was a film writer with 
Kling Studios and before that was 
with Ruthrauff & Ryan, J. Walter 
Thompson Co. and Foote, Cone & 
Belding. 


Sallans Named Representative 

Petroleo Interamericana, Eng- 
lish-Spanish publication for the 
Latin American petroleum indus- 


try, has appointed William J. Sal- 
lans to the new post of southwest- 
ern representative, handling ad- 
vertising sales throughout the area. 
Formerly circulation manager of 
the publication, he will headquar- 
ter in the home office in Tulsa. 


Haywood Names Eames 
Haywood Publishing Co., Chi- 

cago, has appointed Orrin A. 

Eames manager of its Cleveland 


Mr. 


Eames has been a 
member of the sales staff of Elec- 
trical Dealer and Electric Light & 
Power in Haywood’s Chicago and 
Cleveland offices since 1948. 


office. 


Hoag-Blair Boosts Foote 

Richard L. Foote, sales manager 
of Hoag-Blair Co., New York, for 
the past year and a half, has been 
appointed exec vp of the tv station 
representative. 


‘ 


IN A YEAR! 


the work. 


advertisers! 
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HOUSEHOLD'S 2'/2 MILLION 
FAMILIES BUY 3,000,000 
MAJOR AND SMALL APPLIANCES 


With an average of 6% rooms and 3% persons, Household homes are 
centers of uncommon activity—more of it pleasurable because these 
homes are mechanized with push-button equipment which does most of 


The steady flow of buttons and dials into these 2‘ million homes is 
stimulated by Household's home service editorial content—which con- 
sistently pre-sells 21% million home families on the convenience, comfort 
and leisure derived from home mechanization. 

Home families plus home service editorial—that's the profit combina- 
tion with which HOUSEHOLD HITS HOME for more and more leading 


Household... 


FOR 22 MILLION FAMILIES WHO MAKE THE MOST OF HOME 


_ 38 
Canadian Car Output 
Will Rise 5% in ‘56, 
Chrysler Head Says 


Toronto, Aug. 7—The Canadian 
automobile industry is likely to 
produce close to 400,000 units this 
year, an increase of about 5% over 
last year’s record figures, Ron W. 
Todgham, president of Chrysler 
Corp. of Canada, said last week. 
Last y2ar the industry sold in 
Canada some 387,000 automobiles, 
compared with 360,000 in the pre- 
vious record year, 1953. In 1937, 
the best prewar year, 114,000 cars 
were sold. 

Chrysler itself, Mr. Todgham 
said, expects this year to sell 110,- 
000 units—about 27% of the total 
Canadian market. 

This compared with 14% of the 
market two years ago and 23% 
last year. In this year’s first six 
months, retail sales to customers 
totaled 55,300 cars, or 26.4% of the 
market and an increase of 10% 


over the corresponding period last 
year. 


Serves Management 
On Shows & Exhibits 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others planning 
trade shows and exhibits look to 
AR for ideas, “how-to” articles, 
and new developments they can 
use. Following are typical articles 
that have helped build intense 
readership of AR every month: 


“Closed Circuit TV" 
Redesigning an Exhibit 
Pays Off” 
“How to Make Fair Exhibits 
Pay Off” 
“Budgeting for Trade Shows" 
“Fairs as an Advertising Medium" 
“Trade Show Trickery” 
“Yale Puts lis Show on the Road” 
“Maturity for Trade Show 
Exhibits” 


{ 


Sells Management 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturally get inten- 
sive readership and _ response. 
Among AR’s current advertisers 
are: 


Middle West Display & Sales Co. 
Exhibit Management Associates 


TOPEKA, KANSAS, 912 Kansas Ave. CHICAGO 1, 333 N. Michigan Ave. Hollywood Banners 


NEW YORK 17, 420 Lexington Ave. SAN FRANCISCO 4, 1207 Russ Bidg. Sho -Aids, Inc. 
CLEVELAND 14, 609 Union Commerce Bidg. LOS ANGELES 5, 633 S. Shatto Place Gibraltar es te 
Lewis Barry Inc.—Trade Show 
= Exhibits 
Sheraton Hotels 


F 2x Company, Inc. \ 
General Exhibits and Dispiays Inc. 


If shows and exhibiis are either 
your problems or your products 
—turn to AR for results! 
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To WICHITA, Kansas 


port, one of the world’s 10 busiest. Once ar- 
rived, it’s 10 minutes to downtown Wichita. A 
growing city with a newspaper that is keeping 
eee Wichita Eagle—over 9 out of 10 
omes daily and Sunday. 


To WESTCHESTER COUNTY, N. Y. 
Right next door to New York city but miles 
apart when it comes to buying and reading 
habits. Fastest route to highest income families 
in New York State is through the Westchester 
Group Newspapers. Over 140,000 circulation 
reaches 7 out of 10 families daily. 


Te WAUKEGAN, Illinois 

One route from New York is via the St. Law- 
rence Seaway. Waukegan, now planning the 
port of the future, is covered only by the 
Waukegan News-Sun, which reaches close to 
100,000 readers daily. 


Five hours—Madison avenue to Wichita air- 


The Nonpareil takes you to Main Street and 
Broadway in booming Council Bluffs 


To ROANOKE, Virginia 
Board a plane, train, or bus, or take Lee’s high- 
way to the beckoning land of western Virginia, 
where more than a half million people look to 
The Roanoke Times and the Roanoke World 
News as “their” newspaper. 


To OGDEN, Utah 

Railroad travel from New York progresses 
through Chicago, Council Bluffs, and thence 
into the junction city of Ogden. Once in Ogden, 
you go direct to the consumers with the Stand- 
ard-Examiner, 92‘ A.B.C. coverage daily. 


To NEW YORK, New York 

By subway or cab... a half hour is all it takes 
to get to the New York Journal-American. 
And, evening after evening, that means selling 
the a home audience in the world’s largest 
market. 


To NEW ORLEANS, Louisiana 

Eastern Airlines, and now two others, Delta 
and Capital Airlines, offer direct service from 
New York. Once in city of Canal Street, you 
go straight to buyers with The Times-Picayune 
States, 8 of 10 homes daily! 


In fancy, fly with us to w 


To WATERLOO, Iowa 


Nonstop to Chicago, then nonstop via Braniff to 


Waterloo, Iowa’s Industrial Capital, where you 
reach buyers immediately, through the Water- 
loo Daily Courier, covering a rich 15-county 
retail market totailing a whopping $351,893,250! 


To VANCOUVER, Canada 
Cross the contirient, and you’re in Canada’s 
3rd largest market—where newspapers reach 
everyone at all levels. The Vancouver Province 
is a must advertising medium in this lively, 
growing market! 


To SOUTH BEND, Indiana 
Starting tomorrow, the Northern Indiana Toll 
Road will connect South Bend with New York 
and the eastern seaboard through 600 miles of 
high-speed toll road. The South Bend Tribune’s 
percentage of family coverage in metropolitan 
area is among nation’s highest—93.6%. 


To ST. PETERSBURG, Florida 

Eastern and National fly you from Madison 
Avenue to booming Pinellas County in four 
hours . . . where you'll find new installations 
for G.E., Minneapolis-Honeywell, United Air- 


craft, Lockheed . . . and 8 out of 10 Pinella 
families reading The St. Petersburg Times. 


To ST. JOSEPH, Missouri 

Leave New. York 4:15 p.m., arrive in St. Joe, 
Mo., 3% hours later—then reach into the homes 
of nine buyers out of 10 in Missouri's 3rd larg- 
est city with the St. Joseph News-Press and 
Gazette. 


Teo ROCHESTER, New York 
Now—Capital turbo-jet service nonstop from 
New York city to Rochester Times-Union and 
Democrat and Chronicle. Nonstop service here, 
too—straight to eager families. Over 245,000 
circulation, 97% of it in shopping area. 
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To PORTLAND, Oregon 
From New York it’s 9 hours by airline and 
you’re in Portland, Oregon, a market of active 
and responsive buyers . . . responsive particu- 
larly to advertisements in the city’s big home- 
owned evening newspaper, the Oregon Journal. 


To PORTLAND, Maine 

Northeast Airlines nonstop flights bring New 
York to within one and a half hours of Port- 
land—the nation’s Number One 75,000-150,000 
test market, served exclusively by the Portland 
Press Herald—Evening Express. 


To PITTSBURGH, Pennsylvania 


Fly, train-ride, or motor over the turnpike to 
the Golden Triangle of “Booming Revitalized 
Pittsburgh” .. . 8th market of America... way 
above average in wages. . . Sell an audience 
greater than city of Buffalo in the Sun-Tele- 


graph 


To PEORIA, Illinois 


It’s only four hours by TWA or American air- 
lines from New York to the rich Peoria market, 
served by 15 Class One railroads. Peoria is rich 
in industry and agriculture—it’s a popular test 
market, too, sold by the Journal Star. 


To OKLAHOMA CITY, Oklahoma 


American Airlines or TWA take you there in a 
few hours. Once in this fast-growing civil and 
military air center, the Oklahoman and Times 
take you directly to 4 out of every 5 homes 
within 100 miles. 
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Drop, fer lnatinhde, into Beckley. W. Va. where etlling begine with Post Herald and Raleigh Register 
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To MUNCIE, Indiana 
Overnight service on four New York Central 
trains puts advertising campaigns or New York 
fashions into over 90% of the homes in the 
Muncie market through the Muncie Star and 
Press—almost before the ink dries on the 
proofs or before the apparel is wrinkled! 


To MEMPHIS, Tennessee 

Just mail your advertising copy and/or mats, 
zines or electros to Memphis Publishing Com- 
pany, 495 Union, to cever the $2% billion Mem- 
phis market through the Commercial Appeal 
and Memphis Press-Scimitar. - 


To LYNN, Massachusetts 

New York, New Haven and Hartford railroad, 
Eastern Airlines, and Greyhound buslines pro- 
vide swift service from New York to Boston, 
just a few miles south of Lynn. In Lynn, where 
General Electric employs 20,000, you go 
straight to buyers with the Lynn Daily Eve- 
ning Item. 


To LUBBOCK, Texas 

Choice of railroads to Chicago via Santa Fe 
through service provides quick travel from 
New York. In the Hub City of West Texas, the 
Avalanche-Journal will take you twice daily 
to the buyers where per family effective buying 
income ranks first in Texas. 


To LOWELL, Massachusetts 

New York Pullman car (10:15 p.m.) drops into 
Lowell during night. First people you see (first, 
last and in-between) all are readers of The Sun. 
They’re the customers you want. Meet them en 


masse through The Sun. 
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To HUNTINGTON, West Virginia 
Huntington has direct connection with New 
York pd by rail and plane. Once in the Jewel 
— of . rng ee you can go straight to 

uyers wi e Huntington New 3, 9 out 
of 10 homes served daily. “gas 


To FORT SMITH, Arkanas 

Fort Smith connects with New York by rail- 
road, highway and airline. Once in Fort Smith, 
advertisers go straight to Garrison Avenue with 
Times Record and Southwest American 100% 
city zone daily coverage. 


In Fort Smith, Arkansas, super selling begins with the pages of Southwest American and Times Record 


ere Selling ‘comes a fact! 


For the merry fun of it, these dog-August days, we have gathered on these two pages 
the sundry routes you may take to get from your office on Madison Avenue to a 
number of the places where people buy what you’re zealously selling. Once you 
land in these places, you’ll notice there’s always one direct, quick way to get on to 
the buyers, with no whimsey of route about it! It is to take up with the local news- 
paper—for the newspaper is the medium that whisks you straight to the buying 


community, and to the sale—your sale! 


Teo HONOLULU, Hawaii 

Breakfast in New York, dine in Honolulu the 
same day! The world’s top airlines speed you to 
this prosperous Crossroads of the Pacific Com- 
munity, and crack ocean liners and freighters 
rush your goods to buying Hawaii, where 9 out 
of 10 families read the Honolulu Star-Bulletin. 


To GREENSBORO, North Carolina 
Direct routes from New York make this im- 
portant market easily accessible—In a matter 
of a few hours you can have your sales messages 
delivered into the more than 100,000 homes 
covered by the Greensboro News-Record. 


To GREENVILLE, South Carolina 
Trains, planes, autos and buses—Greenville’s 
on the main line for them all. And in Green- 
ville, the News & Piedmont take your sales 
message to 70% of the homes in South Caro- 
lina’s most populous, richest market. 
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Te GRAND JUNCTION, Colorado 

The California Zephyr connects direct nonstop 
Pullman daily from New York to Uranium 
Capital—Grand Junction. Once there, The 
Daily Sentinel goes direct to 93% of homes and 
saturates the fabulous Four Corners mining 
area. 


To ELGIN, Illinois 

Since pioneer days, shoppers have been beating 

a path to this city of 47,565 . . . focal point today 

for railways, airways, highways, and home of 

The Elgin Daily Courier-News, delivering more 

<a in Elgin, than there are homes in 
e city. 


To DUBUQUE, Iowa 
Take your favorite train or flight to Chicago, 
then let Burlington Zephyr or Ozark Airlines 
speed you to scenic Dubuqueland, where 9 out 
of 10 families in 100,000 population area read 
and buy from The Telegraph-Herald. 


ea? 


Downtown Wichita—direct route to sales here is Wichita Eagle. in 9 out of 10 homes every day 


To DETROIT, Michigan 

American, Capital, Northwest, TWA and 
United Airlines fly New York-to-Detroit. Once 
in Detroit, the Free Press takes you to buyers 
in the 15 counties that make up America’s 942 
million dollar Motor Empire. — 


To DAYTONA BEACH, Fierida 

This area is served by all modern transporta- 
tion systems, but, last year, 73% of its thou- 
sands of visitors travelled by auto. People en- 
joy driving their cars on the World’s Most Fa- 
mous Beach, and reading the Daytona Beach 
News-Journal, while here. ; 


In COUNCIL BLUFFS, Iowa 

United Airlines and 8 major railroads offer 
direct service from New York. Once on Main 
Street, Council Bluffs, you find the key to sales . 
in this hub of southwest Iowa is the Nonpareil, 
daily and Sunday since 1857. 


To CHICAGO, Illinois 

Or maybe you’re already there! By air, train or 
car—all travel lanes lead to Chicago. And 
when you’re in the Loop you'll find you reach 
more purchasing power for your advertising 
dollar in Chicago’s growing newspaper, the 
Chicago Daily News. 


To BILOXI-GULFPORT, Mississippi 
Take off direct by L&N to the fabulous Mi 
sippi Gulf Coast, where the Daily Herald 
reaches folks in their homes—helps you sell 
this big market! 
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The Daytona Beach News-Journal plant. to help 
you sell Daytona even better 


Te BECKLEY, West 


From New York you can travel via C&O Rail- 
way, Piedmont Airlines, or beautiful scenic 
drive on fine highways through nearby White 
Sulphur Springs to the responsive Beckley 
market, served by Beckley Post-Herald and 
Raleigh Register. 


To BATON ROUGE, Louisiana 

This burgeoning industrial city is reached in a 
jump and a hop via Eastern, Delta and Capital 
Airlines. State-Times & Morning Advocate 
reaches 90% of its buyers. 


To BANGOR, Maine 

Northeast Airlines—New York to Bangor in 3 
hours. The Bangor Daily News does a swift 
selling job all over northeastern Maine—be- 
tween breakfast and “buying time”. Saturates 
7 counties, 1/3 of state’s entire sales, income, 
population. 


To ALLENTOWN, Pennsylvania 

Two hours from Madison Avenue, and you are 
in the great Lehigh Valley, eastern Pennsyl- 
vania’s 2nd market, composed of closely knit 
communities living by their local news in their 
own Call-Chronicle Newspapers, 
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Ad, Media Men 
Weigh Formation 
of Farm Ad Group 


Cuicaco, Aug. 7—Should there 
be an association of advertisers, 
agencies and publishers interested 
in agricultural advertising? 

This question was discussed at 
considerable length at a luncheon 
today arranged by D. R. Collins, 
of Marsteller, Rickard, Gebhardt & 
Reed, which has considerable in- 


terest in this field. Advertising 
agency men and farm publication 
representatives, as well as a num- 
ber of advertisers concerned with 
agriculture, participated in the in- 
formal discussions, 

A steering committee headed by 
Mr. Collins will pursue the subject 
and report later whether formal 
organization would be worth 
while. Among the subjects which 
it was agreed could be investigated 
by the proposed association are 
copy effectiveness, market and 
media research and merchandising. 


The Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manu- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 
Write for full facts: 


Pillsbury and General 
Mills Institute Cuts in 
Baking Mix Prices 


MINNEAPOLIs, Aug. 7—The home 
baking mix war between General 
Mills and Pillsbury appears to be 
warming up again. 

General Mills touched off the 
latest competitive round by an- 
nouncing a reduction of from 8¢ 
to 34¢ a dozen packages. 

Pillsbury quickly replied, “We'll 
meet them, naturally.” 

E. H. Anderson, General Mills 
vp and director of grocery prod- 
ucts sales, said his company’s. re- 
ductions resulted from “lowered 
costs achieved through expanded 
volume.” 

The new prices, Mr. Anderson 
continued, apply to all layer cakes 
in the Betty Crocker mix line and 
to Betty Crocker frostings, Answer 
cake, brownie and date bar mixes. 

Although the price reductions 
recalled the cake mix price war of 
a year ago, industry spokesmen 


IF YOU MARKET YOUR PRODUCT 
THROUGH AUTOMOTIVE JOBBERS— 
MAKE SURE YOU SCHEDULE THIS IMPORTANT ISSUE! 


... more copies of this vital sales reference 
are worn out yearly by automotive jobber executives 
than any other trade publication! 


This is one year you cannot afford to miss having Jobber Topics’ Annual Issue 
selling on your team. No show means that automotive jobbers and their salesmen will 
depend more strongly on Jobber Topics for the sales help, 
information and ideas they'll need to do the best job in 1957! 


And they’'li look to the advertising pages of Jobber Topics to find out “what's new” 
and in what ways they can more profitably sell your line. Vital facts 
they must have to sell, stimulate and inform every prospect for your product. 


Jobber Topics belongs to the automotive jobber and jobbers like it. 

It has belonged to them for 35 years. But more important to you, jobbers read it. 

This fact has been proved time and time again through the editorial impact and sales 
leadership that only Jobber Topics offers. Ask your Jobber Topics 

representative to give you full information on the important role 

Jobber Topics can play in your marketing program. 
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said they indicated merely the 
“extreme competition” among the 
manufacturers, rather than a full 
scale renewal of the war. 


® They pointed out that last year’s 
price cuts amounted to about $1.14 
on a $6.85 case of two dozen pack- 
ages, compared with the present 
reductions of from 16¢ to 68¢ per 
case. (Mix prices were restored to 
their former levels by early this 
year.) 

Pillsbury and General Mills are 
the two leading producers of home 
baking mixes, although actual 
leadership apparently has been 
shifting from one to the other. 

Mr. Anderson said the new price 
schedule is the third reduction of a 
similar nature made by General 
Mills in the past two and one-half 
years. Layer cake mixes were re- 
duced in March, 1954, and angel 
food mix in November, 1954. 

“We are expecting this move to 
broaden the market and result in 
greater over-all mix sales for the 
food industry,” he said. “This type 
of progress followed our similar 
moves in 1954. 


= “In March, 1954, for example, 
the total market for cake mixes 
was slightly over 400,000,000 pack- 
ages a year. It is now running at 
the rate of 600,000,000 packages. 
Five years ago there were 850,000,- 
000 cakes made in the home. Today 
there are 1.1 billion home-baked 
cakes a year—and slightly more 
than half of them are made with 
cake mixes.” 

Mr. Anderson said General Mills 
expects this volume expansion to 
continue on an accelerated basis 
and to be reflected in constantly 
better values for consumers. 


Associated Artists Expands 
Associated Artists Productions, 
New York, tv film distributor, has 
taken additional office space at 
345 Madison Ave., New York, as 
well as in the building across the 
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|'GOP Convention Will 
Get Adless Facsimile 
Edition of ‘N.Y. Times’ 


New York, Aug. 7—Facsimile 
copies of the New York Times in- 
ternational edition will be avail- 
able at breakfast time each morn- 
ing starting Aug. 20 to delegates 
and visitors to the Republican na- 
tional convention in San Francisco. 

The newspapers will be edited 
and made up here and printed in 
San Francisco at 4 a.m. the same 
morning. The special 10-page con- 
vention edition will be an experi- 
mental venture made possible by 
high speed facsimile transmission 
over a portion of a video circuit 
provided by the American Tele- 
phone & Telegraph Co.’s long lines 
department. 

The editions will carry no ad- 
vertising, and will be distributed 
to delegates and convention visi- 
tors at their hotel rooms at 6 a.m. 
each morning. 

Convention stories written by 
the 20 staff members of the Times 
will cross the U.S. to the news- 
room here to be edited, set in type 
and made up in page forms. They 
then will shoot back across the 
continent to be read in the finished 
newspaper. 


Hawaiian Steamship Names 
Botstord, Constantine 

Hawaiian Steamship Co. Ltd. 
has appointed Botsford, Constan- 
tine & Gardner, San Francisco, to: 
direct its advertising and sales 
promotion. Elmer J. Martin, pres- 
ident, said plans have been com- 
pleted for an early winter sailing 
of the 18,500 ton passenger ship, 
La Guardia, between the West 
Coast and Hawaii. It will be an in- 
augural sailing and the ship will 
be re-christened before its first 
Hawaii run. 

Campaign plans will involve use 
of regional and national media, 
both consumer and trade. 


street from the headquarters office. 


SALES DISPLAY FOR EVERY TYPE OF PRODUCT 


ge ee 


EVERY TYPE OF 


ADVERTISING 


METAL DISPLAY C? 


Perhaps he olready 
works for you. . . 
if not, meet A. M. Deeco 
the best sale closer 

@ sales manager 


He plans ond 
produces metal displays 
to get these sales 
where they ley 

at the point-of-purchase 


call or write A. M. Deeco 


* SERVICE + IDENTIFY 


DEMONSTRATE 
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THEY DISPLAY. 
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~ Report from a Scout 


The milords of London would have found it only diverting . . . haus- 
fraus along the Rhine could not have decoded it . . . its strange glyphs 
would have baffled Galileo. It was written by an Indian, for Indians, 
in Indian talk. \ 

True, today’s mass media provide meeting places for people of 
all occupations and preoccupations . . . and that is good. But it shall 


_ never replace the need for special tongues. 


We talk business—fluently. We are unintelligible to. many, but 
frankly we wouldn’t have it any other way. We know that as long as 
we go right on talking business talk (and go right on printing more 
of it than anyone else in our field), Business Week will continue to 
attract the greatest concentration of management men. 

And, judging from our advertising volume, there is no finer access 
to business management than its own special talk —the business news. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


For 11 consecutive years, Business Week has carried 


more pages of Stationery and Miscellaneous 
Paper Goods advertising than any other 
magazine in its field. Advertisers in 1955: 


Acco Products, Inc. 
Chart-Pak, Inc. 
Columbia Ribbon & Carbon Mfg. Co. 
Dennison Mfg. Co. 
Eastern Corp. 
Goodyear Printing & Stationery Co. 
Hammermill Paper Co. 
lah & lak 
Kalamazoo Label Co. 
Minnesota Mining & Mfg. Co. 
Moore Corp., Ltd. 
(Moore Business Forms, Inc.) 
National Blank Book Co. 
National Cash Register Co. 
Nekoosa-Edwards Paper Co. 
Old Town Corp. 
Parsons Paper Co. 
Strathmore Paper Co. 
Thornton Co. 
Watts, Alfred Allen Co., Inc. 


Source: Publishers Information Bureeu 


A McGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


‘hd 


ee 


Leones re Ce is Coal tage oe Cale 
a ee. - ie. eee OE 2 | iat 3 
a MS oe ee a Ce ee yee es a oe Dc aad is | leans — ee a 
SF a a is _ a ie 2 AS on Jy aoe WRI io as on ae aa moe tke” ee eee ees aw hoaee > aS fe ae ae ey a 
vires ; 5 eS, Bo RR pg ee ae Ai: ee ee ate Sh eran ay ae 2 ie in et Ty fe 
teen i ‘ 5 es 
i 
; 
i fs ae ll ee ee ae es Seen. ee , 
aS) yt eas Pea é 5 oe . a Sar pias ae ; di pels : 
fe: oe Mayo» Bie ema ar i 3 ae Pe ey ee Ai ay rai +) ner s ie 2 
a ll i re le a 
: ee : Bee ae a gees le Sees ra a NT ie 2 i eae ie een: ee ap es a 5 
: aes ae ee eae oS an “a, See” aa : ae 4 ve ae Cae ee ’ 
eo a j = © 7 2 — Pak 5 a Se ae fae et Te ~ : oe ae oy eee ‘ Catr i ‘ 
es acd sah ae ees Oe rages! ae ae ae . ) Bae eae : Ta er : Seeeetaey : 
ae) a Ba Eg ies i. cee ee cr ee eee nae e F her eb - 
: ee a a ea ae oa a. ae ‘Gea BL cae —— = i a 
ag ee Abies 2 ae ame £8 ee bo 3 Be ee aS i et aa or ; en 
ae ea de Melos 8 eh ae : < ‘emate | ee ‘ ars ae ee ay eee | eer eo ae i Tig 4 
ae & eh a esas he ce aad See ere 20 aa 4 Sint a> hy : ; 
3 Pies 1 a ee ae Bee aa a 2 Be eee Pe Fae = - 
oe aes aes a = + i _*e 4 a ee 1 © Sa ae reas Pe : 
‘ oh, Tee eae - pages a me - “is es. oe * eu an ete tae a Boat ‘ n 
>. a ee eee Toa i oes ae 3 ie ay if ane ns Be. Ett ge 2 ; 
/ 2 Po. i) bad 4 ee a : ee: eee 4 as 
: Bike = > Mae: fy ogee a R : a e sf Se re ate a oe Be : 
s 2 > eae ae a: cat oe ‘ es ° <a *- ee a é es a ee Tis ee” ae of : 
2, ees ay le ee Se oe Sch Dea ; Pe ee ae ' ‘ 
Be 5 ee in a SCS S * ie an ‘ tT a i oe Be en ; 
ae Be 8 | US a Yon aah lena Berrie... A, : ai RS cen hernia pages & 
Mepageet ee, We? eo a 3 cr ee ce iat 3 : ee 2 sai ai ¥ é ae : : a RT SR 
; ag tememns Se =o (Te: ete ‘ 34 i Voge | nt eur ee ee eR Mu iad : 
3 ey gh ee : en Beer ate a Lo a on J. i Se Se a ee ie eri ru 
; ee pla ae ae <3 a ee ee Wa ee a ‘ ee ee a ee G 
- Be Ae ee a ees “ry a eee eae Be (, . ee ik va : 
3 CU * a ee ee east ae bh) Se ae é : ‘ = a So ae Ki Lean Se 3 
= a ee he eR ee Re ee oy en og ‘ 
3 [> > a = q open mae | 2 tig’ bh? NS ag ch il ee i : geen Bae ‘ 
: |) ae “s . 5 Ge ee ee ee ee i. |B aaa far Se 7 
, g ee yo Mol Ni Ne et eee eee co ae i ae a i aoe 4 ; 
ee + a ee ee S.C ee Tt ee ; ety ae ae 
: + ie ’ > ay): eee, ee z gree ‘ co Nee (Sx RO eo ee = hide So . x ar Po. ae 
X Pic . iis a Re a Pee a’ eee ™ & ‘ a ‘ Age aes pm ee x 
oe. So Wop 1 a ee he i, ae 
; i) a PRES Vea ae Re 2) Sa “ag a tas, es Se hy eee *, ae Cae > 
—— ere % ae ieee cs ea * 5 See ee eee % , i 38 = 
: Be Se ps or ene + eS : re oR ea, Aa oe a ‘tei % pA * ? 
; eS a Be RMR es Tage = Bias eee are ee Met cys oy ‘, “Gee rere ; 
‘ = a .\ a=: eo ell aes yu c & Sy ore. ea ea te ieee hae % 2 A 5 ei ; E Z 
ie. oa Rae os > ® Aas. i ae 5 ee a Se el a8 ae < SHRP tae A ae pe P P Ls \ ee 7 F tae 
5 oe ee ak Ee hears ma = ee eee See ie Be | ca a F ee ar ¥ % ; 5) an . 
a a 7 ae je oe fies aM tres ao X eee re ine $ i > rg he 2 : 
; Bi ia See ae a + me. Se ae se ce si ue Ny aaa : 
‘ , re oe es, i Se hn eect ae ines ramen, 27 ae : dite ee ‘ 
ae oe eee , mere ee ieeral eit cE “\ ‘SL Otee Oe e eee | : ls : es 
. = a ae , Se Sas ent pede ey eT eee me Br Gr esc! ; : : i Ye As 
: 4a eo i ‘>. Sa ee e Se Se Cre Beet ye ‘tk, <2 eet me : . “4 aie : ~ 
- 6 rae saa ace al ee = om San tea ee Rg ae oag Y * eee ‘ hae ee forte i : $ se) ee 
eee % oo in eee ok : : Bx" a MEE BOSS ame a7 i +e : Weert 5 
ie, ane re : # aaa See en Se em. > “ey reece ae ig pag aay s Syiee 5 A 
BRE os! ae ee , “a Peace i gt By ae Ry nee i eee} ea ae te at aa cd 
Bi Wha ee ae ae” Soe i Smee : DD cae oo: t eee + ‘ 
4 Sa”. “Seas a : ee Ley : Poe ii Ge ae” Be i cee 3 oe me) i i = 4 
: ae SS ee ms =e Boe ae a. care a bee eee i a ahha “ a , = i 
< £ aes ae * Se ae ae 4 Bi: : ie oe 7 . ae Ns ee x ty ; 
: 3 coal Ppa 4 gee ae eg aoe Bem A at ete hy ee ee Pi. es, of ie 
G ee) y ME ala yi ie ec ome |. eae” - i om : LS es a x ; 
4 Be SS Aa - Bete ee is . -; oe) Gn a, bet yo es = : bs 
: ia", Ne — lle h ee, ae: ae sy a pee a ; tg : Betche om Bam ay ‘ 2 ~ 
f a me: * SA Be ‘ x eg: % a ay . oR aed i eR ; ; eB, eka <5, s 
2 E- ew am oy, baa MS pe Be a, 3) Par ee eR sae | igen J % ge eli 
oy > hz. aa : etre 340. 7 ee eS ree ee wee 3 a a <" 
e E 4 , Py +. a na oe seater tea Soe ho ae Tues <a 2 uae een pea ee eg “s 
- te X ‘oS 4 See.) ae ae oss, Lee aM vf ne Me Ae ’ = 
‘a ‘a & . “ey ne ‘abies tra ire 4. ag = eee Ae Bek, 5 "caer. ao Per ts ; 
i a a bh i aes ee 3 iy = >i ae eh a Fee \ gS cS ad “a oe 
; a ae UR eee ee . e Be Sahay Semen” i) Me, 1 ge ns a ig i 
“ ee ky ee * de ain : ‘a ae ee ee age. ma a : oe 
i va co 3“. ae x Tes oe Tie i. as ene. oo | ra oe ; 
: es ee sy Peta pe ak . ‘ s es ig Se ee tiger ee ME 2 i : 
: ie a oe thie) = x - es : A « ; 2 15 a Bo # Loe 1S a. ag ae Let f 
: Begin i a ee cord f i ot, 5 Me oie — cae eae 5 ; 
M ; a pari i ae oath coe ns & % = i a aoe? 5 Cie ae 1 ee 4 f ‘ 
oa ae of y te ' eg me ¥ E et aN Se oS, a. peter. = Ps . 
c pee Bees Pe a RS tes 7 2 4 ae ig CS, ae = (See | ope Siem 
i ee ae ree: fe ee the ee Ng ca - tae > apes S.. eile a , 
j a eae Me _ eee Ta: a 5 bs fh Si : nb on ‘55 See, wks. a 
“Ga ee rs ase amet g emt Piel ee ke 3 iene ie ae stp) Fe elt ' 
' » Be oe ve: Be a Deas “ga 2S 39 Si a ee : he ae se 
: a - 2 a ce Saieyok ’ i t a : sao Te tae Bid 7) a we es Mek hr 5 on 
: ‘a . °.. — i: ce % 3 me ee | ee ee 2 a) te. ph set ; 
3 re | i Ps Fey a al tw : t. 3 Soi aS eae i See Pei eet *. ere 
: a alee a : A a : . ey J. (oe ee eee ee fi ee See ie Ppa a : 
(ee opie: : wey Wee ae ae ice eae 
= rc a te Sa ‘we Be tg: . Taal = ae Bia? id wer GON Ae ts eis 32 ie i t 
: Pe re i lies in age PM as, wun, ee AO ing Sd sa ae Ve 8 F f 
4 aa ees ee i ‘ ee he ; Se, a aera 3, ee & pe oe , . 
' ; oe ae ae | ge. ae ae oy a Bein: |, Tig aut aaa eee . sight ecllige ees chante ue 
: Bi a J 2 -— ee ma 2 ‘< ae ae ae ae 5 ee. ri 3 2a ae pie ee or! aS 
: a ae 4 ee oe a's é ‘ gum 88, ae Ae Rane fae sede . ee ee a een 
$ : eS 8 as ‘tigen: : : ide iz Prices We" y ee Ue a eee ae 
7 wee a ae oe = ; lies ‘ ; Oat = ers , (2) ae Be Mee Bau e bre Bs nae : 
z Bi og i eres: ee Gey a ag ea ‘ - i x ¥6 3 Hie < ia F Sree R F; " a ed ees Soe 2 
‘2 ee + aa Caen. ee rd Poo ae OR iie ain, Se eo Sb ge ae fee ee Ue aned Ae oe i i : 
3 eae aan eee ee ee ee > SE ages ami (eee os ote 
Ae ey og ee. SO Ka a oa ee. ae 7 a. wale "a See 0 ae ea Pi es 
, % gg erm a Mone i a oe ed et eee Re ee feo a re SS Mf: ‘ 
Be ge ag a aoe eee ee a. a isp see) ‘ 
Seen: = oar ee > eee me i Mf Si Spe . ~ r ive ‘* bette . a sts Pe at yee Se. a z ‘. } * 
: Bee ee er ees Ee is peg eee ae wey ee SA ee ae “ 
‘ et ce gee ie ee it eae Pees We hs 5) a =~ hs ae : Roe *. || i = ay ce i 
a eo pe ee Aig Pon Pee ee oo a a : _ 5 a ji Sea ike ai Z ; 
a Be 2 ae oy ia a Se ee ie ’ . a . ie Sen a ot : 
spss i ee ee ea cs aie 5 Ve te Sr ete a a Ree a ot J 
a oS ee aoa lh ee i oa a : 
el ee aan a Eee oe oh ie 
: ot, eee Be Wee ao 3 ae ee eer. |S ee all oe eee i =. 
: i wo as | cae ee ely me s. y 
- ox « Z 
| Be | 
y 
Z a 
ee 
é 
eee 
4 y 
a 
oa 
i <4 
5 « 
: $ 
: : 
5 
“s 
— app 
= oF 
BUSI, 
Wess * 
_— 
> mee & 
; t ‘ r) 
| fe 
~ 
‘ ‘ 
a ie eee : A ae a a ee i i ° F . 
UM eee 2 ee 1 es Nine ee Rant ae SS ee ae . 2 a hegre sae ae eee Cee gare oa ee ee eye Ty a 
-. & Tae ee eee ee Ae ae De is aay on re eee se er, 
ili alae SS ee ct a id ee ea ter Beet. fc! mae Ke 


SOY) 


2h —— 


The right way 
to look at 
ATLANTIC 
CITY! 


To heck with abstractions! Realistic facts reveal an ap- 
parel sales total of $16,571,000 for Atlantic City (that 
represents a per family clothing investment 50% greater 
than Los Angeles!). There’s proof for you of Atlantic 
City’s importance as New Jersey’s second metropolitan 
area. No wonder smart advertisers are netting big sales in 
this thriving year round market of 140,000 population. 
Fortunately it can be reached by the one paper that really 
gets into the home—the Atlantic City Press. Are we on 


your schedule? 
ersey’s best 


Nothing succeeds like the 


Atlantic City Press 


Rolland L. Adams, President; Gallagher-DeLisser, Inc., National Representatives. 


--»- New J 
BIG CITY market! 
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Liquor Sales Will 
Show Gain in ‘56, 
Brown Forecasts 


LovIsvILLe, Aug. 7—Prediction 
that consumption of distilled spirits 
should reach 210,000,000 gallons in 
1956—10,000,000 gals. over the 
1955 total—was made here last 
week by Geo. Garvin Brown, pres- 
ident of Brown-Forman Distillers 
Corp., in a six-month review ap- 
praisal of the liquor industry. 

The most heartening develop- 
'ment of the first half of 56, Mr. 
| Brown said, “was a gain of nearly 
6 per cent in the sale of distilled 
spirits over the same period of 
38.” 

This year, he predicted, con- 
sumption of distilled spirits should 
reach the second highest total 
/ since Repeal. 


| @ “Despite this,” Mr. Brown said, 
|“sales of legal whisky and other 
distilled spirits are still substan- 
tially below what they really 


OL’ MAN RIVER... 


FATHER of waters... 
DIVIDER of markets! 


Slicing right down the middle of the Twin 
Cities between most of St. Paul and Minne- 
apolis, the mighty Mississippi River divides. . 
these two giant markets as effectively as an 
ocean separates continents! 

The 436,900 people on St. Paul’s banks 
make it a point to spend their retail dollars 


(564 million of them a year!) right on their = Twin Cities. 


nicks the surface of the St. 
The undeniable fact is this: if you’re not 


more, those St. Paul people make one—and 
’ peo} 


ONLY one—newspaper their buying guide 


. the St. Paul Dispatch-Pioneer Press. 


No other newspaper — NOT ONE — even 


Paul market. 


selling St. Paul, you’re just not selling the 
And to blanket every last 


own home side of ol? man river! What's corner of the land o” plenty St. Paul market, 
you need the Dispatch-Pioneer Press! 
How does YOUR product rate? FAMILY COVERAGE " 
: ; Gite Ben 100.8 % 
For a comprehensive study of the brand tt. Poul City Seee= 90.5% 
preferences and buying habits of the 
‘ople wi ake the St. Paul Di 

people who make the St. Paul Dispatch- 53.7% ie 
LP i » ss * i ; » - 
Pioneer Press their buying guide. get Sv. Pala GespaTCn. 
your copy of the new 1950 St. Paul PION: RESS 
Consumer Analysis Survey. For your 17.0% H ] 
copy, contact your Ridder-Johns repre- 3.2% 6.3 % | | OTHER TWIN 
sentative or write, using your company —y SURAT’ a 
letterhead, to Consumer Analysis, Dept.B. is :i.9 ' 

, Source Dispatch-Pioneer Press—A BC — 3-31-56. 

Occupied Dwelling Units, 1950 Census Other T.C. Dailies—A.BC— 3-31-56. 


REPRESENTATIVES 


DISPATCH: 


— a. 
iT — 


Ri oDBODeER NEWSPAPER 


: NEE SS a MM Ne Sa Remy ie IF 


. RIDDER-JOHNS, INC. 

© NEW YORK - CHICAGO - DETROIT 
® SAN FRANCISCO - LOS ANGELES 
a MINNEAPOLIS 


MY ACHING FEET—The lass here, ac- 

tress Rita Ebenhart, appears to be 

suffering from too much “Spiked 

| Heel.” It’s all by way of promoting 

|the Henry Holt book of the same 
name, 


|should be in the light of the peak 
spendable income being enjoyed 
by consumers. 

“A decade ago consumers were 
spending 3 per cent of total dispos- 
able income for distilled spirits. 
Today, with the current excise tax 
of $10.50 a gallon, consumer ex- 
penditures for distilled spirits have 
dropped to 1.75 per cent, or just 
about the same level as at the time 
of Repeal. The excessive taxation 
on legal liquor,” he added, “is the 
primary deterrent.” 
| Mr. Brown estimated that “with 
|a realistic federal tax rate, sales of 
{legal liquor should be totaling 
| 240,000,000 gals. or more annual- 
|ly.” This increase from 210,000,- 
/000 to 240,000,000 gals., he said, 
‘would not represent a 30,000,000- 
|gal. growth in consumption, but 
|would mean the addition of legal 
| volume that is now being drawn 
off by the illegal sales of moon- 
| Shine. 


s Mr. Brown, whose company dis- 
tills and sells Old Forester bonded 
‘bourbon and Early Times straight 
| bourbon, noted that during the 
first six months of °56, bourbon 
sales have enjoyed roughly a 9 
per cent increase over the first half 
lof ‘55. In contrast, blended whisky 
‘sales have remained substantially 
| unchanged. He predicted’ that 
bourbon whiskies would continue 
their current growth pattern, and 
that blends would remain fairly 
static during the remainder of °56. 

Blends did about 55 per cent of 
the domestic whisky business dur- 
ing the first half of 56, compared 
|with 58.5 per cent during the like 
| period of 55, Mr. Brown said. 


| 
Keystone Adds 13 Stations 

The Keystone Broadcasting Sys- 
‘tem has added 13 affiliates, bring- 
‘ing the total to 904. The stations 
are: KENA, Mena, Ark.; WBBN, 
|Perry, Ga.; KNDY, Marysville, 
i/Kan.; KVCL, Winnfield, La.; 
|KBHM, Branson, Mo.; KAVE, 
|Carlsbad, N.M.; KCLV, Clovis, 
N. M.; WACB, Kittanning, Pa.; 
'WPME, Punxsutawney, Pa.; 
| KTXN, Austin, Tex.; KSML, Semi- 
/nole, Tex.; KTUE, Tulia, Tex., and 
|KATI, Casper, Wyo. 


|General Outdoor Sales Up 
| General Outdoor Advertising 
|Co., Chicago, had sales of $16,- 
'506,452 for the first six months of 
'this year compared with $15,478,- 
|315 for the first half of 1955. Earn- 
‘ings for the period amounted to 
| $1,260,022 in 1956, $1,215,997 in 
/1955. Earnings a share of common 
|stock were $2.15 as against $1.94 
\for the first six months of 1955. 


|Vogler Named Rep Partner 

Lewis A. Vogler has been named 
'a partner in Conaway & Klaner, 
publishers’ representative with 
|offices in Los Angeles, San Fran- 
icisco and Portland. Mr. Vogler, 
\formerly manager of the com- 
|pany’s San Francisco office, also 
|has been with Country Gentleman, 
| Holiday and Sunset Magazine. 
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Os ‘Chunky Show 14. The station is moving into new, Motor Trend, Hot Rod and Motor LaRoche Names O'Meara 
ter, U.S. Ply rood (Oredes cucieaetuens Brook-| $1,500,000 studios at about the|Life. Compton Advertising is the) Carroll O’Meara, free lance tv 


“ same time. With the move the sta-| agency. writer and consultant, has been 
Join in ‘Build-It- |e, wee go - Foreign Le- tion will more than triple its pow- — named director of television com- 
- - _gionnaire” in 17 eastern a er output. Handy Opens PR Com y mercials of C. J. LaRoche & Co., 
Yourself Campaign western markets starting in the vy Ope: pan Since Wale Wie anenante ancethad tov 
fall. This vidfilm series is syndi- Drucilla Handy, formerly associ- ad - 3. rhe 4 4 NBC-TV 
MitwauKee, Aug. 7—John| cated by Television Programs of| Petersen Spends $100,000 ated with Gardner & Jones, Chi- | Y°U"8 ubicam and t 
Oster Mfg. Co. is advertising | America. Grey Advertising Agen-| Petersen Publishing Co., Los An-| cago, has formed her own public A in N.Y 

build-it-yourself furniture, de- cy handles the account. geles, plans to spend $100,000 for relations and publicity company | Kress Joins Ayer nine 
signed by six noted designers, an advertising trade press cam-| with offices in the Merchandise! Richard Q. Kress has joined the 
in its fall campaign for Cum-| wpyF Becomes NBC Outlet paign covering the second half of Mart. The new organization, to be; New York office of N. W. Ayer & 
} mins portable power tools. U. S. WBUF becomes the exclusive|this year. Primary interest in|known as Drucilla Handy & As-|Son as an account representative. 
Plywood Corp. is tying in with | outlet in Buffalo for Nationai|the campaign will focus on) sociates, wMil specialize in women’s|He formerly was assistant to the 

sg te | Broadcasting Co. telecasts on Aug. | three of Petersen’s magazines: | interest accounts. ad manager of Hotpoint Co. 


Four-color ads will be used in| 
Better Homes & Gardens and 
The Saturday Evening Post— 
the first time color ads have 

been used by a power tool com- 
pany, according to Cummins. 
The schedule calls for color, 
half-pages from October 
’ through November in BH&G 
and in the Oct. 13, Nov. 17 and 
Dec. 8 issues of the Post. Bew 
pages will appear in the October 
and November Popular Me- 
chanics and September Popular 
Science. 


® The promotion features six 
“famous designer” plans espe-'| 
cially prepared for do-it-your-. 
selfers. Included are a cocktail 
table by Freda Diamond, a dec- 
orative chest by Peter Hunt, a 
storage wall chest by George 


Nelson, a room divider by 
William Pahlmann, a serving 
table-cart by Russel Wright and 
a bar with folding screen door 
by Edward Wormley. 

Each plan comes with a spe- 
| cial label for the the completed | 
| furniture: “Designed by [name 

of designer]. Built by [name of 
do-it-yourselfer ]}.” 


fl ® Cummins has procured the 
plans from U. S. Plywood, 
which advertised three of them 
last year. U.S. Plywood also has | 
made counter cards available to| 
Cummins, and the plywood, 
salespeople will promote the 


i! campaign. 

i The plans are advertised as 
a the Cummins-U. S. Plywood 
j “famous designer” plans, and 
t the ads carry the credit line: | 


ji “Built of walnut weldwood—a_ 
product of U.S. Plywood Corp.” 


| 
| 


f = The plans, selling for 25¢| 
4 each, are available by mail or) 
b directly from Cummins dealers, | 
> who may take part in the pro-| 
{ 


motion by purchasing $100 | 
worth of Cummins tools. Par- 


SS RREENS, op AE, Manager at EXpress 1-3000, Pittsburgh, or “Bink” 


Literally none! 300,000 pounds—12 carloads of Dannenbaum, WBC Vice President—Sales, 


iN ticipating dealers receive a dis- 

SI} ce each ‘ot the six alferent BOY, DID THEY EAT ME UP: 

z plans, with other dealer aids. 

: The entire sales package yields i in the Pittsburgh market. 

| 7 profit ne Sven Soe Thorof are Supe r Markets SDRACTY ‘Chad 2. is Pittsburgh's pioneer 
largest ever offered in this ° ’ Be : ‘state 

. Soe wet Sy aaa area am any‘ br eat! Ber information 

/ Baker, Johnson & Dickinson, with KDKA-TV! and availabilities, call Lloyd Chapman, Sales 

| 


| Home Furnishings Show beef—sold out by noon the day after people MUrray Hill 7-0808, New York. 
?| Opens Aug. 25 in N. Y. watched just 4 commercials on Thorofare’s Friday 
? The seventh annual capo night Startime Theatre program. 
| ery tatay pany Imagine! Thorofare has some 56 super markets no is 
held from Aug. 25 through Sept. hroughout W ws yee Fpenragaeens In fern selling campaign is complete 
> 9 in the New York Coliseum. f soll ester ae ry et ne af on eau without station... *e p 
: Two floors have been signed of them a po ° t after Q a 6 
Saturday! And when you think that Thorofare’s oa 
up, giving the show about 25% on y y KD 
more space than in aig program is Reg oy lliga dg bray 
ears when the show was held | beginning a 
in Grand Central Palace. One| more phenomenal. FIRST IN THE PITTSBURGH MARKET ; 
floor will be devoted entirely But it just proves the tremendous selling power 


through decorators. The other 
ers and manufacturers outside 

the over-all theme. ony waren 
onstrations of home furnishings 


to merchandise available only 
eer We Gaghty werdhindine WESTINGHOUSE BROADCASTING COMPANY, INC. 
from retailers, suppliers, deal- neon eui teiictieiie 
BOSTON—W8BZ+WBZA BOSTON—W87Z-TV 
the decorating trade. “Elegance © © PITTSBURGH—KDKA PITTSBURGH —KDK A av 
i 44 | D—KYW CLEVE —_ ¥ 
in the modern manner” will sal CLEVELAND KYW CLEVELAND TWAT 
saatal te Gaia tek too se orman watDit MOnenenras 07 THE GATE AGENCY: IE ue 
in the making. A a tenors 
program of films and lectures 


by home furnishings experts is 
being scheduled for the Colise- | 


um Theater. 
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when it’s 
January in June or why 


our WET proofs are always DRY! 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 
To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


FCC Awards Hartford Channel 

The Federal Communications 
Commission has decided a long 
contest for Channel 3 in Hartford 
in favor of the Travelers Broad- 
casting Service Corp., owner of 
WTIC, Hartford. However, the 
commission specified that the sta- 
tion cannot be built until final ac- 
tion is taken on a proposal to 
assign a uhf channel to Hartford 
in place of Channel 3. 


Prendergast Joins Ivel Corp. 

William E. Prendergast has 
joined Ivel Corp., Corona, N.Y., 
display manufacturer, as an ac- 
count executive. He was formerly 
sales manager for Webrib Steel 
Corp. 


Virginia Lee Joins KEY-T 
Virginia Lee, formerly with 
Shattuck, Clifford & McMillan, 
Boston, and WWNY, Watertown, 
N. Y., has joined KEY-T, Santa 
Barbara tv station, as manager of 
promotion and advertising. 


Toledo 


Ninth largest port in the U. S$. 


is the 
key to 
the sea 


sights trained 


Write now and 
reserve your copy of 


chines, automobiles? 


We can tell you. In fact, we can 


IN TOLEDO 
1956 
(available early fall) 
A Consumer Inventory 
and Product Availability 
Audit of Retail Stores 


by Dan E. Clark ll & 
Associates, Inc. 


This is the kind of information 


Toledo is the center of a billion- 
dollar market now. What will it 
‘be when the St. Lawrence Sea- 
way is completed? Keep your 


on Toledo, the 


key to the sea. 


What are the top ten cake mixes in the Toledo 
ABC City Zone market in 1955? What are the top 
ten coffees? The top ten soups, soaps, headache rem- 
edies, home permanents, cigarettes, washing ma- 


tell you the Top 


Ten Brands in 125 different product categories. 


the Blade-Times 


gives you to help you plan efficient advertising and 
merchandising campaigns in the Toledo market. 
And of course the key to the Toledo market is the 


Blade-Times. There are no duplicate keys. 


TOLEDO BLADE Doity ond, Suunay TOLEDO TIMES Mowing 


REPRESENTED 8 Y MOLONEY, REGAN 


madi ee EE GO EN, ae + CATERETISS Se TES 


SCHMITT, 


Ine, 
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Canadian Commons 
Criticizes CBC for 
Operating Deficit 


Toronto, Aug. 7—The Canadian 
Broadcasting Corp. has come un- 
der Commons attack over financial 
policies. 

Criticisms of the CBC finances, 
accompanied by charges of over- 
spending, followed a forecast given 
recently by Revenue Minister J. 
J. McCann that the publicly owned 
corporation expects a deficit of 
$20,000,000 in the current fiscal 
year. 

That was the reason, the min- 
ister said, for “sensible” govern- 
ment proposals of interim financ- 
ing through grants totaling $18,- 
500,000 for this year. 

Figures quoted by Dr. McCann, 
who reports to Parliament for the 
CBC, indicated that the publicly 
owned corporation will have to 
make up some $8,000,000 from its 
accumulated reserves, even after 
the grants, to break even. 


® For the fiscal year 1955-56 end- 
ed last March 31, the CBC report- 
ed a net deficit of $1,358,000 after 
spending $38,572,000 for all its 
services. 

The interim method of financing 
by outright grants was chosen by 
the government pending the re<- 
port of the Fowler Royal Commis- 
sion, which is studying the whole 
field of Canadian broadcasting. 

Dr. McCann said the government 
hopes that as a result of the com< 
mission’s report it will be possible 
to establish some firm long-term 
system of CBC financing. 

John Diefenbaker (PC, Prince 
Albert) said the $12,000,000 grant 
toward meeting the tv deficit 
should be a loan. A grant would 
only be an encouragement for fur- 
ther overspending, he said. 

If the present trend of growing 
CBC expenditures continued, he 
said, the corporation would be 
spending $100,000,000 a year by 
1961 or 1962. 

He said he finds it hard to un- 
derstand how the CBC, with a 
monopoly over choice tv broad- 
casting locations in large Canadian 
centers, could operate at a deficit, 

Russell Reinke (L, Hamilton 
South) said he would like to know 
where Canada is going “with this 
monster.” If the CBC could not 
pay its way out of commercial 
revenue, amounting to more than 
$9,000,000 last year, it should get 
out of the broadcasting business 
and let private enterprise take 
over, he added. 

Referring to the 10% excise tax 
on radio and TV sets and parts 
which is earmarked for the C 
he said: “I feel that this corpo 
tion has extracted $29,000,000 fr 
the taxpayers’ pockets...I 


not in favor of this Parliament 


subsidizing the CBC to the extent 
it has in the past.” 


King Publications Names 3 

King Publications, San Francis- 
co, is expanding its national sales 
organization and has appointed 
Fred St. John Lockwood Jr., east- 
ern district manager of its three 
publications. Mr. Lockwood was 
formerly western regional sales 
manager, Tractor & Implement di- 
visions, Ford Motor Co. John R. 
Vanneman has been appointed dis- 
trict manager for Northern Cali- 
fornia, Oregon, Washington and 
Idaho for the three magazines, and 
Robert L. Logan, was named west- 
ern regional manager of Western 
Construction. Mr. Logan was 
formerly a construction equipment 
distributor. 


‘Transporter’ Goes Monthly 

Petroleum Transporter, Wash- 
ington, a bi-monthly magazine for 
tank truck management and oper- 
ation, will be published monthly 
beginning with the January, 1957, 
issue. 
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in Forbes! 


More Than 40 New Advertisers’ — the 
Blue Chips of Industry — Will Do Busi- 
ness In Forbes In ’56. 


The decision-makers are coming to Forbes — to reach other 
decision-makers! 

Bowled over by a spectacular circulation picture — doubled 
in less than five years... 

Impressed with pace-setting linage gains — showing continuous 


80 Fifth Avenue - New York 1), N. Y. 


increases every year for the past five years... 

Sold by outstanding success stories in every category of 
business... 

... more decision-makers are putting their blue chips where 
they’ll do the most good — in Forbes. 

What’s behind this trend? Only this: Forbes, uniquely among 
business-management magazines, gives a man precisely the 
kind of information he wants and needs to decide, finally, about 
a company, a product, an idea, and investment. 
Look again. You belong with the big ones in Forbes. 

*New and new contract advertisers so far in 1956. 
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It’s boom time 
...-and we’re proud 


“ROCKY MOL 


Denver’s fastest crowing # 
MERICAN Weekty’s famous 


Thar’s gold in them thar hills —the gold of high buying power! 
And starting August 12th The AMERICAN WEEKLY carries 
national advertising straight to the heart of the rich Denver 
market through the dynamic Rocky Mountain News. 
Fastest growing paper in the region, the News now has a 
circulation of 161,455 —a new high. Its coverage increased 
nearly 240% since 1942, and is largely concentrated in the 
Denver Metropolitan Area. 

Ranked 24th by Sales Management, this booming market 
now contains an estimated 725,100 people. Its population 
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3 family of distributors August 12th 


‘ jumped 29% since 1950 and is expected to go as high as 65% 
by 1970. Currently Denver is experiencing tremendous indus- 
trial development. Becoming among other things the “national 
missile capital”, it is enjoying new and expanding prosperity. 
Acquisition of the Rocky Mountain News underscores The 
AMERICAN WEEKLY’S primary objective which is to provide, 
at the lowest possible cost to advertisers, a selling vehicle that 
deeply penetrates the Blue Ground of Sales — those strategic 
market areas where the greatest number of people, buying 
income and retail activity are concentrated. 
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- Agricultura 


’ 
oY 


a “" - - on Re APE Orrawa, Ont., Aug. 7—Adver- 
+h Fe tising contests in the form of lot- 
las: Americas REACHES THE RIC HEST teries, bingo games or movie-house 

ai Z ne “fotonite” competitions were dealt 


a severe blow here in the joint 


ee Commons-Senate committee final 
report submitted to Parliament 


last week. 
The committee’s recommenda- 
The important ranchers and planters of Latin America tions ended a two-year study of 
changes it considers are necessary 
Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers in the law. Some of the recommen- 
—are making big sales in the booming farm markets of Mexico, Central and South dations will probably form the 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm basis of revisions to the criminal 


circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming code, expected to be brought in at 
methods. a session of Parliament next Jan- 


uary. 


WRITE FOR MARKET AND MEDIA BOOKLET One of the main provisions of 
the report states that all advertis- 


Agricultura de las Americas ing contests such as “fotonites” 


BPA and radio lotteries “should be 
“The Magazine of Modern Farming for Latin America” clearly prohibited.” 


GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


= Other recommendations that 


would make Canada one of the 


Headlines that give factual information or promise help 
in solving problems are preferred by readers of 

business magazines. Such headlines are read 

by 20% more people than “‘teaser’’ headlines containing 
no mention of the advertiser, his product, or its 
application and benefits. 


These findings are from a McGraw-Hill Research Department 
analysis of Starch readership ratings for 1305 one-page, 
black-and-white advertisements appearing in three 
McGraw-Hill publications. Copies of this Data Sheet (#3203) 
are available from your McGraw-Hill man. 


Studies such as this are a continuing project at 

McGraw-Hill . . . all designed to provide a better understanding 
of how good advertising in good business publications 

can help create more sales, 


NMicGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Canadian Gambling Crackdown Threatens 
Advertising Contests and Sweepstakes 


most gambling-free countries in 
the world: 

1. There should be no state lot- 
tery and foreign lottery tickets 
should be banned from the coun- 
try. The committee urged confis- 
cation of prizes won in foreign 
sweepstakes and lotteries. 

2. Bingos, the biggest and most 
popular game of chance in the 
staid old capital, should be re- 
stricted to a total of $5,000 in 
prizes annually. This would kill 
bingos in Ottawa because the 
twice-monthly games attract 
crowds of 5,000-6,000 people bid- 
ding for prizes totalling well over 
$10,900 for a single night. 

Local merchants outbid each 
other in trying to provide big 
prizes at cost prices because of the 
obvious advertising value. The 
names of all donors are broadcast 
as each contestant steps up to § 
claim his or her winnings. : 


® The radio and “fotonite” adver-7 
tising contests were hit hard. Such 
competitions are not “beneficial” 
to the community, the committee 
found. They are conducted through 
radio, television and sometimes in 
| the press. 

Skill is alleged to be necessary, 
but the winners are in fact selected 
by chance, it was stated. “Foto- 
nite” contests in theaters, where 
again prize donors enjoy wide lo- 
cal publicity, were singled out as 
an example. 

“These contests are purely com- 
mercial in their inspiration and 
confer no social benefit,” the re- 
port said. 

In addition, such contests place 
| the small independent merchant at 
a disadvantage in relation to larg- 
er stores which can more easily 
absorb the cost of prizes and the 
extra overhead expense, it de- 
clared. 


Ads by Members Are 
‘Unbecoming,’ Say 


Package Designers 


New York, Aug. 7—Guess who 
mayn’t buy ads now. The package 
designers, of all people. 

Paid advertising is a “non-pro- 
| fessional method, ranking along- 
side such unbecoming practices as 
speculative assignments and pla- 
giarism”’—according to “The Pack- 
age Designer’s Code of Ethics and 
| Principles of Professional Prac- 
tice,” just adopted by the Package 
| Designers Council. 

“Inasmuch as his most worthy 
and effective advertisement is his 
‘reputation for professional skill, 
| ability and integrity, he shall not 
use paid space advertising,” the 
document declares. 
| It is recommended, however, 
|that “clients be encouraged to 
'place the PDC designer’s name, 
_inconspicuously, on all designs.” 


Jim Nash Reorganizes 

Jim Nash Associates, New York 
| design firm, has reorganized under 
the name Jim Nash Associates Inc. 
and has expanded its services. The 
company now offers what it calls 
a “complete one-stop packaging 
and industrial design service.” 


Two Join ‘Mill & Factory’ 

Gene Davis and Gordon Thoman 
have been named to the sales staff 
of Mill & Factory, Chicago, Mr. 
Davis was formerly with Clissold 
Publishing Co., while Mr. Thoman 
was on the sales staff of Hospitals. 


Advertising League Elects 3 
League of Advertising Agencies, 
New York, has elected three new 
member agencies. They are Bur- 
stin Co. and Lampert Agency, both 
of New York, and Town Advertis- 
ing Associates, Hackensack, N. J. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Shopping lists represent big business in the thriving Greater Philadel- 
phia market. Folks spend $1,293,000,000 a year on food! Buying 
guide for the whole family is Philadelphia’s home newspaper—The 
Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


* Largest evening newspaper in America. **R.O.P. editorial and advertising color. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Live music, her kind of music. Coming from NBC BANDSTAND 
(weekdays 10 a.m. to 12 Noon, EDT) the new radio show featur- 


ing America’s favorite bands playing the memory-stirring music 


of yesterday and melodic hits of today. 


Every weekday morning Bert Parks emcees two full hours of 


live music by the nation’s favorite bands— Guy Lombardo, the 


Dorseys, Wayne King, Freddy Martin, Russ Morgan, and the 


other all-time greats. There’ll be name stars frorm the world of 


music and the theatre —in person. Audience participation fea- 


tures and contests with big money prizes. Johnny Mercer, Dick 


Haymes and other musical celebrities to act as “Mr. Music.” 


Here’s a new way to reach housewives in the morning. A program 


with spontaneity and warmth, and the knack of easy selling. 
The cost: just $1,000 per one-minute participation, with 30- 
second and 6-second units also available. 


NBC BANDSTAND started July 30. Miles Laboratories, 
Warner-Hudnut, ReaLemon, Manhattan Soap and General 
Foods started with it. Like them, whatever you have to say to 


women, say it with music on NBC BANDSTAND. 


Exciting things are happening on the 


gNBiC Radio Network 
a service of Ra) 
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Color TV's the Greatest (Though Not 
Perfect), NBC Closed Circuit Reveals 


PHILADELPHIA, Aug. 9—A_ uni- 
versity president once said mod- 
estly of his demesne: “It’s not a 
great university—-just the best 
there is.” 

The same thinking seemed to 
prevail during an NBC two-way 
closed circuit demonstration be- 
tween the Hotel Warwick here and 
NBC studios in New York. The 
goal: To prove to the local chapter 
of the American Public Relations 
Assn. how color tv is (almost) a 
cure-all for all marketing ills. 

The main vehicle was a dra- 
matic “tint opera” in which the 
president, ad manager, marketing 
director and pr director of a ficti- 
tious company told how they 
solved nearly all their problems by 
using both closed-circuit and net- 
work color tv. The case got so 
strong, in fact, that Joseph Culli- 
gan, vp and director of sales of 
NBC, composed a palliative para- 


graph (which, however, got left 
out because of time limitation). 


® Here was Mr. Culligan’s left-out 
passage: 

“I want to point out right now, 
before any of my magazine or 
newspaper friends think of tarring 


cure-all or totally effective force 
for each and every marketing need. 

“I do not mean to suggest that 
color television preempts other 
forms of communication. Rather, I 
offer you the proposition that if 
only one medium of communica- 
tion were available, color televi- 
sion would, by far, be the closest 
to ideal.” 


® In the presentation, which was 
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In the hypothetical case pre- 
sented by professional actors on 


the network showed how closed- 
circuit color could do everything 
from introducing a new product to| the closed circuit, the “ad man- 
cutting down marketing time be-| ager” and the “marketing direc- 
tween plans for the new product/ tor” pointed out that color tele- 
and distribution and from per-| vision helped them rise above the 
forming a public relations service “noise level” of everyday adver- 
for the community to advertising | tising. 
to the public. 

Mr. Culligan called color tv the | ® Mr. Culligan also disclosed an- 
“first great marketing tool.” He} other use for the color closed cir- 
said it speeded up most marketing | cuit: Minnesota Mining & Mfg. Co. 


and feathering me, that we’re not handled by Emanuel Sacks, vp of 
suggesting color television as a'NBC and RCA, from New York, 


plans considerably, thus helping to 
pay for the cost of color circuits. 


24.84 


OF SOUTH CAROLINA'S 


RETAIL SALES 


AMOUNTING TO 


$416,979,000. 


are in the COMPACT 


in SOUTH 
CAROLINA 


se 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture & Appli- 


ances, Autos, etc. are ater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. By every 
accurate measurement, Green- 
ville is your first market in 
South Carolina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Figures from SALES MANAGEMENT 
1956 Survey of Buying Power 
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You do more business where business is being done when 
you advertise in Nation’s Business. Take building ma- 
terials and equipment, for example. Here’s a field in what 
appears to be a permanent boom, as news of long-term 
expansion programs bulks heavy on all financial pages. 

That’s why it is significant that in this field Nation's 
Business during the first six months of 1956 has added 11 
new advertisers to go along with 25 long-term advertisers 
in this classification. Nation’s Business, the business mag- 
azine earmarked for business owners . . . the men whose 
business decisions create action in business . . . gets results 
for advertisers of building materials and equipment. 


Of the 750,000 Nation's Business subscribers, a pre- 
ponderant 550,000 are the men who actually own Amer- 
ica’s business . . . the owners, partners and presidents of 
‘manufacturing firms, banks, retail and wholesale estab- 
lishments . . . every type of business, nationwide. What's 
more, the weight of Nation’s Business circulation parallels 
population, assuring thorough coverage of your markets 
. . . for 250,000 copies are delivered in cities of 50,000 
or more, and 500,000 in cities and towns of less than 
50,000. These figures, please note, are more than double 
the totals for the next two general business magazines 
combined. 


will employ it to recruit college 
graduates for technical work with 
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the company. 
Manny Sacks, in his closing re- 


White Appoints Weber. Geiger 
White Sewing Machine Corp., 


marks, disclosed that NBC will! Cleveland, has appointed Weber, 


step up its color programming ac- 
tivity in the fall to 55 hours a 
month, From the standpoint of set 
production, he said, RCA has com- 
plete assembly lines now devoted 
to nothing but color receivers and 
“through this mass production, we 
have managed to crack the cost 
barrier.” 

“This fall the color television era 
will truly be here,” he added. 


|Geiger & Kalat, Dayton, to handle 


advertising for its subsidiary, Do- 
mestic Sewing Machine Co. Fuller 
& Smith & Ross, Cleveland, White’s 
agency, formerly handled Domestic 
Sewing Machine. Weber, Geiger 
now will produce all national con- 
sumer magazine, trade publication, 
radio and television advertising for 
Domestic, and will be responsible 
for White outdoor advertising in 


Ohio, state fair promotions, in farm | | K&E Gets Underwood 


publications and radio and tv in| 


Cincinnati, Dayton and Columbus. Canned F oods 


Hollywood Adclub Elects New York, Aug. 9—Kenyon & 
Frank Crane, Southern Califor-| Eckhardt has been appointed the 
nia Broadcasters Assn., has been agency for Wm. Underwood Co., 
elected president of the Hollywood | Watertown, Mass. K&E also an- 
Advertising Club. Other new of- | nounced the addition of John L. 
ficers are Vic Rowland, Capitol| Gardner to its New York promo- 
Records, 1st vp; Bob Sande, Song | tion staff. 
Ads Radio-Film Productions, 2nd| The Underwood account, previ- 
vp, and Felix Adams, KLAC,| | ously with Batten, Barton, Dur- 
treasurer. ‘stine & Osborn, is being handled 


Armco Drainage & Metal Products, Inc. 
(Steel buildings) N. W. Ayer & Son, inc. 


Corporation (Air conditioners) 


General Electric Company, Large Lamp 
Department (Lighting installations) 
Batten, Barton, Durstine & Osborn, Inc. 
National Pneumatic Company (Automatic 
doors) Henry A. Loudon Advertising, Inc. 


Plus these long-term building materials advertisers—1955-56 


ess 


In the building materials and equipment field alone... 


11 NEW ADVERTISERS in Nation's Business in 1956 


D. W. Onan & Sons, Inc. (Emergency 
electric power plants) 
Graves & Associates Inc. 


Carrier Corporation (Air conditioners) 
N. W.A ; 
W. Aver & Son. I”: O79 Sales Corporation (Electronicair filters) 
Fenestra Incorporated (Doors, windows, Dowd, Redfield & Johnstone, Inc. 
and building panels) 
Fuller & Smith & Ross, Inc Raynor Manufacturing Company (Overhead 
Frigidaire Division, General Motors doors) Shoof Advertising Agency 


Westinghouse Electric Corporation, Electric 
Appliance Division (Water coolers) 
McCann-Erickson, Inc. 
Westinghouse Electric Corporation, Lamp 
Division (Fluorescent lamps) 
McCann-Erickson, Inc. 


Kircher, Helton & Collett, Inc. 


Aluminum Co. of America Modine Manufacturing Company 
Badger Meter Manufacturing Company Pittsburgh Reflector Company 
Butler Manufacturing Company H. K. Porter Company, Inc. 

Cast Iron Pipe Research Association Portland Cement Association 

Delta Heating Corporation Prat-Daniel Corporation 
elena: Magis Preferred Utilities Manufacturing 
Ebco Manufacturing Company Corporation 

Frick Company Reznor Manufacturing Company 
Demematel fades beset Sedgwick Machine Works 
Kentile, Inc. Tropical Paint Company 

Lowrence Warehouse Company Union Asbestos & Rubber Company 
Libbey-Owens-Ford Glass Company Wellington Sears Company 
Magline, Inc. Worthington Corporation 


Photograph courtesy of Aluminum Co. of America. 


Nation’s Busines 


What about results? Read a few quotations from build- 
ing and equipment materials advertisers: “Direct leads of 
exceptionally good quality and amazingly large quantity” 
... “A literal deluge of i inquiries” . «+ “The most produc- 
tive and economical magazine on our schedule” . . . “Our 
Nation’s Business campaign is paying for itself through 


actual sales”... 
we ever expected.” 


“Cost-per-inquiry way, way lower than 


For the first six months of this year, total advertising in 
Nation’s Business is up 23%. Convincing evidence that it 
pays to advertise to the men who own pcan business 


in Nation’s Business! 


750,000 PAID CIRCULATION 
Read by 75,000 executives of business 
members of the National Chamber of 
Commerce and 675,000 other leaders 
of the American business community 
who paid for their subscriptions at 
the annual rate of $6.00. 
New York * Chicago 
finadeitte + Cleveland * Detroit 
los Angeles * San Francisco 


out of K&E’s Boston office. The 
company is the oldest manufactur- 
er and distributor of canned food 
products in the U. S. 

Mr. Gardner comes to K&E 
from General Baking Co. New 
York, where he was director of 
advertising and merchandising. 


Roland Reed Advanices Bibas 
Frank Bibas, vp and executive 
producer in charge of sales of 
Roland Reed TV Inc., Hollywood, 
has been elecied to the board of di- 
rectors and given complete auton- 
omy of all tv commercial sales and 
production. He will have a partic-~ 
ipation interest in the commercials 
part of the company’s operation. 
Before joining Roland Reed, Mr. 
Bibas was head of film operations 
for McCann-Erickson for six years. 


Kirk, Geohagen to WABC-TV 
WABC-TV, New York, has ap- 
pointed Jack Kirk to its sales staff 
as an account executive. He is suc- 
ceeded as manager of the station’s 
political sales unit by Barrett Geo- 
hagen, formerly with WPIX. 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 
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KYA Names McGavren-Quinn 
McGavren-Quinn has been ap- 

pointed to represent KYA, San 

Francisco, in the Los Angeles area. 


| WSigas ond Belts 
— and Traffié Lights. . 
Bandages and things’: 


Amazing, the thousands of articles 
bought for American communities by 


3600 


POLICEMEN 
and EMPLOYEES 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this | specialized magazine. 
CALL THE ICE for sales-expansion | 


wm €COPRPP , 
0475 Broadway, hcden te ee 


BRyoant 9 7550 


Speed in Handling 
Research Data Is Cited a 
Advantage of Network 


| Camituus, N. Y., Aug. 7—It now 
|takes Sylvania Electric Products 
|only a day or so to draw in infor- 
|}mation from the field in order to 
|devise d market research program 
| that previously might have taken 
| weeks. 

The key to this process is a na- 
|tionwide 18,000-mile private com- 
|}munication network, coupled with 
ja data processing system described 
jas a “completely revolutionary 
|concept of the application of auto- 
|mation and electronics to indus- 
i try.” 

| The leased Western Union net- 
| work consists of 71 Sylvania sta- 
}tions in 61 cities and towns in 20 


— Its focal point is the com- 


pany’s new 50,000 square foot data 


| processing center in Camillus, near 
| Syracuse. The heart of the center 


is a Remington Rand Univac elec- 
tronic computer. 


8 Don G. Mitchell, Sylvania chair- 


man and president, said that, as| porate, divisional or plant level. 


Sylvania Goes Fully Electronic in 
New Information Processing Setup — 


far as he knew, the network made 
Sylvania “the only company tied 
completely together from a com- 
munications and data processing 
standpoint, with the data process- 
ing function centralized in its own| 
facility.” 

The over-all purpose of the data 
processing center is to supply the 
entire Sylvania organization with 
a wide variety of vital information 
on the many phases of its opera-| 
tions. This information is to be) 
available in greater detail, more 


uSEFUL—This case, which here is 
accurately and more quickly than| “S¢¢ by Leroux Co., Philadelphia, 


ever before. | for miniatures of assorted liquors, 
The specialized communications|‘s reusable as a 45rpm record 
facilities link Sylvania’s 45 plants,| holder. The “Treasure Chest” is 
19 laboratories, 27 sales offices, 17! made of Lustrex styrene plastic by 
warehouses and its executive of-| Precision Plastics Co., Phila- 
fices. These installations feed fi- delphia 
nancial and production informa-| : 
tion via the 


Western Union| 
network to the data processing | 
center. | 


The centralization of Sylvania’s 
data processing functions—includ- 
ing the gathering, recording, com- 


@ At the center, the Univac an q_ puting and classifying of a variety 


subsidiary electronic equipment 
quickly convert the information 
into summarized data on which 


can be based decisions at the Cor | company’s rapid expansion 


|many diversified fields. 


COMING: Mightiest men’s wear promotion 
in TRUE’s | pe Ee 
history... 

based on the 
sell-out excitement 
of a bonus 
December issue! 
Don't miss it! 


Sell the 
real men... 


TRUE men 
who do 


/ 


67 W. 44th St. —Call MU 2-3606 and ask for John Miller, Advertising Manager 


the 2,000,000 


their own buying! 


Growing plant and laboratory 
| operations and enlarged distribu- 
|tion and markets make necessary 
high-speed processing of operating 
| data, he explained. 

Marketing information can be 


market research program at Syl- 
vania. 


. Commenting on the need for 
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| additional information about com- 
|pany operations and competitive 
|}markets which previously could 
|not be accumulated because of 
| high cost. 

An increase in the use of such 
methods of data processing will 
demonstrate what electronics can 
|do toward lowering the cost of a 
| product to the consumer, said Mr. 
| Mitchell. 


s “Even though the system will 
jenable us to meet today’s needs 
|far more effectively, a still greater 
benefit will be the revelation of 
|opportunities we do not even know 
exist.” 

In Sylvania’s data processing 
system there are three switching 
centers—in Williamsport, Pa.; Sa- 
lem, Mass., and Camillus. Through 
these are routed the communica- 
tions coming from 71 stations 
throughout the country. The vari- 


| ous stations communicate with one 


another through their respective 
switching center, or supply infor- 
mation to the center for processing 
into reports for various levels of 
management. 

In the case of information origi- 


|rapid consolidation of operating} 


nating at a Sylvania plant, for 


‘of information on volume, sales, | instance, the item is punched on a 
billing, and many other types of| Paper tape. The tape is fed into 
‘business activity—was made nec-|€¢lectronic equipment which trans- 


essary, said Mr. Mitchell, by the | /ates the message into electrical 
in impulses. These are carried to the 


switching center, where the mes- 


'sage automatically is re-punched 


on paper tape, and relayed to the 
data processing center at Camillus. 


s At the center, a new tape is 
punched, and the information in 
turn is recorded on punched cards. 
The punched card is conveyed to 
a unit which translates the infor- 
mation to metal magnetic tape. 
Then a unit called a Uniservo 
carries the information from the 
magnetic tape into the Univac, 


‘and marketing information, Mr.| where computations are made in 
|Mitchell said intensive competi-| accordance with instructions fed 
|tion in industry has caused a| into the computer. Magnetic tape 
shrinkage of the intervals between | then carries the completed com- 
‘decisive events. Managements, he | putation, via Uniservo, to a high 
said, must base quick decisions on | speed printer, where the results of 


;these events. And information 
| must be available far more rapidly 
| than is possible with conventional 
communications. 

Mr. Mitchell also cited the cost 
saving factors in the new data 
processing system. He added that 
profit improvement on all prod- 
ucts is expected to result, because 
the system will provide extensive 


the computation are put on paper 
in readable form. 


‘Sunset’ Names Goodall 

Frank Goodall, formerly with 
Prentice-Hall Publishing Co., has 
been named Southern California 
retail representative of Sunset 
Magazine, Menlo Park, Cal., pub- 
lisher of Sunset books. 


America’s number one 


IT’S THE BIG ONE 
FOR SELLING 


= _ WISCONSIN 


Richard S. Pierce,Publisher %& Racine, Wisconsin 
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FINGER FOOD—The American Sheep 

Producers Council is pushing the 

secondary cuts of lamb with ads 

like this one featuring lamb rib- 

lets. Instructions for grilling the 

riblets are included in the box at 
the bottom. 


Lamb Drive Spurs 
Consumption in Tests; 
15 Markets Are Added 


San Francisco, Aug. 7—Urging 
Americans to “eat more lamb,” the 
American Sheep Producers Council 
is expanding its campaign into 15 
markets. 

The program, designed to pro- 
mote greater lamb consumption, 
has now entered its second phase, 
after a successful launching last 
January in five test markets. In 
these markets the integrated pro- 
gram of merchandising and adver- 
tising has resulted in sizable in- 
creases in the sale of lamb. 

J. M. (Casey) Jones, executive 
secretary of the sheep producers 
group, reports consumption in- 
creases of 100% in Denver, 25% 
in Los Angeles and 300% in Birm- 
ingham. Studies are now under 
way to determine Sacramento and 
Fort Worth-Dallas results. 

In July the ASPC program was 
iaunched in Philadelphia, Cleve- 
land, Detroit, Portland and Seattle. 
San Francisco-Oakland, Chicago, 
Baltimore and Washington will be 
added in September. Botsford, 
Constantine & Gardner is the agen- 
cy. 


® Radio and newspapers are be- 
ing used in all markets with the 
exception of Seattle and Detroit, 
where television will be the only 
medium used. 

In the latter cities, 60-second, 
20-second and 8-second ID spots 
are being used. They combine an- 
imation with filmed live action. 

All advertising is being backed 
with related point of purchase ma- 
terial in color, plus a strong mer- 
chandising campaign directed at 
packers and retailers. 

All ads, spots and point of pur- 
chase material stress secondary 
cuts of lamb rather than the better 


| rector of BC&G, was the recipient. 


| Achievement Award for the best | 


|copy prepared by a woman in| 


| _ western advertising. Gertrude Van | | 


Hooydonck, associate creative di-| 


Schmidt Ad Total $548,653 

In the Aug. 6 issue of ADVERTIS- 
Inc Ace, advertising expenditures | 
for C. Schmidt & Sons, Philadel-| 
phia brewery, were incorrectly 
shown as $3,725,441 total, $1.94 per | 
bbl. and 14¢ per case. The correct | 
total is $548,653, with $218,810 
spent in outdoor and $329,843 in 
newspapers. The correct ad cost 
per bbl. is 28.6¢, and the per case | 
cost is 2¢. The error was caused by 
a tabulating mistake that credited 
Schmidt with the Schlitz outdoor 
budget of $3,395,598. 


Aurmen Becomes Publisher 


Irvin R. Van Aurmen, advertis- 


Duncan Hoyt Hartwick 
SWEET WORDS—Palmer Hoyt, editor and publisher of the Denver 


ing director of the Times, Paw-| 
tucket, R.I., for the past 20 years, | 
has resigned to become =| 
and general manager of the Tele- | 
graph, Nashua, N.H., effective Aug. | 
23. 


Post, and E. S. Hartwick, vp, Carnation Co., Los Angeles, admire a 

life-size cake replica of Page 1 of the Post shown to them by Horace 

Duncan, manager, Cherry Hills Country Club, Denver. Mr. Hartwick 

and 17 other officers and members of the board of directors of the 

Brand Names Foundation were Mr. Hoyt’s guests in Denver for two 
days of business and fun. 
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|Cleveland Adclub Elects 


| been elected president 


Robert W. Watts, regional busi- 
ness manager of Iron Age, has 
of the 


| Cleveland Advertising Club. Other 


|officers elected 


include Charles 
Farran, vp of Griswold-Eshieman 
Co., vp; Philip W. Porter, Cleve- 
land Plain Dealer, vp (reelected), 
and William Paul Exline, presi- 
dent of Wiliam Exline Inc., treas- 
urer. Horace C. Treharne was re- 
elected executive secretary. 


‘Financial World’ Adds Staffer 

Jay S. Botwen, formerly with 
Mars Electric Co., has joined the 
advertising staff of Financial 
World. 


“Yo ‘ou can shave 4000 proofs m now —and 
1000 new ones yearly. Pay only for 
what you use @ $2 cach or have Ln 
limited use for $9.95 monthly, We 
license only rated agencies & Nat. 
Advesrs. Handbook #9 now ready — 
send for License Form and samples. 
STIVERS STUDIO 
67 MAIN ST. + SAN FRANCISCO 5, CALIF. 


known legs and chops. Educational 
programs through home econo-| 
mists and publicity also are under | 
way to acquaint housewives with 
methods of preparing the sec-| 
ondary cuts, such as the shoulder, | 
breast, shanks, etc. 

Although the final report on a 
motivational study has not yet 
been received, the advertising ap- | 
proach by the agency has been | 
keyed to interim findings of the 
study. 


s Advertising points toward “rit- 
ual” usage. Headlines such as 


“Lamb’s Your Meat for a Barbecue 
Treat” epitomize a theme being hit 
very heavily during the summer 
months. 

Current ads are a development 
of the test market series which 
received the 


Frances Holmes 


There's a 


The HIGH spot in Michigan Television 


gan’s television picture in September, 1956... 
and WWTYV is pulling the switch! We're har- 
nessing 316,000 watts of sales power to our 
1282’ tower to bring bigger and better television 
service to 48 of Michigan's 83 counties! We're 


increasing our grade “A” coverage set count by 


it’s 
set 
for 
September... 


dramatic change scheduled for Michi- 


27% ... boosting grade “B” by 37% ... and 
adding a new bonus in grade “C” for an impres- 
sive total of 381,894 sets. (RETMA 4-27-56) 


SPARTON BROADCASTING COMPANY 


CADILLAC, MICHIGAN 


NAT'L REPS, 
WEED TV 


? 
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‘No Substitute tor Copper,’ Declare Ads 
in Kennecott's Fall Magazine Campaign 


New York, Aug. 10—Kennecott | 


Copper Corp., which until now has 
indulged only in institutional and 
public-service -advertising, will 
launch a competitive—but digni- 
fied—product campaign this fall. 

“No substitute can do what cop- 
per does” will be the headline for 
each ad in the campaign, which, ac- 
cording to Charles R. Cox, presi- 
dent, is directed at counteracting 
recent trends toward the use of 
other materials as substitutes for 
copper. 

Each ad will illustrate symbol- 
ically an industry to which copper 
is supplied, and copy will point 
out why “there is no substitute 
with all the qualities of copper— 
most versatile of metals!” 

Industries to be featured include 
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WEAK CHARACTER—Skimpy Wiring, 
“the current-stealing household 
pest,” will be featured again this 
year in Kennecott Copper Corp.’s 
inadequate wiring campaign. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 

TV MARKET 
73.2% 


station share 
of sets... (ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


lighting, appliance, transportation, 
|construction, electronics, tele- 
phony, automotive, aviation, etc. 


s Ads will run monthly in nine 
publications, starting with the 
Aug. 18 Business Week. Four-color 
pages will appear every four weeks 
in Business Week, Fortune, Life, 
Newsweek, The Saturday Evening 
Post, Time and U. S. News & 
World Report. B&w pages will be 
carried every four weeks in the 
New York Times and Wall Street 
Journal. Cunningham & Walsh is 
the agency. 

According to Steve Baker, art 
director on the Kennecott ac- 
count, the campaign is “an art di- 
rector’s dream,” since the aim is 
for quick-impression poster-type 
ads. Layouts are simple and dig- 
nified, designed for a bleed page, 
with about 75 to 80% art and 
little copy. 

One unique aspect of the Ken- 


NO CAN DO—According to Kennecott Copper Corp.’s new campaign, 

“No substitute can do what copper does.” Color pages including 

these will run monthly in nine publications. Each ad will illustrate 

symbolically one industry to which copper is supplied. Cunningham 
& Walsh, New York, is the agency. 
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up thumbnail sketches of about 
ten suggested ads. The client se- 
lects one, but since only a basic 
concept has been okayed, the ad 
can still be developed and per- 
fected as the artists, photographers 
and designers work on it. 


8 Working from a basic concept 
rather than a comprehensive lay- 
out allows for more creative free- 
dom, and it usually results in the 
incorporation of ideas contributed 
by several top-notch specialists, 
Mr. Baker points out. 

In addition to the new promo- 
tion, Kennecott will continue its 
“inadequate wiring” campaign in 
The Saturday Evening Post and 
This Week Magazine. As in the 
past, b&w page ads will feature a 
cartoon character called “Skimpy 
Wiring” and will demonstrate how 
“weak, undersized Skimpy Wiring 
actually holds back electrical en- 
ergy.” The ads also urge house- 
owners to investigate how to give 
their homes “the full housepower 


necott campaign is the way inj|of presenting a comprehensive lay-|of an up-to-date copper wiring 
which an ad is developed. Instead | out to the client, the agency makes | system.” 


| RADIO-TY 
_ WEWSDIR. 
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Covering two conventions every four years would be duck 
soup for a staff that takes on about two a week, year in 
and year out. That’s our schedule—and folks in radio- 
television have come to depend on BeT to tell them what 
happened even if they were there. 


One of our reporters, overhearing a fragment of bridge- 
table conversation, once remarked, “I'll bet Ed will have 
us covering the Blackwood Convention next.” Another 
claims that he is destiny’s football, booted from conven- 
tion to convention by BeT’s coverage policy, which is 
based on the belief that you have to be on hand if you 
expect to be thorough. Still another claims he can test 


acid with his gullet, and attributes his toughness to years 
of sampling sarsaparilla in the line of duty. 

Whether the news comes from rostrum or bar, smoke- 
filled room or committee meeting, BeT is on hand—in 
person. (We covered the American Rocket Society con- 
vention just to stay abreast of radio-tv plans for satellites.) 
Perhaps that’s one of the reasons why 77,440 readers every 
week find BeT indispensable. 

Readers get first-hand information and advertisers get 
their money’s worth. BeT carried more pages of radio-tv 
advertising (3,832) in 1955 than all other vertical publica- 
tions in its field combined. 
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TWO CONVENTIONS IN FOUR YEARS? | 
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Foreign Marketers Should Organize, Build 
Productivity, Says Marketing Assn.’s Gordon 


Cuicaco, Aug. 9—The American 
Marketing Assn. is joining the 
growing number of organizations 
which are setting up programs in 
the international field. 

William C. Gordon Jr., exec di- 
rector of the AMA, has just re- 
turned from a month’s visit to 
eight European countries and the 
trip has convinced him that the 
AMA can make important con- 
tributions toward the improvement 
of marketing practices abroad. 

Mr. Gordon reports that steps 
have already been taken to encour- 
age foreign membership in the 
AMA. “This,” he points out, 
“would provide direct access to 
literature and services available 
through the association, and it 
would improve channels of com- 
munication.” 

He also proposes that the AMA 
help European countries to form 
local AMA chapters or national 
marketing associations of their 


own. 

In a memorandum to company 
members of the AMA, Mr. Gordon 
said: 


= “Interest in international mar- 
keting and the marketing problems 
of other countries is growing with- 
in our own association. Many of 
our members are convinced that 
AMA should take an increasingly 
active part in this field. 

“Certainly my own experience 
bears this out. I feel that the val- 
uable contacts made, the interest 
expressed in our association and 
\its activities, and the opportunity 
to establish better channels of 
communication with those abroad, 
hold some interesting possibilities 
for us.” 

Mr. Gordon’s overseas trip was 
sponsored by the International Co- 
operation Administration and the 
European Productivity Agency. 
Company members of the AMA 


have been sent copies of the re-} 
port Mr. Gordon made to these) 
two government agencies. 

In this report, Mr. Gordon | 
states: } 

“Generally speaking, it was my | 
impression that top management in | 
most countries still lacks a full) 
understanding and appreciation of | 
many basic principles of good| 
marketing practice. 
# “While in many instances, eco-| 
nomic and governmental environ-. 
ments are perhaps a handicap, | 
basically, I think, it is probably | 
due to a lack of education in the| 
elements of what sound marketing | 
is and how it operates. 

“To a large extent, management. 
philosophy has probably never 
made a real effort to break away 
from traditional concepts of mar- 
keting; to overcome legislative re- 
strictions; to determine where the 
functions and responsibilities of) 
manufacturer, distributor and re- 
tailer ought to begin and end; to 
understand the implications of 
competition and how to combat it; | 


| assistant city editor of the Cincin- 


or to appreciate the importance 
and power of the ultimate con- 
sumer.” 

Several other American associa- | 
tions have recently shown in-| 
creased interest in international | 
marketing problems. The Amer-| 
ican Management Assn. set up an} 
international management division | 
this year. The American Assn. of | 
Advertising Agencies held a meet} 
ing of international agency leaders 
last spring. And the Advertising 
Research Foundation has opened 
its rolls to foreign participation. 


N. Y. Central Appoints in PR 
Charles G. Warnick, formerly 


nati Enquirer, has joined the New 
York Central Railroad at Cleve- 
land as district pr director. John 
E. Salter, formerly director of spe- 
cial events in New York, has been 
appointed district pr director at 
Syracuse, N. Y. Harry B. Spurrier 
has been named to handle pr work 
for the Central’s southern district 
at Indianapolis. He was previously 
in Chicago. 


leads in 


B-T COVERS TWO EVERY WEEK 


CONVENTIONS COVERED BY BeT IN PAST YEAR 


Advertising Assn. of the West, Portland « AFTRA, Seattle * American 
Bar Assn., Philadelphia ¢ Nat’! Industrial Stores Assn., Washington « 
Small Market Stations, New York « West Va. Assn. of Broadcasters, White 
Sulphur Springs ¢ CBS Radio Affiliates, Detroit ¢ Michigan Assn. of 
Broadcasters, Hidden Valley © NARTB Region 4, Chicago « NARTB Region 
1, Saranac « IRE Professional Group on Bdcst. Transmission Systems, 
Washington « AP Radio & Tv Assn., New York ¢ NARTB Region 3, New 
Orleans * Academy of Tv Arts & Sciences, Los Angeles © Pacific Region 
4 of AAAA, Coronado « Idaho Bdcstrs. Assn., Lewiston « Theatre Owners 
of America, Los Angeles ¢ Ohio Assn. of Bdecstrs., Columbus ¢ AIEE 
National Electronics Conference, Chicago * Radio National Advertising 
Clinic, New York ¢ AAAA Central Div., Chicago * NARTB Region 2, 
Roanoke ¢ Illinois Bdcstrs. Assn., Springfield « Alabama Bdcstrs. Assn., 
University ¢ Ky. Bdcstrs. Assn., Lexington * Nat'l Assn. of Tv Film Direc- 
tors, Hollywood « AAAA Eastern Conference, New York ¢ ANA Convention, 
New York « NARTB Region 8, San Francisco © NARTB Region 7, Colorado 
Springs ¢ Sigma Delta Chi (KDKA), Pittsburgh « NAEB Nat’! Convention, 
Chicago * TvB Annual Meeting, Chicago « Sigma Delta Chi, Chicago « 
NARTB Region 5, Des Moines « Texas Assn. of Bdcstrs., Dallas « NARTB 
Region 6, Dallas « Radio-Tv News Directors Assn. Convention, Denver « 
Indiana Bdestrs. Assn., Indianapolis *« Pub. Rel. Soc. of America, Los 
Angeles ¢ Assn. of Television Film Distributors, New York ¢ IRE Institute, 
Washington « American Rocket Society Annual Meeting, Chicago « N. C. 
Assn. of Bdestrs., Bermuda Cruise * Arizona Bdcstrs. Assn., Nogales « 
NATRFD (Farm directors), Chicago « NBC-Tv Affiliates semiannual conv., 
Chicago « RAB Membership meeting, New York ¢ Baseball Major Leagues 
annual meeting, Chicago « NROGA Convention, New York « NCAA Conven- 
tion, Los Angeles ¢ International Home Furnishings Market, Chicago « 
Nat'l Appliance & Radio-Tv Dealers Assn. convention, Chicago * Newspaper 
Advertising Executives Assn., Chicago * NARTB boards, Chandler, Ariz. « 


Executive and Publication Hq., 
BeT Bldg., 1735 DeSales St., N. W., Wash. 6, D. C. 


*Sol Taishoff, Editor and. Publisher, car- 
ries the asterisk for about 80 more con- 
vention signs we couldn't get in the 
picture. 


State Assn. Presidents, Washington « ANA, Hot Springs ¢ International 
Radio Consultive Committee (CCIR) of International Telecommunications 
Union, UN, New York ¢ IRE, New York ¢ Ohio Assn. of Radio & Tv Broad- 
casters, Cleveland « Premium Adv. Assn., Chicago ¢ CARTB (Canadian), 
Toronto ¢ Southern Calif. Assn. of Adv. Agencies, Paim Springs * Washing- 
ton State Assn. of Bdecstrs., Seattle © NARTB Convention, Chicago « 
American Society of Newspaper Editors, Washington « ANPA, New York « 
AAAA, White Sulphur Springs ¢ International Adv. Assn. conv., New 
York © AWRT convention, Boston « SMPTE, New York © Penna. Assn. of 
Bdestrs., Pocono Manor « TvB Adv. Agencies, New York * Assn. Maximum 
Service Telecasters, New Orleans ¢ Visual Communications Conference, 
New York « AFA, Philadelphia * AFM, Atlantic City ¢ RETMA, Chicago 
NARTB Boards, Washington * Colorado Bdcstrs. & Telecasters, Estes 
Park © Adv. Assn. of West, Los Angeles « D.C.-Md. Assn., Ocean City 


Baltimore 
Radio! 


Ist—104 times! | 
2nd—42 times! 


Here is up-to-the minute proof of 
WCBM’s audience domination in 
the nation’s 6th largest market... 
in competition with 9 stations! 
This outstanding record is just 
further proof of what we've been 
saying all along .. . WCBM defi- 
witely offers the lowest cost per 
thousand im the big Baltimore 
areal Want more facts? Just call 
or write us direct or ask our 


representative. 


*Hooper, June 1956 
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WASHING-UP 
7000! 


What a time to talk about soap products 
...while 4,115,000 people a minute— 

mostly homemakers—are listening attentively 
to weekday drama on CBS Radio. 


In a five-day span, these dramatic serials 
reach 20,548,000 different people. 


They listen an average of three hours each. 
this is the right time to buy... 


CBS RADIO NETWORK 
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12:00 N. WENDY WARREN & THE NEWS 
[2:15 PM BACKSTAGE WIFE | 
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12:45 PM OUR GAL SUNDAY 
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1:30 PM YOUNG DR. MALONE 
1:45 PM GUIDING LIGHT 
2:05 PM RIGHT TO HAPPINESS 
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2:30 PM THIS IS NORA DRAKE 
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There’s No Market Under the Sun 
Like Southern Arizona 


For the Ist half of 1956, compared to 1955, 
Tucson's soaring bank debits set new rec- 
ords — they almost doubled the debit fig- 
ure for the only other major city in Arizona 
(12.7). Is YOUR advertising beamed at 
this bright spot on the map? 


Statistics courtesy ‘“‘Arizona Progress’’ 
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REGINAS 


| CLEAN-UP CAMPAIGNS—Regina Corp., Rahway, N.J., will run these 
| two-color pages—or fractional-page versions of them—in 21 mag- 
| azines this fall to promote the Electrikbroom and the Twin-Brush 
| Polisher and Scrubber. Lewin, Williams & Saylor, New York, is the 
| agency (see story on Page 59). 
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The New WOW-TV—CBS-TV ticket 
wins by a landslide! 


The May Pulse and June ARB agree! 


The votes are counted and 
WOW-TV is No. 1! 
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Automotive Business 
Papers Are Best for 
Car Exporters: Study 


New York, Aug. 9—Automotive 
exporters spend 71.5% of their ad- 
vertising budgets in U. S. export 
publications, while 15.9% of the 
money winds up in local media, 
and 12.6% is invested in direct 
mail. 

These findings are part of a 
study of 51 companies by Prof. 
Hillier Kreighbaum, of New York 
University. The study evaluates 
media channels available to com- 
panies selling automotive prod- 
ucts abroad, as well as the meth- 
ods used in placing advertising. 

Prof. Krieghbaum’s findings, in- 
corporated in a booklet titled “Au- 
tomotive Export Advertising,” in- 
clude the following: 

“Automotive export publications 
are assessed by the advertisers as 
doing the best editorial and circu- 
lation distribution job. General 
consumer magazines are regarded 
as satisfactory for reaching the 
consuming public, but not for 
reaching trade outlets. Local auto- 
motive media were rated below 
the U. S. automotive export publi- 
cations in both areas.” 


® The study indicates that of the 
71.5% of advertising money spent 
in export media, 58.6% goes into 
automotive export publications, 
including buyers’ guides; 6.5% goes 
to general business and trade ex- 
port books in non-automotive 
fields, and 6.4% goes to general 
consumer publications. Local over- 
seas automotive media get 7.5% of 
the budgets, and local newspapers, 
magazines, radio and tv get 8.4%. 


Roberts to Tastee-Freez 

John F. Roberts has been named 
advertising and public relations 
manager of Tastee-Freez Corp. of 
America, Chicago. He replaces 
Neal Waldman, who resigned. Mr. 
Roberts was previously with 
O’Grady-Andersen-Gray, Chicago, 
and earlier was ad manager of 
National Bakers Services Inc. and 
assistant ad manager of Ekco 
Products Co., Chicago. 


PUT COLOR 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


WARD-GRIFFITH CO. 
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Night Club Fashion 
Skit Is Ad Medium 
for Clothing Makers 


New York, Aug. 9—Fashion ad- 
vertising is getting into the act in 
night clubs across the country this 
summer. 

More than 20 manufacturers of 
men’s and women’s clothing are 
underwriting to a large extent a 
night club show, “Fashions in 
Rhythm,” now going on the road 
after an eight-week stand at the 
Versailles. In return for their fi- 
nancial backing, the manufactur- 
ers have their merchandise mod- 
eled twice nightly in the show, 
and their names are printed prom- 
inently—and repeatedly—in the 
printed programs given each cus- 
tomer. 

The participating companies fur- 
nish the clothes needed for the 
show and also pay part of the pro- 
duction costs. This, of course, 
makes the club owners very happy 
since they can present a far more 
elaborate production than if they 
carried the entire financial burden 
alone. It also pleases the manu- 
facturers, since it allows them to 
parade their wares and names be- 
fore paying customers. 

After leaving New York this 
weekend, the show will go first to 
Texas for a month, where a local 
tie-up with Neiman-Marcus Co. is 
being arranged, in addition to the 
regular national sponsors. The 
complete roster of clubs signing up 
for the tour will be announced 
shortly, it is reported. 


8 Billed as a “musical story of 
fashion in action,” the show has a 
cast of 12, with eight scenes and 
about 11 costume changes. The re- 
sult is a singing, dancing, joke- 
telling fashion show. It was organ- 
ized, written and staged by Jan 
Brewster. 

“Most of the manufacturers un- 
derwriting the show in New York 
will continue to sponsor it as it 
tours the country. Manufacturers 
of women’s fashions credited in 
the program at the Versailles, in- 
clude Avorn Maternities, Catalina, 
Ceil Chapman, Coronet Bridal 
Wear, Custom Made, Giovanni of 
Nathan Strong, I. Miller, Kleinert, 
Madeleine Fauth, Masket Sports- 
wear, Nettie Rosenstein, Schiapar- 
elli, Trifari and Trigere. Women’s 
fur fashions are by Empress, Fan- 
tasia Furs and J. Weinig & Son. 

For men’s fashions, there are 
Batterson, Gordon of Philadelphia, 
Johnson & Murphy and White- 
house & Hardy. 

The program also credits a 
bridal bouquet by Aster flowers, 
luggage by Leeds Travelwear Co. 
and a TWA flight. 


Taylor Joins Galloway 

Howard L. Taylor has joined 
Galloway Publishing Co., Plain- 
field, N.J., as assistant to the di- 
rector of advertising. He formerly 
was with the Grolier Society in a 
sales capacity. 


IN HAVERHILL, MASS. 


Geo McLau 

Advertising Geen 
of the GAZETTE 
pr you these facts: 


—Retail Sales— 
$51,926,000 a new 
high. 
2—Food Sales— 
$17,885,000 a new 
3—World Sh A 
ry oe 
making center. by » 
4—Western Electric Co., Mfg. Center. 
A trad zone ulation of 
110, by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 


Dealers Can Tailor Co-op 
Ads with New Motorola Mats 

Motorola inc., Chicago, is issu- 
ing a newspaper ad mat portfolio 
to its dealers that provides for ex- 
tensive substitutions of copy and 
illustrations so the dealer can 
tailor his ad to local conditions. 
Interchangeable ad heads will 
highlight trade-ins, “just arrived” 
stock, convenience features, fringe 
area reception pitch or what ever 
slant the dealer wants; alternate 
pictures of models will also suit 
the ad to the dealer’s stock. 

The idea grew out of a study of 
Motorola dealers’ cooperative ad 
needs conducted by Leo Burnett 


Co., Motorola’s agency for con-and furniture stores in the Mid- 


sumer product advertising. 


King. Vehon & Wolf Bows 

Lew King, Vehon & Wolf, new 
Phoenix agency, has been formed, 
with offices at 218 W. Adams. 
Principals are Lew King, who for 
the past 10 years has operated his 
own Phoenix agency, Lew King 
Advertising Productions, president; 
S. E. (Bud) Vehon, formerly sec- 
retary, copy chief and account ex- 
ecutive of Luckoff & Wayburn, vp 
and secretary, and George J. Wolf, 
president of Economy Finance Co. 
and Contract-Mortgage-Buyers 
Inc. and owner of radio stations 


west, treasurer. 


Creed & Stewart to Gross 

Creed & Stewart, Aurora, IIl., 
maker of Boiltex sewing notions, 
has appointed H. M. Gross & Co., 
Chicago, to handle its advertising. 
A nine-month campaign in Life 
will begin Sept. 26. 


Gibraltar Buys Abacot 

Gibraltar Corrugated Paper Co., 
Clifton, N. J., has purchased Aba- 
cot Displays Inc., Beford Hills, 
N. Y., and has incorporated Abacot 
into its display division, located in 
Jersey City. 


“In CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH Co. 
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See your etchings? We'd love to. . . love to see them in our shop. 


You see, reproducing directly from clean type proofs is a specialty at Superior. 
And you'll get results like you've never gotten before... 


from any etching. 


--.call SUperior 7-7070 


DAY & NIGHT 
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SUPERIOR ENGRAVING CO, 215 W. SUPERIOR ST, CHICAGO !0 
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Kent Will Publish 
‘Aviation Research & 
Development’ in Fall 


New York, Aug. 7—Stephen R. 
Kent, for the past eight years di- 
rector of advertising for Ameri- 
can Aviation, Washington, D. C., 
has organized the Aviation Re- 
search & Development Publishing 
Corp., 140 E. 40th St., which will 
issue in October a new aviation 
engineering monthly magazine to 
be called Aviation Research & De- 
velopment. 


The new 8%x11%” publication 
will have a controlled circulation | 
of 15,000 and will apply for mem- | 
bership in Business Publications | 
Audit of Circulation. Base one- | 
time b&w page rate will be $560. | 
Twelve-time rate will be $480. 

The new magazine, its publish- 
er said, has been designed specif- | 
ically to meet the technical infor-| 
mation needs of engineers and ex- 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Key 
City Reached Through 
THE LYRCHBURG NEWS & ADVANCE 


1. Effective g income 
$73,873,000. 

2. Quality of market index 110. 

8. City zone ‘one population 53,880. 


4 Leucine a cannot be sold from 
the outeide 


.vertising director 


ADVERTISE Im LyncHBURG 
GiT OUR MARKET FOLDER 


Wells 


Moeller 


FOREIGN AFFAIR—McCann-Erickson has opened a new office—the 

36th—in Dusseldorf, located in the new Dommel-Hochhaus. Among 

those at the formal opening were Edward R. Beach, president of 

McCann’s international division; Sidney A. Wells, vice-chairman of 

the German company, known as H. K. McCann Co., and Hans Moel- 

ler, manager of the office. The new office reportedly makes McCann 
the largest agency on the European continent. 


ecutives on advanced aircraft and 
missile projects. 

Mr. Kent, a graduate engineer 
with 16 years of aviation experi- 
ence, resigned this spring as ad- 
of American 
Aviation, a position he had held 
since 1948. Personnel of the new 
publication will be announced in 


the next few weeks, AA was told. | 


Motorola Licenses Addison 


Addison Industries of Toronto | 


will manufacture Motorola tv sets, 


four years ago, has been operating 
through a manufacturing subsid- 
iary with a Toronto factory. Plans 
are for this subsidiary to continue 
/ until Addison is ready to take over 
at its own factory. For the past 
two years, Addison has been li- 
_censed to make CBS-Columbia tv 
| and radio sets. This agreement has 
now ended. 


Federal Goes to BBDO 
Federal Enameling & Stamping 
Co., McKees Rocks, Pa., has! 


|home and car radios under a li-| named Batten, Barton, Durstine & | 


WARD-GRIFFITH | co. 
The Werd;Griffith Co. maintains offices 
if} all principal advertising centers 


cense agreement with Motorola | 
Inc., Chicago. Motorola, which | 


Osborn to handle its advertising, | 


beginning Sept. 1. The account 


first entered the Canadian market has been with D’Arcy Advertising. | 
te’ 


Vivid Color. 


to you today. 


1032 Carondelet St. 
New Orleans, La. 


gives you... 


A CAPTIVE AUDIENCE 


and 


NO COMPETITIVE ADVERTISING 


MPA gives you a captive audience that sees only three other non-competitive 
advertisements in motion picture theatres of your choice. 

Your potential customers, relaxed and comfortably seated, are held captive 
for the powerful presentation of your message with Sight, Sound, Action and 


The big theatre screen commercial is the most complete selling aid available 


MPA accepts only four non-competitive advertisers per theatre per week. 
You can buy as little as one or as many as 52 successive weeks. At every per- 
formance during the weeks you are scheduled in each theatre, you will enjoy 
the exclusive advantage of being the only advertiser in your field. 

In many communities, the audience you reach with a regular schedule is 
equal to approximately 80% of all people in the community. 

YOU can do a lot of selling when you are the only one in your field using 
the big screen in vivid color to reach 80% of all the people you want to reach. 


Inquire now! More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO.. INC. 


70 E. 45th St. 
New York, N. Y. 
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ARB Network TV 


$64,000 Question (Revion, CBS) 


Week of July 7-13, 1956 
Copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 


Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 


a> 


CBS) 


What's My Line? (Jules Montenier, 


GE Theater (General Electric, CBS) 


I've Got a Secret (Winston cigarets, CBS) 


Lawrence Welk (Dodge, ABC) 
Best of Groucho (DeSoto, NBC) 


oeC@OnNOGOWwWAWNH ~ 


~ 


Do You Trust Your Wife? (Frigidaire, Liggett & Myers, CBS) 
_ Alfred Hitchcock Presents (Bristol-Myers, CBS) 


TOTAL VIEWERS REACHED 
Program 


$64,000 Question (Revion, CBS) 


Lawrence Welk (Dodge, ABC) 
GE Theater (General Electric, CBS) 


The Honeymooners (Buick, CBS) 


Ed Sullivan (Lincoln-Mercury Dealers, 
$64,000 Challenge (Revion, P. Lorillard, CBS) 


I've Got a Secret (Winston cigarets, 


CBS) 


CBS) 


What's My Line? (Jules Montenier, Remington, CBS) 


COnNounon~F 


Gunsmoke (Liggett & Myers, CBS) 
10 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 
*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 


ABC Radio Gets 9 
New ‘56-7 Sponsors; 
A.M. Time Is 75% Sold 


New York, Aug. 8—With the 

_ addition of nine new sponsors, 
American Broadcasting Co. is now | 
75% sold out on its morning block | 
of radio shows. 
These contracts, plus that of a 
nth advertiser who has renewed, 
|add up to a total of 525 sponsored 
five-minute segments for the 1956- 
57 season. Four of the new adver- 
|tisers are newcomers to network 
radio. These include Atlantis Sales 
Corp., Haysma Co., MclIthenny Co., 
and Mishawaka Rubber & Woolen 
Mfg. Co. 

Time on Don McNeill’s “Break- 
fast Club” was bought by the fol- 
lowing: Bristol-Myers Co. for Buf- 
ferin and Sal Hepatica (Young & 
Rubicam) and Trushay (BBDO); 
Drackett Co. for Dazy and Twinkle 
(Ralph H. Jones Co.) and Drano 
and Windex (Y&R); General Foods 
for Jell-O (Y&R); Haysma for its 
hay fever cure (O’Neil, Larson & 
McMahon Co.); Mishawaka for 
Summerettes, women’s fabric shoes 
(Campbell-Mithun), and State 
Pharmacal Co. for vitamin re- 


ducing capsules (Schwimmer & 
Scott). Dixie Cup Co. (Hicks & 
Greist) renewed its twice-weekly 
participation on this early morning 
audience participation show. 

“My True Story” picked up two 
advertisers—Ex-Lax (Warwick & 
|Legler) and Atlantis Sales Corp. 
| for French’s bird seed (Richard A. 
Foley Advertising Agency). 

The sales picture was rounded 
out by Jack Parr, who got his first 
paying customer when Mcllhenny 

|Co. signed for two five-minute 
segments weekly for Tabasco 
sauce (Scheideler & Beck). 


Schering Names Smith 
Schering Corp., Bloomfield, N.J., 
pharmaceutical manufacturer, has 
appointed Jack M. Smith veter- 
inary advertising manager. Before 
joining Schering, Mr. Smith was 
advertising manager of Haver- 
Glover Laboratories, Kansas City. 


Fabron to Scheideler & Beck 

Fabron Inc., Waterbury, Conn., 
has named Scheideler & Beck, New 
York, to handle advertising for its 
Tipette “magic brush” nail polish. 
The account previously was with 
Kastor, Farrell, Chesley & Clif- 
ford. 


KCEN-tv Covers the 


WACO-TEMPLE | 
CENTRAL TEXAS AREA MARK 


an 


Texas business 
is booming 


and we’re in 
the heartland 
of Texas! 


) KCEN-W 


@ 833 ft. tower eMax. power,100 kw. 
e Channel 6, VHF e Full Time 


NATIONAL 
TEXAS: Clyde 


Representatives: 
Me ge 
Co, 


KCEN-TV ws 3rd Temple Texas 


OWNED AND OPERATED 


BY BELL PUBLISHING ‘Co 
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BARKER BANKER—Girard Trust Corn 


» Exchange Bank, Philadelphia, is 
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using this “carnival” ad in the In- 

quirer to promote its services. 

Aitkin-Kynett Co., Philadelphia, is 
the agency. 


Home Laundry Sales 
Will Rise 17% in ‘56: 
Kelvinator’s Travis 


Detroit, Aug. 7—Sales of home 
laundry appliances should reach a 
record 6,000,000 units this year and 
chances are excellent that this fig- 
ure will be boosted to 7,000,000 by 
1959, Homer L. Travis, sales vp 
of Kelvinator division, American 
Motors Corp., predicted here last 
week. 

He made his prediction at a press 
preview of Kelvinator’s 1957 line 
of home laundry appliances. The 
6,000,000 figure—a projected 900,- 
000-unit boost over last year’s in- 
dustry sales—could be attained, 
Mr. Travis said, despite the pres- 
ent high inventory picture. He 
pointed out that factory and field 
inventories are 29% higher now 
than they were a year ago and 
acknowledged that “this might 
have a braking effect on shipments 
during the second half of the 
year.” 


® Automatic dryers represent the 
brightest star for home laundry 
appliance sales, Mr. Travis told 
Kelvinator distributors. “While 
automatic washer sales have in- 
creased 95% since 1952, dryers 
have climbed more than 200% and 
currently present the greatest im- 
mediate opportunity for growth. 
Outsold by washers five to one in 
1952, dryers have reduced this 
margin to three to one and should 
reach a proportion of less than two 
to one by 1960,” he predicted. 

Kelvinator’s own home laundry 
sales for the first half of 1956 are 
more than 40% ahead of the same 
1955 period, Mr. Travis revealed. 
Kelvinator’s 1957 sales target, he 
said, is a further increase of 18% 
to 20% over 1956. 

Kelvinator’s 1957 laundry appli- 
ance models will be launched on 
“Disneyland” Sept. 26, the follow- 
up to be in page ads in national 
consumer magazines. 

Feature of the 1957 Kelvinator 
washer is a “Magic Minute” at the 


NORTH CAROLINA 

New Bern is the buying center of 
Craven County’s— 

$65,740,000 

effective buying income. 

The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offie=s 


| concentration of soap. This action, 


~~ | Regina Corp. Schedules Fall 


start of the washing cycle during 
which clothes are agitated in a par- 
tial tubful of water with a full 


Kelvinator’s ads will emphasize, 
eliminates the hand _ scrubbing | 
normally needed to “pre-treat” | 
heavily soiled clothes. 


Ad Campaign in 21 Magazines 


Regina Corp., Rahway, N. J.,| § “ 
breaks the largest ad campaign in| © 


its history with a full-page two- 
color ad in the Sept. 17 issue of 
Life. The 64-year-old company in 
a 21 consumer magazine campaign 
this fall, will push the Regina 
twin-brush polisher and scrubber 


Magazines which will handle;Homes & Gardens, Good House-| Post and Woman’s Home Compan- 
the national campaign running | keeping, Living For Young Home- ion. Handling is Lewin, Williams 
through November, include Better | makers, The Saturday Evening | & Saylor Inc., New York. 


and the Electrikbroom. 


THIS IS BILL GODWIN—( Another W-G Salesman) 
William A. “Bill” Godwin Jr., after serving with the U.S. Navy in World War II, 
went to work with the Atlanta Journal. After that newspaper experience, Bill 
ree our Atlanta office where he has been advanced to Manager. Bi!!! is an able, 
ikeable, efficient, advertising salesman who, like all of our salesmen, is competent, 
ready and anxious to help solve your advertising problems. Newspaper advertising 
gets immediate action—at lowest cost too! Advertise in Newspapers! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building . Plaza 5-7028 NEW YO 
Wrigley Building... Supesior 7-2485 CHICABO 
General Motors Building .... ba anne ....Trinity 3-6365 DETROIT 
Statler Office Building ... ; Liberty 12-5669 BOSTON 
Fulton National Bank Building sees Jackson 3-8545 os ATLANTA 
318 Addison Building. .... pit puaee bn eas ebead Franklin 5-8020... CHARLOTIE 
Russ uilding....... ale Gubets esi scan cedests on 2-6028........ SAN FRANCISCO 
Philadelphia National Bank Building..........Locust 17-4279.... PHILADELPHIA 
U.S. National Bank Building.................. Capitol 8-3033........ : RTLAN 


CAPITAL 


BOOM .. 


Things are moving faster than ever in the Capital these 
days. Drug store sales have reached an all-time high, mak- 
ing Washington the 8th largest market in this category. 


Retail drug sales in Washington have risen 49% in just 
five years and are now close to $100,000,000 annually. . . 
significantly greater than those in other leading metro- 
politan markets like Pittsburgh, St. Louis and Cleveland! 


Advertisers of drug store 


WROanWRC-TV......: 


NBC LEADERSHIP STATIONS IN 


IN DRUG STORE SALES © 


a ae ar CN ETD 


, 


Bor hereto te eae Oege Came em 


huge growth in sales by investing more than ever in the 
media that sell the Capital best ... WRC and WRC-TV, 
Washington's leadership stations. In a three year period, 
drug advertisers’ billings on these stations are up a healthy 
73%. And for the first quarter of this year, they were up 
still another 27.7% over last year’s! 


Because these stations keep drug store products moving in 
greater volume, more and more advertisers are going 


products have paralleled this with the biggest guns in Washington's selling boom . . . 


ASHINGTON, D. C. 


ro 
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Norman Warren Elected VP 

Norman Warren, director of ad- 
vertising and public relations of 
Lear Inc., Santa Monica, Cal., has 
been elected a vp of the company. 
Before joining Lear he was presi- 
dent of Norman Warren Advertis- 
ing Agency, New York. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1955 the Morning Call carried more 
than 5,920,000 lines of local advertis- 
ing. Department Stores and national 
chain food companies k 

i the peop 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represen by 


WARD-GRIFFITH CO. 
The Ward Griffith Co merntains offices 


‘ol pr pol odverfisthG centers 


Department Store Sales... 


WasHINGTON, Aug. 9—After a 
dip in sales the preceding week, 
department store sales in the week 
ended Aug. 4 rose to 7% ahead of 
sales for the similar week of 1955, 
the Federal Reserve Board report- 
ed today. 

For the four weeks to that date, 
sales were 3% ahead, and for the 
year to date were 4% >head. 

Eleven of the 12 FRB districts 
reported gains for the week ended 
Aug. 4. One, St. Louis, reported no 


| change. The others reported gains 


as follows: Boston, 12%; New York, 
12%; Philadelphia, 11%; Cleve- 
land, 6%; Richmond, 6%; Atlanta, 
6%; Chicago, 5%; Minneapolis, 
14%; Kansas City, 3%; Dallas, 7%, 
and San Francisco, 4%. 

A detailed breakdown of the 


U.S. Total Tops Last Year by 7% 


sales in these districts will not be, 
available for the week ending Aug. 


4 until early next week. For the 
two weeks previous, sales broke 
down as follows: 


% Change from °55 
Week Ending 
Federal Reserve 
District, Area, and City 
United States ccc 
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New York District 
Metropolitan Areas 
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Week Ended 
Aug. 4, 56 


Department Store 
Sales Barometer 


Change from 1955 
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Springfield ... 


Erie 

Pittsburgh 

Wheeling-Steubenville ... 
Richmond District 
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Philadelphia District 


Metropolitan Areas 
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Jacksonville ..... 


Augusta 
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Knoxville 
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The 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., New York, Chicago, 


For a favorable, lasting product impression... 
for advertising that stands out, captures more 
attention, more sales in the Columbus and Cen- 
tral Ohio market, use DISPATCH ROP Full 
Color advertising! 
Only the Dispatch offers you Full Color ROP 
in the evening and Sunday fields, plus estab- 
lished dominant coverage of the mid-west’s 
number one test market. 
Like other satisfied advertisers, you'll agree 
there is a sales difference when you use color. 
For complete details, write the General Adver- 
tising Department, today! 


columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily . . . 9 out of 10 on Sunday. 


Detroit, Los Angeles, San Francisco 
McAskill & Herman, Inc., Miami Beach. 
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Duluth-Superior 
Kansas City District 
Metropolitan Areas 


Metropolitan Areas 


Metropolitan Areas 

Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento - 
EE 
San Francisco-Oakliand .... 
San Francisco City . 
Oakland City 


Ll +++ 


Ray Schwartz agency, Oakland, 
Cal., has been appointed to handle 
advertising for Jacuzzi Bros. Inc., 
Richmond, maker of Jacuzzi Hy- 
dro Massage pumps and machin- 
ery. Schwartz, which was named 
several months ago to handle the 
company’s publicity, succeeds 
Heintz Co. as agency. Heintz re- 
cently resigned the account after 
handling it several months. Gerth- 
Pacific Advertising Agency pre- 
ceded Heintz on the account. 


Test It In.... 
Metropolitan 


PEORIA 


With 98% Circulation 
tio to Homes Thru the 


JOURNAL STAR 


WARD-GRIFFITH CO. 
The Word Griffith Co marntarns offices 
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Nathan Diener, Ad 


Agency Head. Dies 


San RaraeEt, Car., Aug. 9— 
Nathan Diener, 66, president of 
Diener & Dorskind, New York, 
died here yesterday, presumably of 
a heart attack, at the home of his 
daughter, Mrs. Norma Haas, where 
he and Mrs. Diener were on an 
annual visit. 

Born and educated in New York, 
Mr. Diener began his career as an 
advertising salesman on the old 
New York Journal. Five years 
later he joined Brown Advertising 


Agency as head of its new business | 


department. He brought so much 
business into the agency that he 
was invited to become a stockhold- 
er. 

In 1921, he and Benjamin Dors- 
kind, head of the personnel de- 
partment and general office man- 
ager at Brown, formed a partner- 
ship and started their own agency 
to specialize in newspaper classi- 
fied advertising. 

In a story on the agency in 1949, 
AA reported that D&D “gets the 
usual 15% on its classified billings 
and handles more than 1,000 indi- 


vidual accounts a month.” In that/| 
year the agency reported its bill- | 
ings were $1,500,000, of which dis- | 
play advertising contributed about | 
20%, hotel and resort business) 
another 20% and classified the re- | 
mainder (AA, Sept. 12, 1949). 


® Today, according to Mr. Dors- 
kind, the ratio is about the same, | 
and the agency’s billing is $3,500,- | 
000. 


Ten years after the ae 
opened its doors, the AA story re-| 
counted, in “the middle of the de-| 
pression, some 15 principal ac- 
counts had financial difficulties | 
and refused to pay for space al-| 
ready run by newspapers. 

“When publishers failed to press 
bankruptcy charges, principals of | 
D&D felt an obligation to liquidate | 
the $100,000 debt by paying every | 
dollar owed. The staff voted to 
carry out this decision and took 
voluntary pay cuts to help start 
the long haul of reparation. 

“The agency weathered the de- 
pression years without dropping a 
single member from its staff and, | 
in 1947, paid the last dollar owed | 
its creditors.” 


Grove Patterson, 74, 
Editor-in-Chief of 
‘Toledo Blade,’ Dies 


ToLepo, Aug. 8—Grove Patter- 
son, 74, editor-in-chief of the To- 
ledo Blade, died yesterday of a 
heart attack while eating lunch in 
his hospital room. Mr. Patterson 
was graduated from Oberlin Col- 
lege in 1905, and earned $1 a week 
at his first newspaper job on the 
Democrat, Carlyle, Ill. He was 
night city editor of the Cleveland 
Plain Dealer before joining the 
Blade in 1910. He was named edi- 
tor-in-chief in 1946. 

Mr. Patterson began writing his 
column, “Way of the World,” in 
1921. The last appeared last Sun- 
day. He was the author of a num- 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 


NORTH CAROLINA 
Retail Sales........ $6192. 
Food Sales 


‘amily Drug Sales........ 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


Evening and Suadey 
ly Represented 


WARD-GRIFFITH CO. 


fie Ward-Guffith Co maintains effiges 


a 3 eee ee ce eee 


ber of magazine articles and pub- 
lished his autobiography, “I Like 
People,” two years ago. A founder 
of the American Society of News- 
paper Editors, he served twice as 
its president and was an honorary 
national president of Sigma Delta 
Chi, national journalistic frater- 
nity. 

Mr. Patterson was one of the 
acknowledged orators of the twen- 
tieth century, and was in enormous 
demand as a public speaker. 


Fay Joins Wyatt & Bearden 

Patrick J. Fay, for 10 years a 
staff director of DuMont Televi- 
sion Network, has joined Wyatt & 
Bearden Advertising, Dallas, as 
director of radio, television and 
film activities. 


FC&B Names Rapp Supervisor 
on Ford Special Products 

Clyde E. Rapp, vp and account 
supervisor in the Chicago office of 
Foote, Cone & Belding, has been 
named account 
supervisor on the 
special products 
division of the 
Ford Motor Co. 
account in the} 
agency’s Detroit | 
office, to be 
opened soon. 

Mr. Rapp has 
been with FC&B 
four years. Pre- 
viously he was 
with J. Walter 
Thompson Co. and Hamm Brewing 
Co. 


Clyde Rapp 


MATION'S LARGEST TRADE TERRITORY. 


DEFENSE AND MILITARY 
ANNUAL PAYROLLS 


$136,582,382 
in 1955 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER | 
EVENING 
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It’s the original 32-year old WLS NATIONAL BARN 
DANCE... the network show that’s ranked first on radio 
for years. Now available as a TV show to make 

your products rank first. 


With a cast of almost 50 stars, over 3,000,000 people 
paid to see NATIONAL BARN DANCE shows at 
Chicago's Eighth Street Theatre. 


Stars play to over 2,000,000 people on personal 
appearance tours in one year alone. 


Series of 26 half-hour pictures available for national, 
regional or single market sale. 


Write, wire or phone for further information. 


ARN DANCE 


Now available as a 
TELEVISION film series! 


CAST OF ALMOST 
50. INCLUDING— 


Homer & Jethro * 
Lula Belle & Scotty 
Bob Atcher 
Captain Stubby & 
the Buccaneers _ 


Grace Wilson 
The Wilson Sisters 


Cousin Tilford 


Red Blanchard 

Dolph Hewitt 

Arkie the Woodchopper 
Jimmy Jamas & Otto 


_ and many, many other 
favorite stc=s! 


FRED A.NILES Productions, Inc. 
The pace-setting film company, serving the nation’s leading 


advertisers in TV commercials, films for theatre & industry. 


22 WEST HUBBARD STREET 
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* CHICAGO 10, SUperior 7-0760 
In Hollywood: 1040 N. Las Palmas 
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General Motors Names in PR 
Andrew V. O’Keefe, formerly 
regional pr manager in Buffalo, 
N.Y., for General Motors Corp., 
has been promoted to pr director 
of the Chevrolet motor division of 
GM, Detroit. Richard C. Kopke has 
succeeded Mr. O’Keefe at Buffalo. 
He was formerly assistant GM re- 
gional pr manager, New York. 


SALISBURY 


Let us 
PROVE a 


WARD- GRIFFITH co. 
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Grove Labs Sets 
$2,000,000 Push for 
Citroid Compound 


Over-all Cold Remedy Ad 
Spending by Grove and 
Subsidiaries: $5,000,000 


Sr. Lours, Aug. 10—Grove Lab- 
oratories Inc. will spend “close to 
$5,000,000” between September and 
May in an effort to wipe up the 
sneeze and sniffle market. 

Backed with the largest budget 
in its 78-year history, Grove will 
plunk down about $2,000,000 for 
Citroid compound, a bioflavonoid 
tested in 15 cities last year. Mar- 
keted nationally for the first time 


| this fall, Citroid compound will be 


“backed by the biggest ad budget 


ee 


| Works Wonders 


with Brokers 
and Grocers 


Here, in tle opinion of top grocery manufacturers, 
is one of the most effective merchandising tools 
in anybody's market! The Star's GROCERY 
MERCHANDISER is mailed every Wednesday 
52 weeks a year to personnel ofgrocery stores 
representing 90% of the Kansas City market. It’s 
an honest-to-John merchandising service that— 


@ Features Star-advertised promotions with lively 
© Wins enthusiattic grocer co-operation 

@ Constantly urges grocers to STOCK and DISPLAY 
®@ Produces MORE and BETTER advertising tie-ups 


Another part of The Star’s complete information and 


merchandising service to 


KANSAS CITY CHICASO 
1729 Grond Ave. 202 S. Store S¢. 
MAsrinen 1.1200 WEbster 9-0532 


food advertisers. 


NEW YORK SAN FRANCISCO 
21 E. 40m &. 625 Market S#. 
wat 30161 GAstietd |-2003 


aration,” according to marketing 
vp Gene K. Foss. “There will be 


Quinine and 4-Way tablets,” he 
continued. 


Citroid was ,not released, Grove 
indicated that, generally, this 
year’s campaign will follow last 
year’s drive, in which the company 
used large units in newspapers, 
backed by television and radio 
spots during the cold season. Addi- 
tional Citroid ads will run in drug 


program for retail outlets. 


subsidiary which markets cold 
tablets, reports unusual success 
with Citroid last year. Even though 


counted for about 20¢ of every 


markets, the company says. 
Already allegedly 
for the sale of 85 out of every 100 


bioflavonoids such as 
should double the $60,000,000 cold 
| tablet market within two years. 

Grove’s advertising agencies are | 
| Dowd, Redfield & Johnstone for | 
|Citroid, Harry B. Cohen Advertis- 
ing for 4-Way and Benton & 
| Bowles for Bromo Quinine. 


‘Haydn Records’ New 
Owners Shift Policy, 
Name Sanford, Ritter 


New York, Aug. 7—The Haydn 


ganized and refinanced by a group 
of business men who have pur- 
chased the company. 


| days, including details of negotia- 
tions for the sale of its recordings 
internationally. Howard Rikoon, 
|representing the new purchasers, 
|says Haydn will operate on a 
| broader musical concept than in 
| the past. 
| “We intend to use the Haydn 
| Society’s reputation for producing 
| unique, high quality recordings as 
| the basis for a program of acceler- 


| pany’s trademark, and into every 
| type of music,” he said. 
| Haydn has appointed Sanford, 


| Ritter & Price to handle its ac- | 


| count and will advertise its re- 
| cordings in the New York Times 
| 


ever to launch a new cold prep-| 
increases on our standby Bromo_ 


While the media schedule for. 


publications, plus a merchandising 


® Clayton Laboratories, the Grove | 


it had a late start, Citroid, which | 
sells at $1.50 for 16 capsules, ac- | 


cold tablet dollar spent in the test 
responsib'e | 


cold tablets, Grove predicts that) 
Citroid | 


Society Record Co. is being reor-| 


The company expects to make al 
| policy announcement within 30) 


ated and broadened activity. This | 
| program will take us beyond the 
| classics, which have been the com-_ 
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‘Bangor Commercial’ 
Is Solvent But Folds; 
Ads Are ‘Insufficient’ 


Bancor, Aug. 8—This northern 
Maine community lost its after- 
noon newspaper—the Commercial 
—last weekend. 

Publisher Arthur A. Brown an- 
nounced discontinuance of the 
daily Aug. 5. The action came as a 
surprise to the Commercial’s 50 
employes. (The Saturday edition 
gave no indication of any closing 
plans). 

Mr. Brown, a New York busi- 
ness man, asserted he had found 
publication “impractical to con- 
tinue” because of lack of advertis- 
ing and circulation. 

Publication ceased officially as 
of Aug. 6. 

“This action was taken as a re- 
sult of being unable to combine 
circulation and advertising,” said 
Mr. Brown. “Many larger accounts 
want circulation before advertis- 
ing, with the result it is impracti- 
cal to continue.” 

Mr. Brown took over control of 
the Commercial last May. 

He said earlier this week that 
the daily is solvent. Accounts re- 
ceivable and cash are in excess of 
accounts payable and “accounts 
payable will be paid off.” 


| SLEEP SLEUTH—U.S. Steel Corp. plans 
|its second annual bedding promo- 
tion for Oct. 10-25. The illustra- 
tion here will appear in newspa- 
per ads. Tv will be used and point 
| of sale kits are available. Batten, 
| Barton, Durstine & Osborn is the| The Commercial had a weekly 
agency. payroll of $3,500 and an estimated 
} 4,000 circulation. 

Only daily here now is the 
morning Daily News. 


Yeates Retires as Bank VP 

Fred Yeates, Bank of America 
vp at San Francisco and for many 
| public relations and publicity pro- | ¥°@™8 director of publicity, has re- 
ang _ dP vp | tired from the banking organiza- 
| tion. He joined the Bank of Amer- 
ica in 1937. 


| 


|Magazine, New York Herald Trib- 
| une book review section and ma-| 
jor music publications, in addition | 
to an extensive point of sale pro- 
gram. Henry S. Harris Associates 
has also been named to handle a 


Guild, Bascom & Bonfigli Head 


Quashes Merger Rumors 
sin TORONTO, CANADA 


Walter Guild, president 
Guild, Bascom & Bonfigli, 
Francisco “home-owned” agency, 
has denied rumors that the agency 
plans expansion by merger with 
another agency. “We have been in| 
a period of rapid growth in the) 
past few years,” Mr. Guild said, | 
“and we have had offers from oth- 
er agencies both very large and 
some smaller than ourselves. 
“The officers and stockholders 
of our corporation decided many 
/ months ago, at the date of the last 
| major offer of merger, that we 
| prefer to grow as we have, as spe- 
cialists in the advertising and mar- | 
| keting of food and beverage prod- 
ucts,” Mr. Guild declared. 


TORONTO DAILY STAR 
— 
—80% coverage of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nemema. 7 Bepresenioc >) 


WARD-GRIFFITH CO. 
The Ward-Griffith Co-maintains offices 
in all pri 


neipal advertising centers 


America’s Finest Photoengraving Plant 
for Letterpress and Gravure 


LAKE 


WEST 


STREET AT WACKER DRIVE 


in gravure for national advertising. 
For a quarter century we have been 
making fine color engravings and 
proving them to fit the special stock and letterpress 
printing requirements of national publications. 

This experience, unmatched in America, is now 
applied to making and proving positives for national 
advertising repgoduction in our Gravure Division. 
This means that your proof is really a proof of 
reproductive quality. 

When you think of gravure for national adverdhng, 
think of CM & H 


CHICAGO ILLINOIS 
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» tific laboratories. Right now we 


1. Daytona Beach is an unusual 


PVODKA ENTRY—Shown here is the 
ackage for Fleischmann Distill- 
ing Corp.’s new product, White 
Tavern vodka. The label is in red, 
black, gold and white; the bottle 
; embossed. 


opulation Growth 
‘Insures Continuing 


Prosperity: Barton 


BurraLto, Aug. 7—The entire 

? country is starting to rebuild, and 

' continued prosperity is in the cards 

as far ahead as anyone can see, 

Bruce Barton, chairman of the 

» board of Batten, Barton, Durstine 

& Osborn, declared here last week. 

, Mr. Barton was in Buffalo as the 

* guest of Alex F. Osborn, vice- 
chairman of the agency. 

In an interview, Mr. Barton) 
said, “Our cities are still horse and 
buggy cities, built for horse and) 
buggy days. We have road building | 
programs ahead, and we know the 
situation with our schools, colleges 
and hospitals.” 

He added: “Today no company 
dares to be in business unless it is 
carrying on research, and we see 
many things in the process of being 
developed in the country’s scien- | 


are in a period of inflation, and I 
don’t see anything that will end it 
q in the near future.” 


= Mr. Barton said his agency will 
handle $60,000,000 in tv advertising 
and promotion this year, adding. 
“I think it will be a number of 
years before we can evaluate the 
total impact of television. It will 
be a great medium in politics, but 
\ this development has not hurt the 
newspapers, and I don’t think any- 


DAYTONA BEACH 


DAYTONA BEACH NEWS-JOURNAL 


test market; its thousands of 
visitors come from all over the 
US., Canada, Cuba and South 
America. Its Summer seasons 
7 now rival its Winters in tourist 


larity. 
2. Ber $137-120,000 effective buy- 
3. Retail Sale s, 1955, Metropolitan 
area, $116,200,000. 
» 4a paity market index of 123. 
5. 1955 total advertising 17,169,628 
ted by 


Represen 
V. 4, Goeneses Ze. Sa Saipenio 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. mointains offices 


» ol! principal adve 


thing will.” 

The advertising executive said 
his agency this year will do a vol- 
ume of business amounting to more 
than $185,000,000. 

He had these observations to 
make concerning the general out- 
look: 
® Business is building to serve a 
population of 250,000,000 to 300,- 
000,000. 

e Every 8 seconds of the business 
day a baby is born in this country, 


' |an indication of rapid population 


growth. 


@ Every month a city the size of 
Toledo or Omaha is added to the 
consuming public. 


e For 11 years, starting in 1944, 
there was a steady decline in the 
number of people reaching the age 
of 21. This year the curve has 
turned up, and by 1970 we will 
have 70% more boys and girls 


coming of age than we will have JBM Advances Tarbutton 


this year. 


manager of its accounting machine 


International Business Machine: | division. Mr. Tarbutton formerly 


Mr. Barton also noted that the Corp., New York, has appointed|was branch manager of the IBM 
life span is increasing, adding that John R. Tarbutton advertising | sales office in Dayton. 


by 1960 we will have more than 


15,000,000 men and women more 
than 60 years old. 


Mrs. Cummings Dies 

Mrs. Katherine Hankinson Cum- 
mings, 54, wife of Edwin Harper 
Cummings, secretary-treasurer o* 
William Esty Co., New York, died | 
of a heart attack July 31, at he. 
home in Scarsdale. She was an ac. | 
tive member of the Scarsdale 
Womans’ Club and the Scarsdale 
Golf Club. 


Greenfield Rejoins Hart 

Leon Greenfield, formerly with 
Ralph A. Hart Advertising, Phila- 
delphia, and more recently with 
Ernest William Greenfield Inc., has 
rejoined Hart as a partner and art 
director. 


World’s Largest Grocery Store 
Opens This Month in Fort Wayne 


Henry J. Eavey Opens Giant 
80,761 square foot Supermarket 


FORT WAYNE 


ee ee Fn ead pe poe 
... Custom e pit .. . customer lounge .. . 15 
Hi-Speed checkouts. Now, more than ever, you need “ps 
Fort Wayne to complete your ad schedule. “Fomt 
FORT WAYNE NEWSPAPERS, INC., Agent ¢ 2 
Che News Sentinel * He JOURNAL GAZETTE 


Francisco 


Reprecented by Alles Klann Ca —New Yort—Chicaaco—Detroit—Sen 


Concentration 


One of the fine things about advertising is that you can always make your greatest 


effort where it will do you the most good. For example, when you advertise in 


business publications, you address a tremendous concentration of regular and 


avid readers—an intense audience just as interested in the advertising page as in 


the editorial page. And you will find, even if you never heard of the publication 


yourself, that a whale of a lot of important people in its field wouldn’t miss an issue. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyleania 


CHILTON PUBLICATIONS: Department Store Economist + The lron Age « Hardware Age + Spectator + Hardware World 
Jewelers’ Circular-Keystone +» Automotive Industries « Gas + Distribution Age + Optical Journal and Review of Optometry 
i id Motor Age + Boot and Shoe Recorder « Commercial Car Journal + Butane-Propane News + Electronic Industries + Book Division 
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they put “automation” in the home 


HEN you remember Mamma — 
remember all the “backache” that 
went with old-time homemaking. 
The mixing, the stoking, the scrub- 
bing, the poking. Gone and forgotten 
now — thanks to remarkable progress 
in electrical and control equipment. 
Progress propelled by the creativity 
of product-design engineers. In kitchen 
appliances alone, they created a tre- 
mendous $5,853,311,200 market — and 
it’s growing day by day. 
Today, more than ever, product- 


design engineers are doing big things 
for products and people. They’re creat- 
ing NEW MARKETS AND MAKING 
THEM GROW. 

Fast-moving advances in electrical 
and other major industries provide a 
“challenge of change” to design engi- 
neers. To stay abreast—to make sound 
engineering decisions — they depend 
upon Product Engineering as the most 
convenient and responsible source of 
news and information in their field. 


Product Engineering 


makes sales grow........ 
Product Engineering, McGraw-Hill Bldg., New York 36, N.Y. 


The McGraw-Hill Magazine of design engineering 


More than 32,500 of these product- 
design engineers have made Product 
Engineering the pace-setting publica- 
tion in its field. To reach these men 
who make markets grow, advertisers 
put more page, and more dollars, in 
Product Engineering than in any other 
design magazine. 
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Advertising Age 


C. M. Salutes a Railroad President 


Radio Under the Microscope 


Roundup of Drawthinks 
Keep Mailing Lists Up to Date 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


Supermarket Dares to Be Different 


By James D. Woolf 
Advertising Consultant 


Nearly all of the newspaper ads of the 
supermarkets, as we all know, are little 
more than catalogs of prices. Usually the 
“copy” consists of merely the name of 
the product and its bargain price; for ex- 
ample, “Tender chuck 
roast, 49¢ Ib. (Reg. 
53¢.”) 

Only rarely do the 
ads include anything of 
an institutional nature. 
The only “image” cre- 
ated, if any, is possibly 
the feeling that the ad- 
vertiser’s store offers 
the cheapest prices in 
town. 

From these ads there are no visible 
emanations or exhalations of quality, no 
aura of excellence or virtue, no sugges- 
tion of individuality; typographically and 
artistically they are torturing eyesores. 


James D. Woolf 


s It is with pleasure that I show here 
several newspaper ads that are typical of 
a campaign run in behalf of Boston’s Stop 
& Shop Supermarkets. For my informa- 
tion concerning this campaign I am in- 
debted to Arnold Z. Rosoff, account su- 
pervisor, Arnold & Co. Inc., Boston ad- 
vertising agency. Mr. Rosoff developed 
this campaign in collaboration with Louis 
Steinberg, advertising manager of the 
stores, and Clementine Michel and Hal 
Goodstein of the agency. Writes Mr. 
Rosoff: 


“As you probably know, the meat 


On the Merchandising Front... 


THE NATIONAL NEWSPAPER OF MARKETING 
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operation of any food store is of prime 
importance, not only for the large per- 
centage of volume it provides, but also 
because it is a vital factor in attracting 
customers. 

“When we faced this problem of pre- 
paring a series on meats that would es- 
tablish quality, proclaim the individuality 
of the chain itself, highlight what they 
stood for and create a rapport between 
the people who cut and served up the 


When Retailers ‘Draft’ Supplier Salesmen 


By E. B. Weiss 

At a recent trade meeting, some man- 
ufacturers of furniture reported that their 
salesmen were complaining that they were 
being “drafted” (sometimes for pretty 
hard labor) by their retail accounts. 
Moreover, in the case 
of these furniture 
salesmen, injury was 
apparently being 
heaped upon insult 
and even vice versa by 
the retailer’s insistence 
that these salesmen 
give time in the eve- 
ning and over week- 
ends—extra time, in 
other words. 

As I remember it, there was an era 
when manufacturers literally fought for 
the privilege of having their salesmen 
put in hours in actual selling on the re~ 
tail floor. Indeed, in the food field this 
was common practice many years ago 
and it continues, but to a much lesser ex- 
tent, up to this very day, where union 
rules have not outlawed it. (To a degree, 
this situation has really changed only. to 


E. B. Weiss 


the extent that the former food salesman 
is now a “sales promotion man” instead 
of being a salesman, and he spends most 
of his time, during regular hours, instead 
of extra time, on the retail floor or in 
the back room.) 

In brief, the only change in the situa- 
tion that I can see is that, whereas for- 
merly the supplier considered it a privi- 
lege to have his salesman on the retail 
floor during peak hours, now the retailer 
considers it his privilege to request or 
even demand this service. When the 
manufacturer volunteers to make this 
service available, apparently it’s smart 
merchandising. When the retailer re- 
quests it, it seems to become a draft! 


® I imagine that, so long as salesmen 
are free to do this, there will always 
be some salesmen who will consider this 
extra effort to be part and parcel of “hard 
sell”; and I’m not certain it isn’t. And I 
am equally sure that there will be some 
retailers who will throw their weight 
around and make unreasonable demands. 

In the final analysis, the practice in- 
volves shadings of procedure that make 
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meats and the customers, we utilized cer- 
tain techniques for achieving our ends. 


= “We decided on the use of children be- 
cause of the usual appeal to women in 
particular, our number one objective. 
Then we broke down the reasonsg why 
women prefer one meat operation over 
another and made these individual ap- 
peals the focus of each ad. We figured 
we would have stronger ads in breaking 


it impossible to regulate to everybody’s 
satisfaction. Some retailers don’t want a 
manufacturer’s representative on their 
floor at any time, for any reason. Other 
retailers at times have perhaps as many 
representatives of manufacturers, rack 
jobbers, etc., on their selling floor as cus- 
tomers—the food super, for example, in 
early morning hours. 

Then there is the paid demonstrator sit- 
uation. It differs from this setup only in 
that the demonstrator is usually somebody 
in addition to the salesmen. But that isn’t 
always so. In the housewares field, for 
example, when a big store runs a House- 
wares Carnival (or is it called a House- 
Arama these days?), it isn’t at all 
extraordinary for manufacturers and dis- 
tributors to have as many as a dozen of 
their own people on the retail floor and 
some of these “demonstrators” will be 
salesmen. 


® Or take the situation involving training 
retail salespeople (to the extent that this 
may be accomplished, in this day and 
age!). Any number of manufacturers’ 
salesmen work hard for this privilege. 
What could be more natural than for the 
manufacturer’s salesman actually to close 
a few sales—“to show how it’s done”? 
And if the retail salesperson is called 


MOST STOP « SHOP STORES 
OPEN THURSBAY 1 to 9 p. m. 
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the market into “target groups” rather 
than watering down our approach by at- 
tempting to sell all women in every ad. 
Note, too, our constant use of the words 
‘friendly butcher’ and the slogan ‘good 
cooks have good words for Stop & Shop 
meats.’ 

“The series had a wenderful impact in 
the market areas where the ads were run. 
Store managers reported highly favorable 
comments on the series.” 


away for a few minutes, or gets terribly 
busy, the manufacturer’s representative 
will double in brass for as long as may be 
necessary. 

In a number of fields, manufacturers 
pressure their salesmen to “get into the 
back room and take stock.” From taking 
stock to selling some of that stock isn’t < 
very big leap. 

Or a manufacturer’s salesman accom- 
panies a demonstrator when she makes 
her initial visit to a store—to introduce 
her, to “set up” the section, etc. More 
than a handful of these salesmen wind up 
closing a few floor transactions! 

The variety of situations involved in 
this entire procedure are almost innum- 
erable. And, like any good thing, it can 
be done to death. (I understand that, on 
some admittedly rare occasions, a food 
super has impressed a manufacturer’s 
salesman into service at a check-out coun- 
ter when traffic got heavy and a check 
girl failed to show up.) Moreover, I am 
sure that more than one manufacturer’s 
salesman has volunteered for this sort of 
emergency duty—even perhaps in viola- 
tion of union directives! 

My own conclusion is that there is more 
good than evil in this practice. Indeed, 
my regret is that the practice is tending 
to wane. 
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Looking at Radio and Television ... 


Radio Under the Mike 
(i.e., Microscope) 


By the Eye and Ear Man 

Radio is being held up in front of a big, 
bright spotlight and examined with ab- 
normal exactitude. The result of the ex- 
amination is all in favor of local—and 
negative, to a great degree, on network. 

The most common pattern of radio pro- 
gramming today has resolved itself into 
a music-and-news formula that is known 
as the WNEW type programming. This 
pattern made WNEW, New York, one of 
the leading local station moneymakers by 
the low-overhead system of playing 
records all day long, interrupted only by 
a suave disk jockey and five minutes of 
news on the hour every hour. 

A station operator needed only a single 
studio, a news service, a few transmitter 
engineers and an announcer with a per- 
centage deal. The sales force then sold 
deals in any manner necessary to make a 
fat gross at the end of the year with a 
percentage net that would make a cosmet- 
ic manufacturer drop dead from envy. 

Soon the independent stations in every 
market began copying this format, and 
provided that there weren’t too many 
stations in any one town doing the same 
thing, substantial relative profits were 
made. This, of course, was the second 
choice to having an affiliation with a 
major radio network whereby it was pos- 
sible to do almost no local programming 
except news and get rich quick. 


® As television began eating into radio 
network revenue, the radio moguls on the 
local level began to lose income. The sus- 
taining shows increased to a point where 
many major stations resorted to the 
WNEW formula during sustaining hours. 
The single rate, day or night, policy was 
adopted and spots were sold for as low 
as $1 apiece. 

The CBS network tried to maintain a 
pattern of programming that simulated 
the old dead days on the theory that the 
people who were still loyal to radio liked 
it the way they were used to. NBC, on 


“the other hand, probed brilliantly, if un- 


successfully, into variations to “meet 
changing conditions” with the frenetic 
stop-and-go program called “Monitor.” 
This weekend show was followed by a 
Monday-through-Ffriday copy entitled 
“Weekday.” This programming was dif- 
ferent, but unfruitful, in that it could not 
form listening habits due to its lack of 
regular features at regular times and its 
narrowly diversified appeal at any given 
moment. 

NBC, still in an experimental mood, 
launched a series of famous-name bands 
for two hours each morning to see if the 
real thing could capture the appeal that 


Employe Communications... 
. 


the disk jockey on the independent stations 
had, While the jury is still out on this one 
(it generally takes a year minimum to 
establish radio listening habits in the day- 
time) it is highly unlikely that band mem- 
bers can play as well in the morning as 
they did when they recorded the disks 
that the competing stations have access 
to at low programming cost. 


® Despite the experimentations, two cat- 
egories stand out in radio; stories and per- 
sonalities. The daytime serial still has no 
peer for continuity, attention to program 
and commercial, cost, and suspense. The 
personality of a Godfrey runs close, but 
there just aren’t enough Godfreys. It is, 
therefore, probably up to the mighty 
moguls to maintain this same program- 
ming balance that made radio great when 
ratings were as high as 10 in the daytime 
and 25 at night. 

It is entirely possible that there will be 
fewer networks in the foreseeable future. 
It is further imperative that networks 
reduce their option time and services for 
economic reasons, possibly discontinuing 
nighttime programming. In the daytime 
television has proved somewhat disap- 
pointing, while radio has maintained a 
fair circulation—1,000,000 to 1,500,000 
homes—with serials, Don McNeill, Arthur 
Godfrey, Art Linkletter and “Queen for 
a Day.” In the nighttime only shows like 
“Dragnet,” “Our Miss Brooks,” “Two for 
the Money,” and news reach the peaks 
of daytime audiences at widely scattered 
times. 

Allin all the networks are in for a hard 
time, while the local independents with 
low overhead and extreme flexibility 
can swing with the times and adjust 
their rate cards rapidly to make a sale. 
The networks have done their best to 
trim off the fat and limit services, but a 
drastic overhaul is necessary for survival. 

It is a tribute to the ingenuity of the 
leaders of the electronic industry’ that 
radio and television have managed to 
complement each other as well as they 
have. There is no question but what ra- 
dio is, and will always be, a vital adver- 
tising and communications medium reach- 
ing homes that can be reached no other 
way for years to come. Adjustments even 
more drastic than present ones will have 
to be made, stations will go out of busi- 
ness as supply and demand resolves the 
ultimate surviving number, but the low 
cost of building or buying and operating 
radio stations makes it possible to re- 
alize a profit from* a modest gross. The 
independents will prosper this year. It is 
the fate of the networks that remains to 
be settled. 


The Boss Must Be a Regular Guy 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in public 
relations.) 

In the files of contemporary industrial 
journalism, few departments are as suc- 
cessful in escaping facts as the President’s 
Message. Granted there are several exec- 
utives who deal regularly and candidly 
with what’s on employes’ minds, the 
great majority of these presidential es- 
says are heavy with generalities. The 
plant might be in seething turmoil, but 
you’d never know it from reading the Old 
Man’s editorials. 


One of the refreshing experiences of 
the researcher in employe communcia- 
tions is to read a modest eight-page tab- 
loid produced for the employes of Thomp- 
son Products Inc., Cleveland, edited with 
considerable professional skill by Milt 
Griffin and supervised by a man of great 
judgment who calls himself Dave Wright. 
Dave Wright is Thompson’s president, and 
we are for him. 


2 A few months ago Thompson Products 
undertook an employe attitude survey, 
developed in cooperation with Fenn Col- 
lege in Cleveland, where the tabulating 
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The Creative Man‘s Corner... 


EXECUTIVE GUITR ON WHEELS 1, n0' 
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Howe 8 many om 
A. K. Atkinson, President, 
Wabash Raiirnad. sve 

“The anewer to that question ts 


TCs true thet come pamenger traim ae inherently on - 


believe and have actually resented. 


services to attract it.” 


approving and running it. 


Congratulations 


Do railroads really want passenger business‘ 


ne mem cutee fore wevenmmne frum om lniey's h” omine ew 
or 


By and large, railroad advertising is as unimaginative as the railroads that 
run it. So, when we came across this ad for the Wabash, we were not only 
pleasantly surprised but, frankly, impressed. The headline, “Do Railroads 
Really Want Passenger Business?” is a genuine stopper—because most rail- 
roads have complained in print that they can only handle passengers at a loss, 
a statement we (together with countless millions) have never been able to 


Copy in this ad purports to be written by A. K. Atkinson, president of the 
Wabash. We're sorry we can’t reproduce it, because it’s real straightforward 
stuff that says, in effect, “Despite all the difficulties we operate under, com- 
peting with other services that are subsidized, and working under all kinds of 
19th century laws and outrageous taxing policies, we at the Wabash not only 
want passenger business but we’re adding all kinds of modern equipment and 


We like this attitude and we like the directness of the ad. The layout, too, 
has a business-like directness to it. Whether President Atkinson actually 
wrote the ad or not doesn’t much matter—we congratulate him chiefly for 
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and analyzing of replies were done. The 
results were published in the publication, 
called “Friendly Forum,” and the man- 
agement was straightforward enough to 
play it back precisely as it had heard it. 
Although the general tenor of replies was 
favorable, the company had the courage 
to print some of the more caustic com- 
ments of employes. Although the authors 
of this department are basically opposed 
to the written survey, we’re glad to ac- 
knowledge that this one has all the ear- 
marks of effective probing. 


® President Dave Wright was not satis- 
fied to publish the full tabulation with 
the pro and con comments. He utilized his 
monthly space in the company paper to 
talk about some of the criticisms that had 
been leveled at the management through 
the survey. Several were hot to handle: 
“Why don’t Dave Wright and other offi- 
cers get out in the plant once in a while?”; 
“Why isn’t the policy on merit rating of 
salaried employes carried out?” In the 
current issue of the “Forum,” Dave 
Wright provides a bang-up answer to the 
question: “Why doesn’t the company pay 
as good wages as other shops in the com- 
munity?” (The answer: It does, and he 


proved it). 

It takes a lot of fortitude to square 
away to questions as rough as these, and 
answers acceptable to employes aren’t 
born out of thin air. But out of the ex- 
change always comes a new appreciation 
of management by workers. What man- 
agements generally so often fail to realize 
is that employes want both sides of the 
story; what they do not understand is 
management’s refusal to face up to criti- 
cism. The executive silence can only 
mean that the charges are true. 

Dave Wright clearly wants no truck 
with concealment, and his messages ac- 
cordingly are erasing doubts, eliminating 
skepticism—and firming up friendships. 
That he doesn’t stop there is evidenced 
by a small news item in the same issue of 
the “Forum”: Seven hundred Thompson- 
ites were soon to tee off on Cleveland 
links with the avowed purpose of beating 
Dave Wright’s own score, to be registered 
a few days earlier. The employes who beat 
the Old Man will receive a certificate 
stating “I beat J. D. Wright during the 
President J. D. Wright Golf Week with a 
score of...” And the proceeds from the 
entry fee of 50¢ will go to the Babe Did- 
rikson Zaharias cancer fund. 


Dies TE a 


—. 


ee Pog ee ee ee 


Mpc Vea is ce ORAS, oe eee ye ee J] ee a ee ED aoe bp SS ae 
Ete “Ue wa € re : 1. sm ea Tig ‘% : Be ge ee oa . eS aay ee a pray.” Re ee ene ss 2 . a \ aa eee 
(or te, da ge } : eae * ei Ts, ho), Bi Sah fee tei i : een co Ass Sem eh ket ee eed : aE aa 
AN CoN Ne J 3 5 pes tae 19 aay? oe o “aie ate?) coca i fy i eas ae coe Be? ae. Sv eee a Pees oy 
aa, aa a ge a ee ae iE a dhl ee oe a a 
eo Tah) : 
5 ie 9 ef dla s : 
Mae . 
Be. ee ry. 
May ee 
nue oie 
1 See "4 
Peg 
<7 ee 
a pt be an ENERO TEEREOSNEEEEEENEEeeEE 
ee 
ie ee 
mumert 
oe 
so ae { 
ee 
abe =| 
tn 3 
Aye. : 
ot) Sie 
a gee ; 
LC 
ad pear ay *% 
Me Be te ig 48 he ears 5. neem rane , 
aoe Ce hg La ene : a z 
ane ae » ’ We pia et Brace ns 
i Es oe ec . , ; 
ee bt aoe - 
Pee : Rory 
Rn te ot = ee te < 
¥ Rae y's = 4 = ie S P 
pe i, hee = . . , 
fo I “eS ete i 
37 Een? S > rc - . os err re. gh’ 
pace ; = : « rp ee tvs 
Perstek ee , aes: ee = 
es ie >i :, 
a4 ae? * ‘ ~~ : ic 
ee Bek : : | 
Es al : Ee eee tse 4 Se 
oes res, se a ae Per a" 
ee ie Be ‘ es ae SS { 
ae ie fe Seem ase Pee es 
> ae ald Mrptarae re ng, Wee oo ee 
iv “a poems Ths teat ie — > a 
Ne” i ee Dn ne. ae ee 
oe. gape cee 2 eae { 
ey : ‘aa rat a ge ah wae : ee 2 
Le “Se eee en ers wee te a eee, es: r 
eo ; een, oe Leek va Sg ang 
See ee ah ; ee a te ; hoe ae 
aA ets Be he i a ea ee “i One 
Mae ai. es, Pa ee oH <a ss *S 
a, a ee trey. x Bek iy Apbge 
ae i Sk Sa cee ~~ ae ee = 
ie og Sts Bi, P 
fo oe = . 
tt re 4 a 
te % a would lang sume hace been sbmendomeed trad ite jsut mre 
a certann reguiatory textes prremitio’d Many iter jammer 
Ee aa Vi pr trains age presently or jatentiolly prothtetie. wal hom 
5 a: ‘ - 9 tener afloat are bewng made to wtieedt the were js 
ag i taking oun me ree roght whe hh peeenger-tra cogrem dey eats mes 
bd | Se 
ae = Other progrees ve retiroads 5 
E ja : move forward in the cfor 
Ba tae demonstrate thet rai! travel <‘Srerater-styted cars, spe * ideetal 
eared . > | cam be made more s)ywahng — oo. ee : ~~ 
cei. 4 te the prubier ewe pte : i 
a) ae chin os 2 Cuore in mute of the ifr ultee imjxeent 
ne een “Wg by governmental subwktsee for competitor sed oon 
geen. cere! taaing polices 
ws es 
2. proftatle, Aas matter of mand beunew practice the 
Rec 
Sa eg a 
1 . i _ ae. a Sah te 
erste. ew ca <a Ra i : - ae : 
het ‘ . ” pnd (8 ee 
OE ee ¥ 
atte : :  BOAD OF THR MEN —s 
A” “5 eee 
eo es : 
Sey 
SN ae 
ose. 
ae 
at 
" eet 
oo 
Ses: 
a 
pee 
ae. 
eS. } 
pe rera 
ee 
>, Cos 
bated. / 
ee | 
Pe 
Pet) : 
a 
Py: 
em 
;, ata 
es 
ie et! 
Be oH 
oe ee i 
es 
= ig 4 
ae 
sd a i 
ees 1 
ee, i 
Pps pe i” 
> i 
ees 
yt ‘ 
ee a 
eae 
be - 
Jae } 
Bape y, 
a a “ 
eye ; 
bien} 5 
Ree ° 
oh ats 
a al 
en 
panes" 
eae. 
ee 
ee 
=) | 
oe 
i a 
a 
4: i) 
res 
ne 
ek 
rah 3 
pies 
‘ti, 7 
ee 
Pine 
oer. 
ae 
te 
A i 2 
mat 
Bie 
- » 
rae 
pea 
Puls 
faa 
Me 
=p 
Shae 
aN 
val i 
on 
3 
wat , 
ee 
2 4 > 
ba ® 
at 
Bae 
mai 4p 
af 
an 
ue 
ey 
ot : . 
pe RE a. — 
ee a ie RH ae Pate ae Pax “y : 
a Ne oly ar See eR og a foo eee pee ate ; age ee ee eo oa Se ee ee oe a ae Se 
=| og a Oe, oc Fare Re oe sm Ba hey EA gs : Bod ee ; eet ee - eS a Parte Se ors eg 6 mis oe el dake ee a artes. ee 
Oe Ei, OM etaw i eh ene ae ee ee rene be ed Bites. pcan (eee Ss SN sree =a oS Bie. io ee eed o- ae he 
Eh op eae hoe Sk en ee eae ee a Be ha ee eA ee ae rie Pte et eee eo ae ee i = a ee ee ee i” aa? 


fhe Hiami Hers!” zil! 
Congress Votes Far™ | 1? 
~% Dean 


newspaper 
gives complete coverage 


in America’s fastest-growing 
major market. 


GREATER MIAMI and Fiorida’s Gold Coast 


have practically no ‘summer slump.” Even the finest ocean-front hotels 

are in full operation. 10,000 permanent new residents added every month... 
plus 1,250,000 summer tourists . . . plus stabilized employment . . . produce a booming 
market for advertisers .. . reached at one low cost through The Miami HERALD. 


Story, Brooks & Finley 
National Representatives 


*for more facts, write for special news report just issued. 
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‘Drawthinks’ Designed to Help Improve Communication 


DRAWTHINKS |, @.... 


The COPWWRITER'S Art Course 


Copyright 1964 by Paul Pinson. 


wnat's TOMS supposed To BE? I'M 
ALWAYS BEHIND SCHEDULE ON YOUR ADS, AND 
YOU KNOW WHY? IT'S BECAUSE I CANT UNDERSTAND 


“SCHEDULE: A plan to keep every- 
body aware of how far bebind they 
are. 


**ROUGHS. Some copywriters some- 
times make what is appropriately 
called a “rough,” an indication of 
what is to be in the ad. Not infre- 
quently, these are difficult to deci- 
pher. 


***ART DIRECTOR: A person, 
usually a man, usually at, or near, a 
drawing board. An unnecessary lux- 
ury for you (the board, not the art 
director) 


Drawthinks Aim: Impreved Communication 


The object of this column is to im- yourself with these items: 
prove communication two ways: with 1—A soft pencil and unlined paper. 
yourself and with the art department. Ask for pencils in the “B” range. The 
“To Drawthink” means*to draw more B's, the softer. Plain paper, no 
while thinking, to think while drew- rules. Some copywriters’ roughs 


“Drawthinks” are what you get for the damn lines. 
from this process. The best ones are 2-—Humility. The art director can 
what you turn in with your copy, and draw, and hms the experience to buy 
they are not necessarily layout diree- suitable art for your copy. This series 
tives. This is an idea communications Will help you communicate with him, 
course, not a layout course. 
If you want to work faster, try whip him into line. 
Drawthinking. 3—Pride. No matter how good you 
I? you are keyed to a slower pace, already are, with pride, you'll want 
to improve. 


you in squeezing the most out of every Remember, you'll do better wit!. 
thought direction. a all three. Try a Drawthink today. 
“The Copywriter's Art Course” will Draw a person “armed with a soft 


be a regular feature of ApvERTISING § pencil and unlined paper, humility 
Ace. To get the most out of it, arm and pride.” 


DRAWTHINKS ., 2... 


The COPYWRITER'S Art Course 


Don’t try to be literal .. . communicate. Note that in these sketches, and 
in most instances throughout the course, no attempt is made fur smooth- 
ness of line or “polish.” This is deliberate. This is to prove you can tell 
your story visually by putting first things first. 

First for you, first for any creative advertising, is the well told story, 
not the technique skills of renderin 

The Drawthink method may help you develop your own ideas, and it 
will certainly, if gradually, improve the communicative value of those 
sheets that flow from your desk to the art department. 


a nickel on your (unlined) paper and 
tracing around it. 


; 
f 


DRAWTHINKS 2... a 


The COPYWRITER'S Art Course esas 


Copyright by Poul Pinson 


“My Daughter Married JOE” 

In the advertising business today, there are many copywriters and creative 
ad people who already have drawing ability, a keen sense of visual communi- 
cation, and/or an aptness at over-all pictorial concept. Copy-and-art, blended 
happily in the mind of such persons, will carry over easily to inspire the art 
department to greater creative effort. 

A worthy goal for all Drawthink neophytes, and true Drawthinkers every- 
where. 


You have seen the flexibility of Fat-hesd and his simple smile. Perhaps 
you have noticed the art director's nod of approval at your fresher, controlled 
roughs. You are now thinking of Fat-head as a friend. Here he is again: 


"My daughter married JOE /” 


Next Lesson: “Real Ads With Smiling Fat-Heads.” 


YY 


The COPYWRITER'S Art Course eae: 


Copyrigmt by Paul Pinson 


Real Ads with Smiling Fat-Heads 


By now you should be able to draw Fat-head without tracing around a coin. 
Even though these are not perfect circles, and the teeth are a little crooked, 
the art director knows you are indicating an open-mouthed smile. And, ob- 
viously, a human being, which may be progress. 
(Any similarities to existing trade names, themes or actual ads, is a helpful 
ition.) - 


At least tgo people are convinced 

thet Granny's recipe has something. 

If they are both movie stars or tv 

winners, this approach has possibil- TU, 

tae uu \ 
Born 


DRAWTHINKS », 2... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Versatile Fat-head Can Pay Off for You 


As it says in the heading, the Drawthink method is to help you 


Tactipe P 
1. Nothing complicated, the person's 2. A black spot changes your story 
tecth are clean. The stuff tastes good. Rough on competitors, if you dared 


Or, complex it up: “I won a mate, see suggest that your goo could have 
my white teeth!” prevented this 
“1's qlad, glad, glad, 
“GLAD / picked a VB 
PICKED A Ty, wth. FUTUREX 
V6 MERICATION!* 


3. Note that teeth are a little higher 4. By raising mouth to approximate 
than in first toothpaste ad. Glee is center of face, you have gained the 
than 


a teen 2 Sumer. — versa: <5 ee “a Meee 
“wan, DIG THAT FALSE TEEIW 
Furhions StiPAne? ( ty 
Powta:" “ee eee 


DRAWTHINKS.,, 2... 


The COPYWRITER'S Art Course 


You will thrill at your freedom, for 
instance, in tilting mouth A and 
mouth B in opposite directions. Group 


pictures like this lead to good head- 
lines, like “All Des Moines is Switch- 
ing to Granny's Pickles,” in case Des 
Moines happens to be the test mar- 
ket area. 


Next Lesson: “My Daughter Married Joe.” 


5. Use when new models come out 
with revolutionary concept, or right 
now for canned soup: “The soup of 


6. Remember Smelly Joe's father-in- 
law? He can be just as sad about 
other troubles. The art director can 
take it from here 


Next Lesson: “6 Ways 
to Make Women” 
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Next Lesson: Which 
Triplet Hasn't H.A.B.?” 
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Between Creative Writers and Art Directors or Artists 


“" 


® 
DRAWTHINKS ., @.... 
The COPYWRITER'S Art Course 
Which Triplet Hasn't H.A.B.*? 


These Drawthink lessons are arranged so that you should gain some- 
thing new each time. SF gen dave Wien titans tees ceacte. you 
" any ¢irection 


Note rough line, 

clear idea. 

By using these 

open circle eyes, ‘This helps the 


Which triplet hasnt H.A.B'Z 


*Had A Bath 


you can make 
Fathead look in 


pete a ber what the initials mean, but he'll 

is deepened by ask for the product by name—with a 

coordinated point of purchase re- 
nder. 


See how the girl is more girl-y 


a pre- 
y differ- mium plastic dish for the “tub-side 
ent products. Imagine a 2 $10,000,000 all three!” 


Next Lesson: “Better Ads with the Power of the EYE” 


DRAWTHINKS., 2... 


The COPYWRITER'S Art Course 


Copyright 1954 by Paul Pinson 


Sule Sth ih fe Power ot Se SPR 


When your little Fat-heads can look in all d 
cam mean so much more to you and to the art director who interprets them. 
By experiment, you're allowing Fat-head to talk to you and give you ideas, 
ee ee ee ee eee 

Today, ol’ circle-puss is the pu But it could 
just as easily be an electric stove, Ec vedenaiie Gaur ar Weak ostee the 
his truck fleet. Here’s what these four Fat-heads told me: 


surance. The informed copywriter : bhontd 
knows this type might go for a Buick $ 3 fi 
can appeal with proper *Mreescees 


(TROTEL! 


RS —« 


When Paul Pinson, well-known commercial artist, originally showed us his ‘Drawthinks’ idea, 
we were impressed with the drawings and the humorous approach—and we still are. But we are 
not running ‘Drawthinks’ each week because we think they are fun: we are running them pri- 
marily because we believe they provide a simple, practical method for creative people who 
cannot draw to learn enough ‘art technique’—if you want to call it that—to better communi- 
cate their ideas on illustration and layout to artists and art directors. 

On these pages we have reproduced the eight lessons which have appeared previously. Re- 
view them now; then work this week's lesson (below). Before too long, we guarantee you will be 
amazing your friends—and doing a much better job of getting your creative ideas across. 


DRAWTHINKS », @.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Better bodies for copywriters 


To set a more dramatic scene, your actors must move about and sit and 
gesture and lean on things. And hold up the product, if it’s soap or beer, or at 
all holdupable. 

“Love-that-expression-Fat-head” will work best for you with arms, legs 
and a body. Give him freedom to run the advertising gamut: climb, waik, 
run... emote, stalk, plead ...just for being distinctive he needs more anat- 
omy than we’ve covered so far. 

Now you may think these simple stick figures are hardly an advance over 
what you’ve been doing right along. That depends on your attitude. 

Have you been giving yourself enough freedom? Are you afraid to suggest. 
visual solutions, dumping your tough ones in the lap of the art director? Of 
course, he’d like the final say on appearance, type selection and art sources. 
There should at least be a polite relationship between you on these points. 


He deserves his right to aesthetic 
authority, but true Drawthinkers are PS ait a 
always ready with bold contributions 
to help smooth the art department’s 


hectic schedule. “White en: Stanek @, 


[his will be the DAY eK. 
| ee 
aere : 
aL 


Above: The usual stick people, A, B,C, D... hackneyed, little communication. 
Below: E, F, G, H, brilliant Drawthinks, a boon to art departments. Draw- 
think! 
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Just Looking... 


You still hear that Chinaman quoted 
occasionally—I mean the one who said 
xu single picture is worth ten thousand 
words. 

Personally, I doubt that any China- 
man ever said that—and if I’m wrong, 
tell me who he was—but it’s a neat 
hook on which to hang an argument. 


® I can remember when Albert Lasker 
pontificated that any headline that re- 
quired an illustration wasn’t really a 
headline. 

And now Mr. Schwerin, I believe, 
contends that the ideal tv commercial 
wouldn't need any words at all! 

You can get into this thing on either 
side and come out even. 

Shakespeare and the Bible, it has 
often been pointed out, need pictures 


By Walter O'Meara 


about as much as Beethoven needs a 
voice over. 

On the other hand, it is doubtful 
whether the Mona Lisa would gain 
much from a snappy caption. 


s Most of the great ideas in advertis- 
ing, I am tempted to think, have been 
word ideas: “Not a Cough in a Car- 
load”...“Look at All Three.” 

But right away I am reminded of 
Jell-O, Marlboro and that Eye Patch. 

Actually, of course, it’s ideas that 
are all-important. And an idea is an 
idea whether you show it in pictures 
or say it in words—or both together. 

So, taking this position firmly astride 
the fence, I have only one suggestion 
to make. Maybe we should get rid of 
that Chinaman forever. 


Advice to a Copywriter 


Ten thousand (?) folks across the nation 
Make selling words an occupation— 
Their subjects range from tax evasion 
To matadors in Spain. 


*"Midst much to-do and much commotion, 
They set creative wheels in motion, 

And in a frenzy of emotion 

Begin to write—(sometimes with pain)! 


The poets say—with resolution, 

It’s just a case of prostitution— 
They'll lose their souls in retribution— 
So goes the old refrain. 


In searching for the right solution, 
I’ve come to only one conclusion— 
A very simple substitution 

For those who would complain. 


Next time you're writing “on consign- 


ment,” 


If you should get the ONE assignment 
Your heart can’t get into alignment — 
FORGET YOUR SOUL—and use your 


brain! 


—JuLia Porrice.ui, Corona, N. Y. 


Tips for the Production Man... 


Keeping Up That Mailing List 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, IU.) 

Direct mail is no betier than the lists 
used. And the lists used are affected by 
their accuracy in name and address, plus 
a sereening to determine that the ad- 
dressee uses and buys the product of the 
advertiser. 

Most companies query their lists at 
least once a year to improve the quality 
of the list. All sorts of approaches are 
used to get the addressee to assist in 
this confirmation and correction. Some 
are simple, direct requests . . . others are 
gimmick mailings to make the job a little 
more palatable to the man asked to assist 
in this task. 


® Chicago’s Automatic Screw Machine 
Products Co. has sent out a mailing list 


checkup which is either going to raise 
hob with their stencil system or it’s going 
to get the job done. In fact, it may do both. 

They send a simple letter and a busi- 
ness reply envelope. They make no at- 
tempt at a fill-in, but open their letter 
with this blunt statement: “Do you want 
to stay on our mailing list?” 

Automatic then dives right into a sales 
story. They state that in their plant they 
machine hexagon nuts all the way from 
(here a drawing of a small hex nut) all 
the way up to (and here a giant drawing 
of a 3” hex nut actual size). 

Now offhand you’d say that their 
chances of getting their mailing stencil 
corrected is nullified by their switch to 
a selling message. All the more so because 
the comparative appearance of these two 
hex nuts (one a tiny 1/4” and the other a 
giant 3”) is indeed dramatic and interest- 
compelling. 


There's one thing, though, that won’t 
let you forget that they want to know if 
you want to stay on their list: attached 
to the back of the letter with Scotch 
tape is the actual aluminum Addresso- 
graph stencil. Its weight and cumber- 
someness is just too apparent to allow 
tossing this letter in the wastebasket. So 
you turn it over and read what they say. 

They say if you don’t buy any hex nuts 
and don’t want their mailings, you just 
keep the plate. But if you do buy hex nuts, 
do want to remain on their list, you leave 
the plate on the letter and mail it back 


in the reply envelope. At the bottom 
they give a simple form for change of 
name or for inclusion of a name where 
none exists on the plate. The letter is 
signed. 

I haven’t checked with Automatic, but 
I'll bet this gets the job done. Mak 
my head ache a bit, though, to think 
the pains they went to, plus the re-filing 
job as the plates come back. Still, that’s 
the purpose of the annual mailing list 
checkup and, in addition, this company 
got a real big bonus—a certainty that the 
addressee saw and read the sales message. 


Looking at the Retail Ads 


etm hee reves oe 
oe +r man TeRer 


NEW PAINLESS IODINE 
STOPS INFECTION FAST! 


Won't bare or sting the wownd! 
Ne poison label! Sate — even 


By Clyde Bedell 
(Mr. Bedell is a consultant in 
retail advertising and advertising 
training.) 


One of the hardest things for a creative 
person to do is to divorce his personal 
ideas of what a “nice” ad is, from his 
day-to-day operations with someone else’s 
dollars. 

No creative person in advertising ever 
becomes truly an effective and objective 
seller in any medium, I suppose, until he 
has had himself somehow separated from 
a few of his choicest hunches, intuitions, 
prejudices, predilections, and subjective 
personal viewpoints. 

It has often amused me to see how ad- 
vertising people tell their bosses or cli- 
ents: “It isn’t safe to go by your wife’s 
opinions. She may not be typical in her 
reactions,” then turn right around and do 
work in accord with their own reactions, 
which—heaven knows—are not typical. 


® Creative talent, no matter how good, 
in any field, is at its best only when un- 
der certain disciplines. In advertising the 
disciplines should be those of common 
sense and logic, research and objectivity 
—to say the least. 

It is because of the creative tendency 
to think ads should be pretty or “crea- 
tive” that the ad shown at the left cur- 
dles something in the soul of many ad 
people. Nevertheless it is a well-nigh 
perfect ad, if all the standards and dis- 
ciplines I have learned in advertising 
have not been swept into the abyss over- 
night, by the neo-art school that dis- 
counts the value of words. 

This is an excellent ad. I'd like to have 
a nickel for every bottle of Isodine it sells 
wherever it’s used. The creators of this 
ad have had long experience in selling, 
methinks, and are not to be taken in by 
any tangential, breathless wonders that 
come skidding into the fringe areas of 
selling’s big arena. It could be good too, 


of course, in a different typographical 
pitch. 

The ad in the middle, although of en- 
tirely different character is an equally 
good ad, according to my standards. It 
was designed for a different market and 
purpose. It is a professionally capable 
effective creation. 

The ad at extreme right does not meet 
my standards. 


# You may say: “Oh, you just don’t like 
ads without copy.” 

That would be striking at the “skin” of 
the matter instead of its core. I do not 
like ads that do not do their jobs thor- 
oughly and competently. A salesman may 
be the most suave and prepossessing man 
on earth. He may introduce himself to a 
prospect superbly. If he then clams up 
when he ought to intelligently cash in on 
the attention he has won, I cannot com- 
mend him. 

The ad at the right (with only part of 
one shoe deleted for the sake of space) 
says only (if you can read the first diffi- 
cult word): “New imperial navy disarms 
the fall color scheme,” whatever that 
means. It not only does not introduce it- 
self well, but says nothing significant after 
its introduction. It lets art do all the work. 


® A doctor should be judged—not on 
how much medicine he gives or doesn’t 
give—but on the basis of whether he 
does all that can be done to remedy what 
his patients seek him for. If a doctor 
heals a man in a month, when another 
doctor, through superior wisdom and 
drugs, could have equally-well healed 
him in a week, I count the first man as 
something less than the professional he 
should be, With ads likewise. 

Ads should not be judged, it seems to 
me, on the basis of whether they are 
“hard sell” or “soft sell,” or whether they 
have much copy or little copy or no copy. 
They should be judged only as to wheth- 
er they do all they can for the advertiser 
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The Workbook of 
Advertising Management 


only $3 = 
for the FULL YEAR Bf 
of 12 cesues 


NO RISK—YOUR MONEY BACK ae 
1F NOT FULLY SATISFIED 


$ 


a see publication, ADVERTISING REQUIREMENTS, i 
is the only magazine in the world that’s devoted to all of the things Me 

an advertising man does besides buying time or space in advertising media. ze 

It covers all of these non-media functions in detail, in depth, with penetration. e 


It is a down-to-earth book, filled with material you can apply directly to your 

work today or tomorrow. It brings you how-to-do-it information and impor- 

tant product and technique developments, in easy-to-get-at style. 

Each monthly issue contains helpful, concise information about New Products : 
and Services, How To Buy It, How Advertisers Use It, New Sources of Supply, é 
and New Methods and Ideas on each of the following thirteen definite subjects: 


Thirteen Separate Sections In Every Issue! 


@ Signs & Identification Materials @ Labeling & Packaging 

@ Window & Store Displays @ Photoengraving & Platemaking 

@ Audio & Visual Aids @ Direct Advertising 

@ Printing & Binding @ Paper ; 

@ Premiums, Prizes & Specialties @ Radio & TV Production : 
@ Shows & Exhibits @ Art & Photography x 


@ layout & Typography 


AR is the guide that shows you short-cuts and better ways to handle all of b 
the work done in the preparation and support of your advertising. Now's the 
time to get acquainted for only $3 for the full year of twelve issues. 2 


-------------------------------- 


ADVERTISING PUBLICATIONS, INC. 


el ts frm 


TODAY fore 


Send on trial: (Check which) 


triol of AR if () ADVERTISING REQUIREMENTS, 1-yeor (12 issues)........00ccccececcecceeccseee -$3* 
1 : 
your means of | eM cee teen ae 


earning a living 
places you in 


CF) ADVERTISING AGE, I-yeor (52 issues)... 2... cee cecencceeeeenccseenescersscces Ham a tae 
My money refunded any time I am not fully satisfied. * : 


Name Title. 
one of the above = 
catagories anit 
© Home or [) Office addr a eee 
a9 1__Srore ae 
D Money enclosed D Bill fiem CO Bill me ve ss. 


*NOTE: No extra postage for Canada or Pan America. For foreign add $4 for Advertising 
Age, and $2 a year each for Advertising Requirements or Industrial Marketing. 
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The Only Service Devoted Entirely ae 
to the Problems of Selling and JRO 
Advertising to Business and Industry! @ 


DIRECTORY NUMBER 


Brings you all the 
latest techniques, 
methods and 


developments 


Industrial advertising and selling differs in many ways from advertising and 
selling to the consumer. Different methods must be used . .. different approaches 
If you weren’t chained to your desk by 1,001 important details, 2 good way for 
you to keep abreast would be to personally call on other companies that are 
marketing products or services to business and industry. You could talk with 
the effectiveness of their marketing programs ... get new tactics and twists for 
your own campaigns. © 

But that takes time—and even then you couldn't possibly see enough companies 
to get the complete picture. Industrial Marketing does it for you month after 
month. Quickly, accurately keeps you posted on everything important that's 
happening in the field of industrial advertising and selling. Makes it easy for 
you to adapt the latest techniques and most effective marketing methods. 


ae wee we eae i a ee ee 


ASSOCIATIONS 
AND PROMOT 


ADVERTISING PUBLICATIONS, Inc. 
200 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


Advertising Age 
publishers of Industrial Marketing 
Advertising Requirements 


Je Paks ese 
SIT, sa on ae a a 
Pees 2. Fg ces es 
yon ee or ae : ec Nee Cla ke 
Be oa peck. im Be Loire ise ‘aie ns 
Fike oe ~~ dhanh ogee iy ES Re ae Est ie nin Pree 
a See Se 22 3 a 5 Oh aes 
pew vt ee Sew, Pope oh is eee NA a es a ae Oe ee 
oes Lod ghee 4 Geman? fag gk iin oat sick ae ae Ree 53 to es te Soke .-—" 
pei TN ig ee pele Pa, id ae ee as Ei: ite 9 Oe fo. : ‘ep Brreeeer pee ce ee - 
S feat, ‘a e ih ae Bs here ie ee a oe Bos ee ‘ ‘ pairs ip Sieber: oe ve 5a er eee Be ee a 0 Sere — 
Mg ts ee dea tcrae Pee orn Ure eae a Be tee he OFS a ee 2 ee Ce hy ie es tee eta eae ae 
cot TO a hg ee Boer aE EN em we, = FO , es ain ae : Y, ; SS ea ee a aa ee : a pen pee ) ae — 
fo Paes,” Go Spe Vie. gre 1 Sy eat * 2 Soi herd are "Cee 4 es Gs ze : oY Rage se eee AA leat Se sar pee Te 
Hf Bacree tk os Ts (SE Sagal a oe Beene a es ae ll 2 hailed 8 ee. en 
dieting <8 2 fc yA ap PO: eee 4 ae ay Pa. ie | ae eo: State Pee | SA hee oo : oa 
Pos, ey: ok Sets Singh’ 0 a? SI MS et Sealed ne ee ieee eno = a roo Pa fe ae i ee ee ne ot ae CA: Ye Bo Si 
eo does eee ey OR ee Mic or (SO Adiga: Te fy : Ree tre co es es ee a ee Oy aie = Pook eee ee. c. . 
ae ers EY Sif St phat eae Pte a eee. 6) Te oe ae As a pT ae PS «a 2 . eds oy ae ae Rly & Same “ ¥ ae eg Bee iy 5, i a oe oe 
pee ace 3s Ray ep Ps, Rey arts es § a! ee ed * a 5 = Ae AS a ee er yd : = ae a = ea a ea a a oa a fs co as 
1 beet sty aks Pinte Pe ime ts Pe rae cart, ee yee st 1h Sis oS ae a : : ees ae gs aha iy eo -* «ell at ee ere aaa = Bee 
Tae TN aay heed ta eid cet gs ey PEL spa es Sed oe Pegs t= 1 2 ee, oc ee hee iy. 20 1-0 an eal an or. a ae 
el ye Pa ena es ae TBS rar en ‘eye Ee ots ee ic TN a ea pee a e fet ots alae ae Beg ty pe Ms re. 4 
Bish ts sry eg? Phas Sig Pos he abe = ee hs oe es ne ‘oe Mae, oa — oe as 1 : Ja 
Oe titer ae ore iy Oo Sie Pid ae ae titer eee Ser OS See ee ee ae Bee et ee SS  . tae 
heats Meare Cone 6 Ro tre 4 pe ee Ae Bi ‘ See a itera iy Eh sae ty ted . ae 2 et ee ey oe ae ay ies 
ee. pee. ag teak an wi, ee +e aye <5 aes Reset ss a igen Se see i. ae Bet a nh iB ame eo ee 
a Sia oat es eee aS ee i Be z Eee ety oes as eae Se ee eae ee Peek ie a er 
aS Ps. ye oe Dae a ee RNa Bor eo ee oe a ee & Foe UAE AS or Sia Ope nee ee er ita a a es E 
ee Pier ien crea ee tae. rye: oat sey ee we eee : pas n ae eee ‘ se pe eraee es i a —- 2 a rn sie i) oe ee = a 
ays or tag aN Fak Sa Me at ce * . Pas ea tak Se Et see Shen Sha: eee ss be bootie * : 
Me os 7 pg age A kh 2 Jott @ e Lae Paice a ane at ee ae eo Rie oak), 2, fees a ha: er esos | mee fo olen Bas 
OP sslpes ie PAL ae rie? ‘ ee 2 te py oe ae ca ie ee a a 
Sa aa APS of Tey | ge ee ee i i kee i ee eas epee ae Ji ee a ec: 
i: OF. pea ers ple Pp Nah a Be bs ; ep a Boe ae = ie git) i eg mea oe ae a 5 - ex 
oo le “at ise eee ae Be ae e ead Paretiery ay. or Tea ee ae * goa s 7a ae 
SO hates Pe rare Te 1H. aye a, f ie oes) Ber o>" ‘ ae ° et eee > Sa ane = aan =e ok 
He een Je ates as RO er ee Ste A ae ET ae eres ete = a 
Veo ame ric fl en wae hs ae ee 
amends § vic “ie ee ee As gece? ' a“ 
"4 5, ge ae Ct! ae | ae pt 2 
se, oun eae See | han OH eet 
Bren Ee “ty ge ee le Se ns a 
 Nicga  Wikige a eee JS ie sth aNp aa 
So am Ze oie. So toe ? ee 
Ni ae Poe Lo. dee an 
ena y ee a Bie Cae 
Pee es a ae ae, 
On oo Ty ee ae 
Sage toe. 2 nN ag’ Bees les or ee : 
ee eae ee. ae i bh ee see a 
MP ies ae ge aa ee ps oad pets bees 
he on, eee ag tee a Choe Pe .; Z 
ene Pees OE as vie aoa j pay “2 Py 3 tea S ‘oe 
a ee - oo et aes: Be 6S re Hy. : nes steal 
Fy, le ee ek ao hi Se CS Ree ‘ft, Sa rages F ‘ 
Sa ae Ale Pad Oey oe ON. Se eee * 
Pa Cyc, ce _ en . SS ae oe aa Drie bel ie Aap) P 
te a 1, ee ee aS cares <2 ap, ye A a” . a i, meee 
ot itt Be fee os, j Be, ar aS ie te ae ° 
tee sere uo Bade ar a ae cones 
ee issche. Ee ees ae : a Lee ae ee : 
pe es“) Yin Fo ee eee ate Se, eae ; 
eos ean ee. + a Wao ew ; io, oe 7 SPER : 
Fn a Fs, agers ss ral } ck fle ember gS eee +) aes 
eh Ne ok: RRA Te eg se ae sie i: oe 
z ee Ma | nie a a alias tae Ye ha Gel tre oe bce ae = ee an Ae 
A i aN Loeees: Ey eS a ae of eae 
“ a: (eee Mate pay ae ste “ on : you as part a4 
Oe a Re x Le Se aed we : : of ) Br 
eae = Ha Na Sy EE ea Se 2D x, Y ee zt oe ee 
oe Se ait od seek ain HiGee - INDUSTR = lee 
a ae Se ae Ray ® (a ate 3 Seni ~ aia 
a eet F ae oe Ps Pits 2 Ps 
pales ee ee wie Seg 25 oe Fe ne Fee peal id . i : ihe ee | i > a a 
22 ae Bio Oa + te gh RT I Be nll eo. ao 
Monee es ef pax in Mike Ns oe . : . . ee = 
a les Nm Re tla A id ‘Tis eee peas ache = <9 * sc: ae 
oo Se ho * ape mee 5 Pt aol OS ea , ee eee ie: fo a a 
Ay NR sc, Ue ie” At Erte ee oe ae, Eas Bi + 
Pe oo ie. Pe igtiaie o* » pe Cee ee 4 
Pate 2 ees a ae MBs is foe PS game come, | no . ee 5 ols 
fae Fee ite a Ga Mer Bo = oe thereat 3: 
Ne. sie ee oe A ig at smousratet \ ein 2 a Rar ge ; ate Rare ig - 
ae Tee oan gk ae ie a a ae i ee of Va Higuera aie. i 
on ae 2, 6, Set Se oe Lee we “Lee hes a. ee oe ie psi 
er OS 2 aha ott eee ras oe MET 2 er ee ‘ch Naa, 
ee Geer PS ne we es, Pate jars a! eae ; oot co ine I glean 
ese fale ‘J. 2) co Bea ar wr Po ‘ _ hoe an ees Cae ge : 
Me ie a, A tat ogee me cap et! yee a rachis aot : 
ere pe ic .s os ee gg ay i. ee iain ag Specs 
“ton | Stel Gian hi go ee 2S i, a Bore mT a oi eae Pie ia “a Beem cae eps) Tyee ad f 
7 2 ae ay EE ae . St y f. era tt Ray : pees cad aa 
ie obec ee Ch ramen < ae . , ae ae Hi ete eet Bee oe 
oS a Ge a ve Ree ea . . — aaa wera Oe pda eda 
ote Se, aaa a eae . F aie yee Be sd cok aes F : a ee ae peace hei 
‘ 2: ee ae >. a Nee Bice ° f of Ai Meee * ™ ES “ine ae eh : ae oes oe . 
e eA iy Patera are a 5 a oe ram, ¢ 4 tag a 4 : cee. S er ae Me et. aon as oy, a 
eel Poise i a! Ty en Oh Mery oF / ignd ee ee Se a ee ie ies, a Diese sie ee nee ee 
ove ha 2 Ar aay ale Neate 4 ‘ Rese ° He 4 F 2 Prien Same 4S i ge ae a P _ Wee 3 - 
a PROD fog re ks 4 Vii eae a | SR, RRS eee 
her Page ce 2 ey Be Oa eG J eee a ea ec he ote Bic eyes i Sa eg ee ae 
oy ee eee on — le yoo ~~ Ae > lal 
yo gt Ly Lae eae cones ow Ae 2 as ee ey Sitiuc, Sc, eo 
Le Wee ot 27S eee ey cores ; ; ae i Peete st ee ee ors phe. ti es 
Up See sae ee 2a Si eta oe oe ay ee. 
ean See a ‘a Peer H ee bee e's 4 eG ee eas? sare ey ae 
Ep Se Pi a Ae ee h eee es ef “ bye s a eee ee : 
bean ee es Ba ok Fb > Bey. oh ate = : ka he . i S * "ee ON ie Leioy tee ta ae 
Che Fe 3 i a, Ge ee rele = ‘, vs « it ae . ee | a See 2 eg ih : yageieems ae Sa E 
Ro) Ae Ps Oa Regt ant - he aie : f : eee Bee: ar, Mise OB oe Praag 
it a ek” see eg i. we ae “a ie ae ele 2 Si a ae Pare cpiie iad ae 
eieni cau’ ae I ati es Bee ET we ‘ : a cae + ea ‘ae eh ea ae Ay iy 
Ae a as Se Papin wey hapa pee ci Semi ar sd : eee ee et coe eee ae 
a ee ge, = Fee ae —= : E Ae iy tee See a a Oe ea ae st 
a Pet ay ee te le Pee os tee Bey ee ake — ae = " ee ae -. "eee tee te) ae Fe " ty 
ae | 5f ee ort: hae ee et a 4 a ED ae 8 oo ia ere ant hs 
eG cna ae ae TE a 2 ies eae REE ie oe ke a 
a ee. : Aa ae pe am ew asic STANIS ae ae rete ee 
ey ot, x. a fs wre Ct aes te icles dei es, ee Bee, 
PTE eg en Ce tiey rs. ae SE eee ee ee Ree re re 
5 Bian: pe ee ae OE 7 ed eet eer Cet ee ag 
tel or NRE en es be FY fen ey has... ° d 3 Oe a car's 5 eae E Beet fas 2 ts, ae a . ek: tee 
Rode he cpa re ie Bihan P92 Tek’, a - jie 3) 9 ee somes eat ae 
eg ~— ae = er te, yo pl =i ne ga rat “ Spee oe beep eth Figs are F lees Pe 
ANN oe Same Pash ee BS) 
ONE Se Soe ia sae mee ee 8, A aa 
Ros to eas Bde tees oe ae \ Sa Sa ee ies : 
ch Bal eee yar a8 so ae eee aoa (ie ee pee seeps he aay 
peas ee OE eee Sg be Bee =e SR ea hee aa 
Sitiaed wernt PES gee elite en tay see eekiie a eR are t ee 
= oo i ROPES oot pee ale ea PRAT <a ieee a Co aoe 
vee a, Sete s - oF oe eee ae, OR SEAT FF a ‘aces dhiera.. # f 
EN a PE tase ep ee nie er | BP. “Ski che Si. 
ot ee {chee we ee a ee ee 
Cre) ae. Pre iis: a,» 4 a he em a Sate! ag be "a hee a ‘e 
Riiewe Pace A Ne 0 ce . ee ee ets Bien a ede ee ae ° 
ee Shs 5 ee a eS aa Pee. eae sey pe Sip te 
oe aS get ie Pytat oo Le ages ac, i apie as nh cee aba ee ; 
af ih: ce a a eee as See oS ater ee eee oes Boe co amee - 
- ia 5 ate E ign 
faa te re. Ue Ag ae tel Font ae (ome “Gee ena! es 
aie oot ee afl eee prion Y THE NDUSI a a ee eS : 
2 fa ae ma ac, epee i, Ne ‘So eee ee 3 4 Poon se amet 
7, to a SEN a S25 ee ee x eet. i > rae ; SEER RS a Barve : 
rays 2 pate eet, 3 are oes cae a7 aes.) ead 1 oar Nee : 
43 a Be YZ treme hah EON ae Se ea > ae Met Bree. erie 4 a5 : 
ea Reet eee Oe Le a * Pa aie. a =i 2m oes Ov See en 
is ae Se ak Di A ale oh a 2 oo ee 
es 9 a ee ty aed ee Mera e : ere a eee ae Bes ieee eae eae : 
A po? Tag Ye My Sas ole y = he NS 2 i aris ss a Pian ies, 2 a eS of Z 
a WE Sic Seen! eS lage ee as, ant, Sh eee 
ig Pg) sine ee eS mie fa ee Ne De, ae Cee, Py eae er 2 ab . £ 
“ig Seat <a a ere es Bets: Be ee Lo ae Pie ae vy ae 
Be. ne | gan ee eS gh eae rag oe) eS ae oh teh net = 
Baek “9 AN Meet grees sala? ght Bs ~s aS Se a re, ; hg Z 
ae a tie eal Fe oN PF ieee i ae > yg: b — = ay tee 1 ee 
a et ee Pe a ee Oe ea: Dead “AS. aan oe ee cr aie 
Le ere a els - ht Kids oS oa ae eae ORF BAL fe ts Sateen Se ee et mee 
emetas ol Bat AY Bae ant ie nn Se Nae © met oe inl _ al gs pan Ne ae ee 
a, Se aes See Rei ae oe | care oS See 
7 oe aes re pee eee i ee ene ere tk a es a rae 
a ee che Vite bes Rt a ae oe et Sees Bate ec taper ve A 
gis, is Cea as RE etek ie ee eee ee: Speen alana se 3 
ee a ce oe me es es ade pile a a ee ac : A eee eter ee: a ‘ 
ree pera aris a ae to i tea ri ae Fay Hime oP rise ie aw : 
Sg ies). ae ee iuhiee eS spe + a ee So ea ees Capel nae ee a 
Camere ia Pe Si ee os) a ee 
eae pate Sinks ae er 3 Whe? OS tea ieee 3 ste INFO 2 ae Re ee i 
es Fe ety oe a fe a“ = @ : . a rae Sai 
oO et es 4 FORMATION FOR OVER | 
F tear Dire youew eo 3) ie ee 5 a ; : fe aah an B® ONE Cad 
x Sees de Pee eR es seg lta BUSINES: -P ea aaa 
ae oe rae Tale ey: «go aa ae rR. A ea ae “ee ol doll Nin eot 2 | Bane os 
Eagles <a Ree peeks) Ae dee. - 2a ah > eae ae eee as. 
PO ea <a eee eee ae he a on Oe elo a CA ee ete ths, 2 
tomer ead ; Soke Sie Po og ee aa a eae : 
oS bean ek 4: 8S ae ee a eae Ia VEEL Boge ee 
A oy pe eee pe We ae ee a is eae ath, et aa tae eee eee 
Bere es. cog party Se at! Hep » tie a ae Pests ir ee (ees Ree es a 
sidellge se Gad RE BT a Po: ; i oat ~ oe . Mh es Sa da en 0 ees ber a” 
Se ie ae a, ee Pens “ty ee Te a a are: ae = 
eo erat ate eh ie : Pe ae Reel ci ik er Cyne ie oes 
Rabie bedeae oe fe u CS ee ge , gs anak ha ce oe Yi eal ce eee oan ee a : 
Pere: 1% ANOS ae en i ee) 
re be arts Bef a A pete ere ie: 2%. , oe ae x ee ay oe " a ee ee" Cars ee 
Ot eS aa ie Mire te ge ‘3 | ee —T 4 eae 
ee en CF tie heer ue Wee ae ot j 2 Se ae ut acne “ i, ae E 
ey oO eee es whee oy oe, bf j s <a oo as pact a Too 
‘a an ar are a See od + : —-NaTIONAL 9 Segoe eee a - 
By ay’ Fie ae fate e ? die =e eee 
ee +s these ee er eee so i aOR ESF, 4 : a ey en 
re i gh. Mitek ate oie 5 apts . aa es Cort eg 
Li a ce pres ek, a oe ete Te of i t nh 2 oe ees 
ee hoe. RL ae qe . a a ea ae 
eae Pt AS ee tte 9) ed al ; ee ae eats ees 
a i ‘y Ph gc ay RX, hee A ! ‘ ae LGR ca tmeie : 
ae hae eo oe ND incase hs, S82 me ; dae é f2 ES ve F 
SS ae sae : r ae Re. ROSS. 
- ht i, iiy feck AE ra suhag | alae ee ae , 
Pei ls eri He eee ee Le. i ene 
AS one oo Bi ates joes te eee i pepe , ~~ a ay ia <a mas ine ‘ oe 
Monae eee” aes hee - iS 2 rior es ee eae es ee 
oe Say tke, Re ; : ier, ! 2.) 2a re sare Soar 0 oe amen 
a ale es: ater 2 PU oe - ; 4 = on Beeea: oe ee pe 4 
ane: pees fei 9 a 2 ae ae z : 4 ay oe ae Tat aah ome ere 
ae . aes ee Be yh Ce ee pay i eS 5 he a Be 2 pitti sao Samii Fy ena | ; 
oy ee es “a eee 3 re Bek eres nee 
He ae el BS fle Ge es - NS ee Ren ae ee 
aaa se oa ey ae ena ‘et Os Sia eae a vie ns DP age ae : 
Cece 2: Sing eee tas ake Tops eal ! ae. ieee eae oaey goth Sale geen 
eae ae 
PR ccasiea Meh 4 al > OY yt ee ae ee oh REO rae Ppa be o 
a, hg gg Se By as Wis ¥ es st mee <r) y Rah ae aaah tid com 
= a Pee ee hs fy: 3 4 1 : poo <n 4 See oe a et re cc 
ie Rees ea oa | Sage aes, <? he Pe a ee BR a sek Oe tg ee Se re i " 
He eer ae, ee ms oA ee Me tut Fs, fete a: ‘ae - gr) ee. 8 Le; ae : 
ee ae ee ae ode tases eo na hic. ge ee ae, ee wee jy cle -  e ok ee : 
Vases ee co rice 5 fx me Tey ak ! 4 By = : % Gt mee, 2 Ta ie aes a ee os : 
Poona eet DO RON at ae ae ors cee . Ula dee ec 
LP i Nagel eee sae sae ee i ae fae xy 4 ee Pay eS 
eat ae ight ES. Slee Sareea eet i pa ee as Ce ae ea aes me 
eins tee och Pee ees Su ees, Laie ee 1 oe: 2 ae on ages ae re we : 
“itl 4 Lead 2 é i ee ea eee 1 eee 
ale Se ee we ate 5s ieee ae ae etl) i 
rE aE Fe cen Med. nek ice) ae ee ee 
a 4 a ae pris ee aes ee tN eo 44 cab aie sane 3 eee vere jae he a BET “ 
“Gea Fe so male mae ot Ne ae i cee ie ae Me 8 es os a 
oa on Wig? Rat Ported eae ; a TET eRe Ce aa 
ety ete Hiestes 1 Hine NEA inte a t 1 i _ OL Ree wees ie ae 
ce yl a o es ae ~~ : oo II a (ane 
> an te So Cae ee) 4a Be, tag Se Re i 1 et ie Gt sae eee 
ASAE, eg oe. ee ere ec. ee a, Geis Tie | ee ge ee 
a Re se es Se ak Nhe ae 
Cee ee 2s ae a hs Se ee i SS 
y ST me ee AS oa a oA Ai ia, Pine ing SMe ~ e 
aay ei cae ing Pt cee Ay ti Say eae oe te Ter: 
ee age “er eet he : ARE Soe, a aa pipet: oe ee 
Fate age. 3 Te 2. Ae oe Oe sae 4 Sues ‘air a> Skree ik oe is ier = i =e : 
ee mee PY a VS ee ae Se Ne aed = Re EE ae an a 
a Pos WS ie ee Sane ei is A gat eer : : ) seo ae a ane Pepe a : 
ei beri bs ae ae Ci Oped Basa ge ed ae a epee Pere EE ei . 
“ie ie ee enna, Siar eee. t Dig e Ss eae eeerrer ie = i, ae ie ee a. cee : 
fe Se: Mer at toot gh ogee SR gt ek a ee > 7 rie ta Pee ee eed ee fs eee eee - 
ae Ran Wyk rrs PA te Sy ‘ ce .. a ae pare f Sige he i oe ee. ee 
es Be a ead ek ee Ligitir jes i Ae an Pee A : Se eae eae: a0 OS eae ae i —— 
ft cee? ep tN he & pee eee he Pec eee Gow ee = eae Es Pe ae Rt ‘ Bynes = Bey: aC ae ee ey ee a +24 
B aedies assy eh a po eee BMI, Reeth ot 4 4 7 ey es ee ; cota OPE argo aise * ded Be Be eee a 
Rive * Fa at eS ipa pe ae Cae a ie j oe 2 Ree i oe es hee as ie a ees i ae ioe “_ bi es a ie: 
ey eae Soe a, eT Re eS 4 ak eee ad ered a a ee ae aa Pk nee i ogee cn. oe me: Pa Sn ae Sy 
oN Jan My at fe WE Se Bate Io Bas aia," aes i | eee ee ; Mae re a na ear)” ea Oa ae s ce a 
ee OR a wee cam ae ETS. Oe Oe On Catt ci ee ee = : ee her ote i tae Pa OM tet it! ad | oe Pie Mie 5 aes = Gea i 
AS tat ne es aR el. ME ae al ere So oe SNe eo = a ae Poe ce Pe es ae Z 
aa ae hl ee gee ce mae Pcie yee SE pi ee ag ee oe toh ee Sg aes aeem ae: ae a er a 
ie OS eae ae! A ees igh. '@ Sa Pie toate. 3 ae ete i en. i a aaa eee Boa a ee 
es Pie Se ee Fe oly aia Tf pes Ba ee a ; ‘ Stags ve : Pore oo ; SS ete ened Ee, - * eo. aaa s 
Ae ge tas eae Saleen ee ee, ae aba oe eee Sahn | i: 1 ae ae Pee ne Bi a as. oe rane ee at i : 
: eee. irae ag ad > oe boas 3 “ee S bhi I a aa eee ptt ik te ca ee ie er ay ee ee BO 7 as s aera, ae Me 
ne ey a Ss ee tele OT Gam Aes win,” ng At ile ee eg eee ae Cage ieaee. ee) yi lip ts a aes: art ; ae Roc 
alt A, “Sie cE ysis = yu See eee D8, ie fie aaa a 5 ee oe Bo ane ee eee ee fo! Se 
nes Lars 2 , oe: cee cogent s- eee. S oboe eee . 5 ee” + ae oe ee 
Mi? ae %y Se ee eee " yc ee Bleck a pa ee ie oo “ae 
Bi St ee ie ee ee BP eee : ae oo) Str ee eB 
eS One ae e eo Bri ht as gpa. oe a LIE ee aaa i ‘: 
in oh cd ube Tacha ie ee cen aa <a eS ce Es exe 4 
ie eee eee Care Beet icg ak eo oe 
eg i ae Bees es ail ae = Bi 
oP ae, Ge De ee a. ge 
aes — Se 
za ot eC oS Se 


TELLING ‘EM—Junior knows all about 
forge hammers since he’s read Erie 
Foundry’s story booklet “Forge- 
land U.S.A.,” according to this Erie| 
Foundry ad. Run in business mag-| 
azines, the ad aims only at getting} 
forgemen to order the books free 
for their kids. 


Erie Foundry Bases | 
Good-Will Drive on 
Juvenile Literature 


Erte, Pa., Aug. 7—Despairing of 
another ad campaign of somber} 
technical talk directed to the forg-| 
ing trade, Erie Foundry Co. this! 
year is promoting its line of forge 
hammers ($12,000 to $500,000 a 
unit) by circulating a light-hearted 
children’s story booklet about! 
“Forgeland U.S.A.” 

Developed by Erie Foundry’s| 
agency, Lando Advertising, Erie,| 
the campaign based on the booklet 
is a combination ad and pr effort 
designed primarily to create good| 
will 


The booklet is dedicated to all| 
forge men who have been per-| 
plexed by the question, “What do| 
you do all day anyway, Dad?”| 
“Forgeland U.S.A.” helps answer 
this with an account of two kids} 
touring a forging plant learning! 
about what forge hammers are,| 
what they do and what kind of! 
products they help produce. 

The 24-page booklet is written 
in language children can under- 
stand and is colorfully illustrated 
throughout. The only Erie Foundry 
“sell” involved is the Erie name on 
many of the forge hammers pic- 
tured. 


s Erie Foundry is making the} 
booklet available free to all people | 
in the foundry industry. Ads on 
the booklet are running in the 
company’s regular schedule of 


GEE, LOOKIEI—Little Jack and Sandy 
learn all about forge hammers in 
a kid’s story booklet put out by 
Erie Foundry Co. It’s a pr piece to 
teach forgemen’s kids what daddy 
is up to all day long. Lando Adver- 
tising, Erie Foundry’s agency, pre- 
pared it. 


metal-working and steel engineer- 
ing trade magazines, and a direct 
mail effort has been prepared by 
the Lando agency. To date over 
65,000 copies of the booklet have 
been distributed. 

Exceptionally favorable reaction 
to the campaign has been coming 
in from all over the world, the 
company reports; kids apparently 
have gone for the booklet in a big 
way. One of Erie Foundry’s cus- 
tomers, Muncie division of Chev- 
rolet, plans to distribute the book- 
lets in conjunction with a plant 
tour they are conducting for neigh- 
borhood children. 

Wrote Erie Foundry’s represen- 
tative: “I think this is quite a 


tribute to Erie Foundry—when one 
||of its customers is so impressed 
‘| with a piece of advertising that 
|| the customer itself desires to dis- 


tribute the information.” 
Another customer commented 


“After reading your | 


gratefully, 
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wonderful booklet, now even my 
banker understands forging.” 


Beaumont & Hohman Names 2 
Jerry Turk has been named cre- 
ative director of Beaumont & Hoh- 
man, Chicago. Mr. Turk joined the 
agency’s Cleveland office in 1941 
and was named copy chief in Chi- 
cago in June, 1955. Beaumont & 
Hohman also has transferred Roy 
W. Parmenter, a copywriter, from 
its Kansas City office to Chicago. 


ss 


Hurleigh Named WGMS Head 

Robert F. Hurleigh, director of 
Washington operations of Mutual 
Broadcasting System since 1954, 
has been named supervisor of 
WGMS, Washington. He will direct 
the radio station’s activities in ad- 
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dition to supervising Mutual’s op- 
erations in the capital. 
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We're moving more people into boon 


Every Monday Morning there are 996 
New San Diegans sitting down to breakfast. 
San Diego County alone has 819,300° 


people. 
Everyone is making more, 


— more and watchin 


Channel 8 more than ever before. 


"California Bureau of Finance—July 1, 1955 
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Singer Named Olian VP 

Bob Singer, account executive, 
has been elected a vp of Olian & 
Bronner, Chicago. 


BACON gets CLIPPINGS 


@ Make sure you get ali published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 


clippings sent out per month, from | 


business, farm and consumer pub- 
lications. An invaluable service to | 
ad managers, agencies, publicity | 
and public relations men, research- | 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings | 
Aid Business.” 
FOR BETTER RELEASE LISTS—SETTER PLACEMENT 
BACON'S BACON'S 
PUBLICITY $15.08 | PUBLICITY $2.00 
CHECKER on approval! RAND 

BACON. S CLIPPING BUREAU 


343.8 Dearborn Sk. Chicago 4, Ifinots 


(Continued from Page 3) 
|you to get a wider audience,” ex- 
plains Murray Barnes, ad manager. 
“We mention ‘pay later’ in all our) 
advertising, and in half of it we! 
quote a specific down-payment 
price.” 


BOOK on appreval 


|@ Mr. Barnes said Pan Am plans 
|eall for heavy emphasis on time 
payment in its low off-season ex- 
|cursion fares, which go into effect 
| Oct. 1. The fall campaign calls for 
|four-color shots in Holiday, Life, 
The Saturday Evening Post and] 
| Time. A newspaper drive in some | 
(30 cities calls for 600- to 900-line 
insertions. 

| Ads in New York, Washington, 
San Francisco and Los Angeles 
| newspapers will highlight the line, 
'“Pan American Will Fly You 
Around the World for Only $135 
Down.” A similar ad breaks in The 


} 
| 
} 


new digplay caimensions 


get seljing action... 
at coynter-card cost! 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
ore ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


3 Airlines Set Fall 
Credit-Flying Drives _ 


New Yorker this month. “Meet the | 
Press” (NBC-TV) will continue to_ 
push pay-later flying. 

The airlines are eager to step up 
their pay-later business, after 
watching volume roll up as a re- 
sult of advertising and point of 
sale emphasis on travel credit. 

TWA, which started its time 
payment plan two years ago this 
month, wound up 1954 with sales 
amounting to $708,757. But this 
figure jumped to $2,697,857 for the 
12 months of 1955, and the forecast 
for 1956 business is something 
more than Someanauae 


s American, which entered the 
scene 19 months ago, enjoyed 
$800,000 in time sales last year. It| 
expects to treble that figure in| 
1956. 

Pan American, though somewhat | 
reluctant to release figures, is be- | 
lieved to have taken in $3,500,000 | 
last year. 

The future of time-payment 
travel looks good to airline execu- 
tives. One TWA official thinks his 
company will be selling 25,000) 
packages worth $12,000,000 by 
1960. It sold 6,500 packages -last 


See Rataee tikes 700 0 whats Wet Serer ni 
conventont easy-te-pay-for travel ides — 


<——<—---———---- 
fre ape os Cee ceed ey ee fer ey eee ot Sees Arm 


For instance —yeu can tahe this wonderful Aircoach 


‘Pockage’ Vacation ter only ZI 1 2016" rm wnt 


aed 
et tae tre me 


Bo 


See Per Lee” Pee 


VACATION WITH AMERICAN—The above newspaper ad was used in Dal- 
las by American Airlines to promote an eight-day package vacation 
to Mexico on “Go Now, Pay Later.” A similar ad was used in 17 
other cities with local insertions of prices and down payments. Han- 
dling is Lennen & Newell, New York. 
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KH 


Wear a bit o the green 


NN EE 
will fly vou 


on - auld sod itself 


KY 


for only 47" *"" | 


‘round the world 


on Pan Ams Pay-Later Plan 


May 6 to 21 is Am Tostal the — breton’ 
great Spring festival’ Bvervthing fran wf 
wnt. Nat the 


ese tee” 


rs tee tee of eprers on The Rawle 


Later” Plan. Only 617.50 down —ap te a 
toomths te paw the halen’ Call cour Travel 
Nerat on Pan American —_in #7 - 


More people fy to Europe by 


Pan American : 


WORLD'S MORT EXPERIENCED AIRLINE World's Most Experienced Airline 


NEWLY SLATED—Pan American Airways, in line with its policy of fea- 
turing “Pay Later,” will run the ad at left in the Aug. 18 issue of 
The New Yorker, in opening its fall magazine campaign. The ad at 
right was used in St. Patrick’s day issues of The New Yorker and 
Saturday Review. Handling is J. Walter Thompson, New York. 


| year. Marion Sadler, American's 
director of passenger sales, thinks 
the next three years will see. 
American pushing the $10,000,000 
mark and 50,000 packages. Pan 
American, which has sold about 
14,000 in the last two years, looks 
to sales climbing to about $15,000,- 
| 000 in the next three or four years. 


s The Big Three airlines push 
time-pay whenever there is men- 
tion of a “special price” gimmick, 
like off-season reductions, ex- 
cursions or low-price tours. The 
three lines feei they gain by quot- 
ing these fares in terms of pay 
later. “It makes a good thing bet- 
ter,” said one official. 

Sole major holdout against cred- 
it flying is United Air Lines, whose 
banker president, W. A. Patterson, 
takes a somewhat sour view of 
credit in the airline business. His 
view is, “It’s morally dishonest for 
me to offer my secretary a flight 
overseas on time payment.” 

But it is precisely in the $5,000- 


GIVES YOU COMPLETE COVERAGE IN 
AKRON’S BILLION DOLLAR PLUS MARKET 


Akron’s One Billion Eighty Million Dollar Market is served 
by only ONE powerful newspaper — the Akron Beacon 
Journal. You get complete coverage of this fertile market 
at one low cost either Evening or Sunday. R-O-P color 
available in all issues. 
CIRCULATION 


Evening, 159,074 
Sunday, 165,132 


POPULATION 
Metro. Area, 475,700 
Ret. Tr. Area, 610,844 


ONE LOW RATE 
Evening or Sunday 


AKRON BEACON JOURNAL 


STORY, BROOKS & FINLEY, REPRESENTATIVES - JOHN S. KNIGHT, PUBLISHER 


CHICAGO SHOW PRINTING COMPANY + 2640 WN. Kildere Ave. + Chicege 39 
U. 8, Patent Nos 2555086 and 2654970, other patents granted and peading. Trademark Squee-sel Registered 
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PAY LATER’—American 
Airlines effectively used this win- 
dow display in its city ticket office 
in Rochester, N.Y., in June to 
stimulate “go now, pay later” sales. 
It showed only down payments to! 
some 13 destinations. More credit | 


‘GO NOW, 


sales were made in June than in 
the previous 11 months. 


a-year and under income group 
that the success of the plan seems 
to lie. Pacific Finance Corp., Los 
Angeles, credit backer for many 
pay-later plans, estimates that 85% 
of this business would not have 
been sold by the airlines except 
for the deferred payment setup. 


= “We're reaching people we 
never dreamed of tapping before,” 
says American’s Mr. Sadler. “It 
has caused us to get our sales peo- 
ple thinking in terms of somebody 
other than business men with 
travel credit cards.” 

American’s experience is that 
some 60% of its time travel plans 


— 
| 
| 
| 
| 


You dont nerd the cash on hand to 


Fly Abroad now 
-- pay later! 


ee ae es ety ee mate oe ee 


World's Mest bag rienced Airline 


INAUGURAL AD—Pan American Air- 
ways kicked off “Pay-Later” with 
this “pioneering” ad which ran in 
metropolitan newspapers in May, | 
1954. Pan American’s agency is J. 
Walter Thompson Co., New York. 


. have been bought by people mak- 


ing $400-a-month or less. Pacific 
Finance has found that 66% of the 
plans are purchased by people 
making $6,000-a-year or under. 

Airline executives generally 
think what credit flying needs 
most now is more promotion. They 
point to a pilot test made by TWA 
earlier this year, in which the 
airline stressed the plan to its sales 
people. The result: more than $1,- 
000,000 in time payment packages 
sold in the 90-day period. Ameri- 
can reports that a window display 
in a Rochester ticket office listing 
down payments to 13 destinations 
resulted in more credit sales in 
June than in the previous 11 
months. 


Moore Moves: Names Funk 
Tracy Moore & Associates has 
moved its San Francisco office to 
260 Kearny St., and has named 
John Funk, former national sales 
manager of KXLY, Spokane, its) 
Bay Area manager. 


Regal Pale Ties in Politics 
Regal Pale Brewing Co., through 

| Guild, Bascom & Bonfigli, San 

|Francisco, has launched a trade 


=| publication campaign tied to this 


year’s political campaigns. The ads 
}are headlined: “How to get cool 
|}cash out of a hot campaign” and 
|suggest that dealers “get in on 
|your share of this zillion-dollar 
| campaign by using Regal’s colorful 


m | election-year display pieces.” Con- 


}sumer ads will back up the cam- 
|paign in newspapers, magazines, 
| Sunday supplements and on radio 
| and tv. 


| Sea Boy Sardines in Drive 

| Franco-Italian Packing Co. has 
| selected Chicago and Denver as 
|cities in which to start news- 
|paper advertising for its Sea 
Boy sardine fillets. Richard N. 
Meltzer Advertising, San Francisco 
and Los Angeles, is handling. 
Newspaper and radio advertising 
will follow in the Omaha area and 
in Kansas City, Minneapolis and 
Milwaukee, The campaign will be 


extended later to other markets, 
including San Francisco and Los 
Angeles. 


Abbott Labs Names Pratt 
A.M., Beine Creative Head 
Abbott Laboratories, North Chi- 
cago, Ill., has advanced William D. 
Pratt, creative director since 1954, 


Robert F. Beine 


to advertising manager, a new post 
in the Abbott ad department. 

Mr. Pratt is succeeded as crea- 
tive director by Robert F. Beine, 
who has been an Abbott copy- 
writer since 1952. 


William D. Pratt 


75 


Campbell-Ewald Moves Group 
Pertussin; McCann Keeps It Campbell-Ewaid Co. has trans- 

Chesebrough-Pond’s Inc. has, ferred the account group which 
purchased all issued and outstand-| handles Rheem Mfg. Co. from its 
ing capital stock of Seeck & Kade, | Detroit office to the enlarged Chi- 
New York, maker of Pertussin | cago office. Sales headquarters for 
cough syrup, in a cash transaction.| Rheem, a Los Angeles company, 
McCann-Erickson, which has han-| are in Chicago. Fred C. Gallagher 
dled the Pertussin account for the is account supervisor for the 
past three years, will continue to| Rheem account; Donald A. Wright 
handle advertising for the product. | is account executive. 


Chesebrough-Pond's Buys 


or 
no 


, 


YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTIGNH FILMS! 
Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales message at LOW COST 

Write us today for Sampie Reel. 


| 
j 
j 
| 
| 
} 
i 
; 
| 
| 
| 


| 


turi 
doub “— 


7-4680, Br 


Superior 


OW! 4° LARGEST 
INDUSTRIAL CENTER 


Rising like a steel giant out of the 
heart of one of the Nation's rich- 
est agricultural areas . 
Saginaw has been declared t 
fourth largest industrial center 
in outstate Michigan by the 
1954 Census of Manufacturers, 
just released by the U. S. De- 
partment of Commerce. A 21°; 
gain in manufacturing employes 
since 1947 . . 
to raw materials by manufac- 
industries more than 
. raised Saginaw to 
4th place in outstate Michigan. 
You can cover this going, or 
ing market completely ONLY 
through the 50,405* circulation of 
THE SAGINAW NEWS. 


THE BAY CITY TIMES 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


in outstate 


. the value added 


THE KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: A H. Kuch, 110 E 42nd St., New York 17, Oxford 7-! 280; Sheldon B Newman, 435 No Michigan Ave, Thichge~l ! 
e McQuillen, 785 Market St, Sen 


Francisco 3, Sutter | 


GINA 


growing Michigan Metropolis 


Michigan 


a) 


A ‘To Sel Saginaw 
~ Buy The Saginaw News 


PAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR WEWS THE MUSKEGON CHRONICLE 


3401, William Shurtli#, 1612 Ford Bldg. Detroit 26, Waodwdrd FO972 
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Can-Can Tellers, 
Flintlocks Highlight 
Cé&S Bank Opening 


Artanta, Aug. 7—More than 
10,000 persons attended one of the 
most incongruous openings of a 
new bank that these parts have 
ever seen. 

The occasion was the opening of 
a branch of the Citizens & South- 
ern National Bank—an 18x34’ air 
conditioned log cabin, complete 
with false second story, flintlock 
rifles, a roll top desk and other 


frontier lore. 

Children were given free pony 
rides in a corral, while their elders 
received portions of cider and 
doughnuts served from a prairie 
schooner. The tellers were dressed 
as can-can girls. 


2 In addition, 
minded bankers: 


e Gave away 17,000 souvenirs, 
including wooden nickels, popguns, 
Indian headbands, rulers and nose 
mustaches. 

e Served 2,500 soft drinks, 104 
gals. of cider and 267 doz. dough- 
nuts. 


the promotion- 


tv and radio spots, direct mail and | 
“wanted” posters broke the news. 

The log cabin bank will provide 
residents of the Chattahoochee 
industrial district with banking 
facilities until a permanent, col- 
onial-type building now under 
construction at the rear of the lot 
is completed. For Citizens & South- 
ern the new branch is the 11th 
banking office in this city and the 
24th in Georgia. 


Canadian Steel Wages Up 

A $13,000,000, two-year wage 
agreement at Steel Co. of Canada, 
Hamilton, Ont., may bring a price 


Hl 
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Nielsen Network TV Ratings 


Two Weeks Ending July 14, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
All Star Baseball Game (Gillette, NBC) 

$64,000 Challenge (P. Lorillard, Revlon, CBS) 
Lux Theater (Lever Bros., NBC) 
Steve Allen Show (Avco Mfg. Co., Jergens, Brown & Williamson, NBC) 
Dragnet (Chesterfield, NBC) “ - 


increase of as much as $10 a ton 
for steel with a subsequent in- 


Ford Theater (Ford, NBC) 
What's My Line (Helene Curtis, Remington, CBS) 
Gunsmoke (Liggett & Myers, CBS) 


e Provided 3,000 rides in old 
model cars (a 1921 Lincoln, an/ crease in prices of consumer goods, 
English taxi and a 1928 Packard);|one company executive predicted. | 
450 pony rides; 600 tin-type photos| The company predicted its price 
of guests in the neighborhood, plus | advance would exceed those in the 
copy, yours to use, ne obligation. Address... | Indian war dances and gun pop-|U.S. The agreement called for 

ping contests. | wage increases up to 33%¢ an 


MULTI-AD SERVICES. INC. “Operation Pioneer” was top hour, pension benefits and a wage 


Bex 806/A Peoria, Mlinsis eoae until page newspaper ads, administrative agreement. 


SCC @ON OWA WH — 


+ SC/SSORS-1/P ART +d 
The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 


— 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) . 

$64,000 Challenge (P. Lorillard, Revion, CBS) 

All Star Baseball Game (Gillette, NBC) 

lux Theater (Lever Bros., NBC) 

What's My Line (Helene Curtis, Remington, CBS) 

Steve Allen Show (Avco Mfg. Co., Jergens, Brown & Williamson, NBC) 
Gunsmoke (Liggett & Myers, CBS) ion a 
Dragnet (Chesterfield, NBC) 

Ford Theater (Ford, NBC) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


SCC@OnOUA WH — 


Program 
$64,000 Question (Revion, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
Ford Theater (Ford, NBC) 


i 


free 


how much 


advertising 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS 
I've Got @ Secret (R. J. Reynolds, CBS) 

Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Best of Groucho (DeSoto-Plymouvth, NBC) 


CSCVCON OWA WH — 


are you 


$64,000 Challenge (P. Lorillard, Revion, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
Ford Theater (Ford, NBC) 
Gunsmoke (Liggett & Myers, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 

Dragnet (Chesterfield, NBC) . 

I’ve Got a Secret (R. J. Reynolds, CBS) 

Alfred Hitchcock Presents (Bristol-Myers, CBS) 

Do You Trust Your Wife (Frigidaire, Liggett & Myers, CBS) 0.0.0... 

| *Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

| **Homes reached during the average minute of the program. 

| tPercented ratings are based on tv homes within reach of station facilities and by 


each program. 


getting? 
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It happens every day—all over the country in widely scattered news- 
papers. A dealer decides to advertise your brand without benefit of co-op 
contract . . .a manufacturer advertises and without your knowledge tells 
the reader that he uses your “brand name” product in the fabricated 
item he offers. This is FREE advertising, and yov should know about it. 
Then, you can budget your paid space to better advantage. These 
ACB services can tell you what you are getting. 


WET PROOFS THAT ARE 


GENUINELY WET * 


tear sheets are complete pages and show 
position, full headline information, etc. 


RETAIL STORE REPORTS 


;, Provide accurate check- 
Bi, up of dealer tie-in adver- 
ae@, tising covering your own 
and/or competitive ac- 
counts. A widely-used 

service for determining 

sales policy and directing 
salesmen’s efforts. Reports can show linage; 
cost of space; city; publication; sales terri- 
tory; dealer name; product and price ad- 


ACB’s Research 
Service that serves the 
large group of manu- 
facturers and others 
whose trade names are 
promoted to the con- 


vertised; mats used; totals and percentages. 
TEAR SHEET SERVICE 

_— NE Tear sheets are the basis 
Shs Se 

"4 


of all research in news- 
- 


S every ad in every da 


Cet 


paper advertising. ACB 
can furnish tear sheets 
containing advertising of 


4 3 
p . ) any specified dealer or 
eae ~- # national advertising. ACB 


sumer as part of the 
advertising of other concerns. Widely used 
by producers of ‘‘name brand” fabrics; 
a ee and many manufacturers in 


-goods lines. 


ADDITIONAL SERVICES 


11 additional services are available. De- 
scribed in ACB Catalog sent free on request, 
or contact nearest ACB office. 


2k Every set of 

plates intended for four 

color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


la 


S ACB Read 


A@ 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Medison Ave. + Chicage (3) 18 S. Michigan Ave. + Colombes (15) 
20 South Third St. + Memphis (3) 141 Jefierson Ave. + Sem Francisco (5) 51 First St. 


Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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F. E. BENSEN, JR. 


As advertising manager for the U.S. carbonated bev- 
erage operations of Canada Dry Ginger Ale, Fred 
Bensen handles what is probably one of the most 
complex campaigns in the advertising field. In addi- 
tion to national advertising, his office supervises and 
coordinates the local campaigns of nearly 200 franchise 
bottlers and company-owned plants in the U.S. Each 
of these is planned separately. To complicate it even 
further, each campaign involves a multiplicity of 
products in varying permutations and combinations. 
Not counting the share paid by the franchise bottlers, 
the budget runs close to $6 millions. 

Mr. Bensen has held his present post for the past 
four years. He joined Canada Dry in 1943 and served 
as assistant ad manager for four years, first for com- 
pany-owned plant promotion, later for franchise bot- 
tler advertising, before being named manager for 
both. Over that span of years, Canada Dry’s annual 
sales jumped from $30 million to $74 million. 

A licensed pilot, Mr. Bensen flew his own two- 
engine plane for several years, giving it up to transfer 
his off-duty attentions to a sailing yawl. He is a 
graduate of Rutgers, and before going to Canada Dry 
was associated with Vick Chemical Co. 


200 EAST ILLINOIS STREET © CHICAGO 


“Ad Age is one of 
the few publications 


x 


Seje F, E, BENSEN, JR., Advertising Manager : 


re? 
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“1 look to Advertising Age every week for complete, 
penetrating reporting of the news, as well as for 
provocative commentary on advertising trends and 


practices. And every week, that’s what Ad Age gives me. 


“It’s one of the few publications | consider indispensable, 
and for good measure, its lively style makes it a pleasure 


to read. | read it regularly and thoroughly.” 


11, ILLINOIS 


| consider indispensable” | 
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Rising Fares 
Threaten Rails’ 
Passenger Traffic 


(Continued from Page 3) 
charge, said, “We deny that we 
have any fear of price increases 
injuring the passenger business. 
We have $1,000,000,000 invested in 
passenger facilities, and last year 
our gross on passengér service was 


$170,000,000. We are buying new | 


passenger equipment, and of 
course we put the Keystone ‘tubu- 
lar train’ in service. We are ex- 
ploring the possibility of reducing 
passenger expenses.” 

However, the radical price boost 
proposal met with opposition from 
35 other eastern railroads. West- 
ern railroads queried on the sub- 
ject refused to comment on the 
price hike in terms of the Central 


‘or the Pennsy but said, to a man, 
that their lines have no intention 
of making such a move. 

Francis V. Koval, assistant to} 
the president, Chicago & North} 
Western Railway, pointed out that | 
western railroads traditionally 
have lower rates than their east- 
ern counterparts and usually aren’t 
anxious to follow suit when east- 
‘ern lines boost prices. 

| 
® “One thing they did,” was the) 
bitter observation of George M.| 
Crowson, Illinois Central’s presi-| 
dential assistant, “was to stir up 
the news sources.” Mr. Crowson | 
said he couldn’t comment on the 
proposed action, “unless I know 
what they have on their minds. 

“However,” said he, “it’s pretty | 
generally known that some trains | 
make money where others lose, so | 


| while it’s true to say that a rail-| 


road lost a given amount in its 
passenger division, it’s also true 
that the loss is not attributable to 
all trains.” 

This means that if rail fares are 


| ae 


new ideas for decorating 
your new toy line with 
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Herder Pillsbury Jones Laskow 


DOUBLE TIME?—This Minneapolis Brewing Co. poster 
keeps its painters permanently on the job. The 
kibitzers are Loren Herder, art director of Knox 
Reeves Advertising, who is responsible for the de- 


sign; Robert Pillsbury, account executive of Naegele 
Advertising Co.; Howard Jones, account executive 
of Knox Reeves, and Luke Laskow, advertising 
manager of the brewing company. 


pushed high enough, schedules 
will probably be trimmed down as 
the result of passenger losses, leav- 
ing only profitable trains running 
on long hauls and shifting more | 
travelers to the air lines and buses. 
Greyhound Corp., which report-| 
ed it was in the black during the 
second quarter of this year, after 
a first quarter loss, is currently 
improving the facilities of its sys- 
tem. Part of this improvement is 
an $11,267,000 program to build 
terminals in seven cities. 


s L. H. Ristow, traffic vp, says 
his company is “always looking” 
for ways to improve service and 
increase passenger traffic. He 
cites the Greyhound escorted tours 
instituted last year and now ex- 
panded as the result of month- 
ahead sellouts. 

Continental Trailways Bus Sys- 


| years. 


one hee eee 


Interest...and 
SALES APPEAL! 


Does your new toy line need that extra punch to guaran- 
tee the attention of toy department and store buyers . .. 
and the all-important action at the point of sale? 

The answer to your problems may be found in our 
brand new Meyercord file brochure “Decals”"—The Art 
of Selling.” You'll find new ideas by the score for beau- 
tifying and merchandising your product right into the 
customer's heart. No matter what you make . . . toys, 
home furnishings, novelty items, any consumer product 

. you'll find plenty sales-stimulating decal designs to 
enhance your product at a tiny fraction of hand-painting 
time and cost. 

Write today, on your company letterhead, for this 


tem has a super-deluxe highway 
cruiser service running between 
Los Angeles and San Francisco. 
The run has been so successful that 
Continental intends to make simi- 
lar tests of luxury service in oth- 
ers of the 26 states it serves. 

Red carpets at the terminals, 
stewardesses who serve sand- 
wiches, coffee and cold drinks, soft 
music, special attention to children | 
and electric razors are part of the! 
service offered on the run at a 
premium of only $1.50. 

Greyhound tried hostesses and 
stewards on some of its runs before 
World War II but, says Mr. Ristow, | 
“there were so many problems in- 
volved that we finally gave up.” 


® The airlines have the edge on 
railroads in more ways than one. | 
In the first place, they already 
carry passengers at a profit, and) 
the higher fare factor that once) 
characterized air travel has been 
pretty well eliminated. | 

If the proposed 50% rai] in- 
creases are approved, first class | 
fares on both railroads between| 
New York and Chicago, for ex-| 
ample, would shoot up from $47.22 
to $70.83. Added to this would be 
the Pullman accommodation—a 
roomette would push the total up 
to $85.63, not including meals. 
First class air travel, on the other 
hand, is $49.61 with a meal, and 
$36.30 air coach. 

One railroad executive, who in- 
sists on anonymity, says it’s fool- 
ish for railroads to try to combat 
air travel. “I look at it this way,” 


jam-packed brochure of sales ideas. It’s absolutely FREE 
to you, without any obligation. If possible, send a de- 
scription or actual sample of your product... and we'll 
include a packet of decal samples, best suited to your 
needs, for your inspection. 


THE MEYERCORD co. 
Woldikergest Lrrkeomania Mlitewupec Murs 


Dept. U-401, 
$323 W. Lake St., 
Chicago 44, Hil. 


he said. “People prefer to go by 
| air for emotional reasons, not prac- 
| tical ones. We can show them how 
| they lose time on the ground, pay | 
‘for limousine service and don’t 
\gain much if anything by using 
‘airplanes, especially on short hauls. 
|}@ “Then they'll turn right around 
‘and go by air anyway. There's still 


|8 Robert L. Johnson, vp of Unit- 


a thrill to it and it’s exciting. Once 


in a while an accident cramps their ; propelled DC-8’s now on order will 
style temporarily, but people have) go into service. 

short memories. I even use planes| “Although some old equipment 
myself sometimes.” 

Donald J. Russell, president of 
‘the Southern Pacific Co., the na- 
tion’s longest railway system, 
thinks that airplane speed alone 
will defeat Pullman travel in 20 


SPARK EVERY PROMOTION 
Pt 6 vit ne 


GLOSSY PHOTOS 


“You can’t get a train to run 
as fast as a plane,” he said, “and 
I think that people who are trying 
to... are doing a disservice.” 

Mr. Russell said American rail- 
roads lost $500,000,000 last year on 
passenger operations, but that pas- 
senger income accounts for only 
6¢ of Southern Pacific’s revenue 
dollar. 

An ADVERTISING AGE survey of 
the four biggest airlines reveals 


| that, unlike the railroads, they are 


all deeply involved in market de- 
velopment programs. While some 


,of these programs—like that of 


United Air Lines—date back to 
1930, all have been sharply accel- 
erated in the past decade. 


The PHOTOMATIC Co. 


60-59 6, inote me. ° a ° Gileege 11, 


ed, says his company will take! 
delivery of 28 piston-driven planes} 
next year, mostly DC-7’s. This will 
add about 10% to United’s long- 


|range capacity. Then, in 1959, jet 


* 
New Home of the 
Raleigh News and 
Observer— 
Roleigh Times 

* 


All Dressed Up and Going Places... 


Our new home not only indicates a healthy increase 
in circulation and advertising volume. It reflects the 
vigorous growth, both industrially and agricultur- 
ally, of the big region these newspapers serve. Your 
sales can ‘go places"’, too, in this 33 county market 
with the area's ONLY Morning-Evening-Sunday 


Your No. 1 Salesmakers in the 
“Golden Belt of the South” 


Morning & Evening—1 43,433 
Evening & Sunday—153,804 
(ABC Pub. Statement 3/31/56) 

6 


The Rebigh 
News and Obse 

_ MMORNING & SUNDAY 
The Branham Company 
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Advertising Age, August 13, 1956 


will be retired,” says Mr. Johnson, 
“like other air lines, we’re build- 
ing toward a bigger future. Air 
transport today carries 78% of all 
common carrier inter-city travel 
above 1,000 miles, but only 24% 
of the same market in under-1,000 
mile trips.” 

Mr. Johnson says much air trav- 
el growth must come from un- 
tapped or partially exploited mar- 
kets. These include vacationers, 
women’s groups, professional | 
groups and conducted tours. 

“We've made it plain in our ad-} 
vertising,” says Mr. Johnson, “that! 
we recognize we must make dif-! 
ferent appeals to diffeyent mar-| 
kts. For example, men pre inter-/ 
ested in speed, type of equipment, 
new technical developments and 
improvements. For them, we usu- 
ally show the aircraft prominently | 
in the foreground of the ad. 


@ “When we appeal to women, we 
take another tack. We glamorize 
foreign and domestic resorts, and 
our illustrations show a woman 
traveler in the foreground. We 
stress comfort and service to ba- 
bies and children.” 

Mr. Johnson recalls with some 
amusement that the line originally 
was “dead wrong” about hostesses 
on airplanes. “United ‘invented’ 
the hostess,” he claims, “and the 
first eight girls were put on about 
28 years ago. The theory was that 
they would encourage women trav- 
elers. They didn’t do that, but 
the men came in droves.” 

Walter H. Johnson, vp of Amer- 
ican Airlines, says he believes 
“women may be the key” to the 
expanding air travel market. 

“Our belief,” says Mr. Johnson, 
“is that we can broaden the travel 
horizons of the average American 
family, so that the family that has 
been used to traveling short dis- 
tances to the mountains will look 
within the next five years to going 
to California, New York or Mex- 
ico.” 


s American has on order 96 new 
planes costing about $300,000,000. 
Included are 30 Boeing jets and 
35 Lockheed Electra turboprop 
transports, and more may be or-| 
dered before these are delivered. 
Mr. Johnson summarizes the 
marketing future this way: “We. 
couldn’t fill these new planes 
without expanding our share of the| 
common carrier market, as well as) 
making inroads into private pas- 
senger mileage. The greatest po- 
tential for us is the field of travel 
and vacation, and here women 
have high influence value.” 
American currently has a pro-| 
gram to establish women repre-| 
sentatives in six key cities: New) 
York, Chicago, Los Angeles, San) 
Francisco, Washington and Boston, 
with plans to enlarge the system to. 
some 25 markets. 


® Trans World Airlines has its | 
“Mary Gordon,” a corporate fig- 
ure in the role of women’s travel 
advisor. The Mary Gordon service 
issues pamphlets, talks before) 
women’s groups, conducts packing 
demonstrations and fashion shows. 

Eastern has no fulltime women’s 
program but does have key wom- | 
en personnel who cater to women’s | 
travel needs. They are available 
for special assignments and meet 
the problem as it comes up. 


Quaker City Chocolate 
Pushes New Large Package 

Quaker City Chocolate & Con- 
fectionery Co. is promoting its new 
half-pound family size package of | 
Good and Plenty candy on tv in 
major markets. The company is| 
co-sponsoring for 52 weeks, begin- 
ning Sept. 14, the half-hour chil- 
dren’s show “Brave Eagle” in New 
York, Pittsburgh, Washington and 
Detroit. In other markets tv spots 
will be used. 

Quaker will discontinue its pre- 
sent co-sponsorship of “Ramar of 
the Jungle” on tv. 


Haley Testement Foss 
SPONSOR SUPPORT—Reg Testement, ad manager, and Gene K. Foss, 
vp, of Grove Labs, help Debby Haley act out a new tv commercial 
for Fitch shampoo at a recent sales meeting in St. Louis. Miss Haley 
will have a different supporting cast in the actual commercials 
which will be seen on “Today” (NBC-TV). 


The NEWS of the Rockies 


First 6 months, 1956, the News (with 
853,124 lines) carried 56.4% of the 
total clothing stores linage in Denver 
—with our 1,000-line page. 


No. 64 of a series 
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igna of Quality... produced by Geeco! 


These custom-made Geeco signs are an invi- _ Watch for these appealingly different signs. 
tation toenjoyment. They dothe jobforGoetz — They testify to Geeco’s quality and service. 
Dealers everywhere, just as Geeco signs and _ All Geeco signs and displays are developed 
displays do the job for such advertisersas Un- _ for individual advertiser, agency or de- 
ion Pacific, AT&T (The Bell System),Anchor _ signer and produced on a mass production 
Serum Company, Cook Paints, and others. basis. Call or write for complete information. 


Ge5vce...the new leader in original signs and displays 


GEECO INCORPORATED, SAINT YJOSEPH, MISSOURI 
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Marchant Names FC&B 
Marchant Calculators Inc., Oak- 
land, has appointed the San Fran- 
cisco office of Foote, Cone & 
Belding to handle its advertising, 
effective Jan. 1, 1957. Doremus & 
Co. will handle all schedules com- 
mitted for the rest of this year 
and FC&B will begin immediately 
working on 1957 ad plans. 


Cappels Opens Reno Office 

Cappels & Associates, Sunny- 
vale, Cal., has opened representa- 
tive offices in Reno at 224 Chest- 
nut St. to serve the Reno division 
of Fredriksson Enterprises. Attillio 
Gazzaeno, formerly sales manager 
of Jellins Co., will be Cappel’s di- 
rector at the Reno office. 


QUIPMENT JJEALER 


Ptr lt by PONE MS TL) Be pere 
“INTER-LOCKED MARKET” FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT © APPLIANCES 
Our 10th Year + NEEDHAM 92, Mass. 


Music Hath Charms, 
But Its Merchants 
Don't, Bedell Says 


New York, Aug. 7—Cultured 
man “soothes his soul, and washes 
away the tensions of the day, in 
melody”—but not with any help 
from the music merchants. 

So said Clyde Bedell, advertis- 
ing consultant and ADVERTISING 
AGE columnist, at a National Assn. 
of Music Merchants convention. 
Waxing far more lyrical than the 
music industry, Mr. Bedell ac- 
cused his hearers of offering, as 
advertising, “a shabby little rivulet 
of hopeless generalities that never 
rise to the dynamic levels of hu- 
man consciousness and response. . . 


s “Everywhere,” he noted, “where 
business men have been bold they 
have sold successfully, through ad- 
vertising, their aluminum storm 
and screen sash, their garages, 
their television sets, their liquor, 
sirloin steaks for picnics at $1.65 


automobiles, air conditioners, cos- 
metics at unheard of prices, and 
more! 

“But the music dealer, failing to 
translate his priceless wares into 
human sentiment and emotion, has 
apologetically offered low prices 


people should divert a little of 
their enormous collective income 
to his store. 

“What a loss to this merchant of 
magic—and to the world!” 


NBP Names Legislation Group 

Members of the new committee 
on legislation for National Business 
Publications, Washington, have 
been named. They are Raymond 
Bill, president, Bill Bros. Publish- 
ing Co., chairman; P. M. Fahren- 
dorf, vp, Chilton Co., vice-chair- 
man for paid; Russell L. Putman, 
president, Putman Publishing Co., 
vice-chairman for controlled; Lan- 
sing Chapman, publisher, Medical 
Economics; Harvey Conover, pres- 
ident, Conover-Mast Publications; 


Raymond Coombes, vp, Mechani- 


per lb., more and more and more 


as almost the only reason why|: 
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Media Rate Shifts 
Are Chiefly Upward. 
SRDS Study Shows 


Evanston, ILt., Aug. 7—Most of 
the rate changes received by 
Standard Rate & Data Service 
| during the first six months of 1956 
‘were increases, a summary re- 
leased this week by SRDS shows. 
The summary includes all major 
media, both U.S. and Canadian. 

4 Dery | A total of 487 of 1,565 newspa- 

=e ‘pers included in the continuing 
tidy revised line rates during the 
DREAMER—Here is one of a series of | first six months of this year, 150 
newspaper ads which sell bank|more than in the corresponding 


services with a light touch. The | Period of ’55. Information on only 


| 
ads were prepared by Dean C. Wolf, ang pind oman was received in 


& Associates, Boston, for a group | hones for 
of affiliated banks in southern | te 4 pA gptnen tae po age 11.4% 
New Hampshire. ‘increase, compared with an 11.2% 
‘increase in the same period the 
year before. 
Based on the one-time, b&w page 
rate, 281 of the 1,794 business 
publications included changed 


zation Inc.; Marshall Haywood Jr., | 
president, Haywood Publishing 
Co., and Leslie A. Watt, president, | 


Wer Sees Se ‘rates in the six-month period. Of 


"He was a cinch to marry the boss’s daughier after J. J. heard him speak up 
in the media meeting about how things have changed in Cincinnati."’* 


*THE RUNAWAY NO. 1 DAILY NEWSPAPER 
CINCINNATI ENQUIRER. No. 


No.1 in Retail Display 


name-it (including Total 


Automotive Di Splay). 


these, 275 were increases, and six 
decreases. In the same period of 
55, 244 of the 1,737 business pub- 
lications included increased rates 
and eight decreased them. The 
over-all rate of change in ’56 was 
an increase of 16.5%, up from the 
14.9% of the same period last year. 


® Of the 436 consumer magazines 
included in the summary, 111 re- 
vised rates, based on the one time, 
b&w page rate. SRDS received 
notification of rate increases from 
100 magazines and rate decreases 
from 11. For the same period of 
55, 517 magazines were included. 
Of these, 111 increased rates, and 
19 decreased them. Average in- 
crease in the January through 
June period this year is 14.1%; for 
the same period last year, 14.2%. 

SRDS used the highest time 
class for one hour and one minute 
spots as a basis of radio station 
_rate change. Of the 2,794 stations 
| included, 243 revised hourly rates, 
with 87 increases and 156 rate de- 
‘ereases received. The over-all 
change in hourly classification was 
a decrease of 6.7%. Of 295 stations 
‘changing their one-minute rates, 
146 increased and 149 decreased 
their rates. Average rate of change 
in one-minute rates was 4%. 
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® The °56 six-month report in- 
cluded 447 television stations, and 
of these, 150 revised the one hour 
rate in the highest time bracket. 
This compares with 427 stations in 
,the °’55 report. Increased rates 
| were received from 146 stations, 
| and decreased rates were received 
'from four during the first six 
| months of 56. The average rate of 


IN CINCINNATI Is NOW THE 
1 in City Zone Circulation... 
linage. No.l in just about you- — 
Advertising, Total Display, 


change in hourly rate was a 21.6% 
increase, compared with a 20.7% 
‘increase for 106 stations during 
January-June, ’55. 

Of the 166 tv stations revising 
, one-minute rates, 160 stations in- 
| creased rates, and six decreased 
them. During the comparable °55 
period, 11 increased and four sta- 
tions decreased the one-minute 
‘Tate. The over-all rate of change 
|was 21.6% this year, down from 
25.2% last year. 


DuMond & Wiegers Formed 

T. C. DuMond, formerly editor 
of Materials & Methods, and Jo- 
'seph P. Wiegers, who has headed 
his own public relations agency for 
the past 10 years, have organized 
DuMond & Wiegers at 24 W. 40th 
St., New York, to specialize in in- 
dustrial public relations. The 
agency will also have branches in 
Chicago and Miami. 


Goldberg Joins H-R Reps 
Martin E. Goldberg, formerly 
supervisor of ratings for the radio 
network of American Broadcasting 
Co., has been named assistant di- 


| 


rector of research of H-R Repre- 
sentatives, New York, station rep- 
resentative. 
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Ruralites Now Like 
Convenience Goods: 
"Minneapolis Star’ 


MrInneapPotis, Aug. 7—The sixth 
survey of product use and brand 
standings in the Minneapolis, Hen- 
nepin County and Minnesota mar- 
kets has been published by the 
Minneapolis Star & Tribune. 

The survey, part of the newspa- 
pers’ “Continuing Survey of Min- 
nesota Living,” covers about 60 
products, mostly food and drug 
products but also including tv set 
ownership and use. 

Survey No. 7, now in process of 
tabulation and production for pub- 
lication this fall, will show a larger 
representation of appliance owner- 
ship and use. 


® Among products showing the 
greatest increase in home use in 
the past two years are frozen fish 
sticks, cake mixes, powdered milk 
and frozen vegetables. In non-food 
categories, aluminum foil, facial 
makeup base, lipsticks and hand 
creams showed gains. 

One of the most significant 
trends shown in this and previous 
surveys is that homemakers in 
small towns and on farms in the 
newspapers’ circulation territory 
are making increased use of gro- 
cery and drug products which a 
few years ago were commonly con- 
sidered “mass market” or “big 
city” consumption items, said John 
W. Moffett, vp and advertising di- 
rector. 

The survey is based on inter- 
views with 1,200 women 21 or old- 
er. As with other studies in the se- 
ries, the data are available in com- 
plete book form and also as 
individual data sheets. 


Geoffrey Wade Advances 
Robert Dwyer, Forrest Owen 
Geoffrey Wade Advertising, 
Chicago, has appointed Robert E. 
Dwyer senior account executive 
for the Miles Laboratories account. 
Mr. Dwyer moves to Chicago after 


Forrest F. Owen Jr. Robert E. Dwyer 


15 years as head of West Coast op- 
erations for Wade. 

Forrest F. Owen Jr. has been 
named to succeed Mr. Dwyer as 
vp and general manager of Wade 
Advertising Agency, Los Angeles. 
He formerly was general manager 
of Wade’s New York office. 


Perfection Stee] Names Rick 

Perfection Steel Body Co., Ga- 
lion, O., has appointed R. N. Rick 
advertising and sales promotion 
manager. Mr. Rick joined the com- 
pany and its affiliate, Cobey Corp., 
in 1947. He also continues as sales 
manager of Cobey, maker of farm 
implements. 


Flexiclogs to Phil Gordon 
Flexiclogs Inc., New Holstein, 
Wis., maker of wooden footwear, 
has appointed Phil Gordon Agen- 
cy, Chicago, to handle its advertis- 
ing. The Gordon agency handled 
the account until two years ago. 
Grant, Schwenck & Baker has been 
handling it in the interim. 


GE Advances Owen 

Joseph R. Owen has been pro- 
moted to sales promotion specialist 
for the General Electric tv receiver 
department, Syracuse, N.Y. For- 
merly in advertising and sales pro- 
motion for GE’s high fidelity prod- 
ucts, Mr. Owen is now in charge of 
sales promotion for tv receivers. 
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ABC Film Signs 8 for Series \Co., National Biscuit Co., Crosley 
ABC Film Syndication, New and Bendix home appliances, Lieb- 
York, has signed eight multi-mar-| mann Breweries, Petri Wine Co., 
ket sponsors for its new series,| Signal Oil Co. and J. R. Simplot 
“Code Three.” The list includes |Co. The telecast has already been 
Dining Car coffee, Stroh Brewery sold in more than 50 markets. 


are located within WHBF's 
31-county (25,000 sq. mile) 
coverage area. 14 of these 
\ counties are among the top 
HI FELLAS—The Hanes hosiery girl peers between her knees ata | 200 in the nation in Gross 


headless group below. The occasion: A sales meeting for Hanes + Cash Farm Income. (Sales 
Hosiery Mills in Winston-Salem, N. C. This poster was originally Ae Maneg 1956). 


circulated by General Outdoor Advertising in March—the first out- 
door campaign for Hanes—but the company is considering using the 
poster again in a late fall showing geared to the Christmas season. 
J.R. Flanagan Advertising Agency, New York, is the Hanes agency. 


Walker Co., station representative, 
has joined John Cockerell —_ 
Chicago, as a vp. 


Kelley Joins Cockerell as VP 
Ralph C. Kelley, formerly vp in 
charge of the Chicago office of 


To sell North Texas: 


have used WFAA 


at 


10 years or more! 


WFAA leads in North Texas in every 


-four top American companies have 
Twenty-four top American pa “9 


been advertising on radio station WFAA ten 
years or more. Among them are such names 
as R. J. Reynolds Tobacco Company, Plough 
Sales Corporation, Quaker Oats Company, 
The Mennen Company, Fant Milling Com- 
pany, and others of similar caliber. 


...in General News Coverage 


(More listeners prefer WFAA-820 news than 
the next 3 stations combined) 


... in Farm News Coverage 


(Murray Cox’s farm coverage is among North 
Texas’ Top 10 in popularity) 


Why have these big names remained con- 
sistent advertisers on WFAA? 


Because they know when they have a 


winner ee ¥ 
: (8 of the Top 10 programs in North Texas 
are WFAA-produced) 
amin WFEAA Re A as 
A ? *-* . 
: of 109 stations WFAA leads decisively in both 
DALLAS Aisiiite tad Wiahtliens entbences) 
NBC @¢ ABC ¢ TQN 
Edward Petry & Co., Inc., Representatives 


If you want to buy the biggest audience in 
the biggest Texas market, talk to your Petry 
- man now! 


*Whan Study, A. C. Nielsen, N.S.I. 
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Along the Media Path 


itdoor Adv, Co. 
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six months of 1956 for Newsweek 
were 11%% ahead of the same 
period in 1955. 

The July, 1956, Automatic Con- 
trol, second anniversary issue, 
shows a gain of 130% over July, 


_ AAS. Co- 


. WISN and WISN-TV, Milwau-|reaches this market. 
ee, have begun construction of a | e WMBR-TV, Jacksonville, Fia.,| 


w NY. Showing” 


1955. 
Advertising volume in Materials 
& Methods for the first six months 


~ 
4 - 
a 


$1,250,000 radio-tv center. The , 

is building a new 1,000’ tv tower 
n ’ 
ay. Sees ee Seeeee « be at a cost of more than $250,000. 


completed by next March. 

e ABC-TV has published two|® KOLO-TV, Reno, has started 
presentations, “The Pied Piper of telecasting from its new transmit- 
Tv Is Mickey Mouse Himself » | ter atop Slide Mountain. At the 
and “The Bull, the Bear and the | 5#™¢ time it increased its power 
Green-Backed Stork—a fable for | “!*-fold. | 
today and tomorrow,” which de-| e Construction of the new $1,500,- 
scribe the- growing youth market | 000 tv center for WBUF, NBC's 
and ABC-TV programming which’ station in Buffalo, is nearing com- 


SURE STRIKE! 


Manafacturers of fishing tackle ana related lines 5 | 
‘t miss getting bigger strikes from advertising ; 
book covering : | 


"* 


top ialized 
11,047 selected top tackle deelers and jobbers. pletion. 


FISHING TACKLE TRADE NEWS eg weap ain, 


WILMETTE News 


ILLINOIS 


ST 149% ST. 
W YORK 51 


INVITATION TO THE RIDE—General Outdoor Advertising Co. has learned 
that, before a sales representative can close a sale, the client usual- 
ly has to be taken by car to see posters. To arouse something more 
than casual interest in this ride, GOA worked up this gimmick, 
which is a miniature poster with two tickets in a slit. Preceded 
by a blotter piece, the miniature poster has been sent to a limited 


© 
Wayne, Ind., has broken groun 


of 1956 rose 126 pages, or 12.2% 
over the first six months of 1955. 

Everywoman’s Magazine’s Sep- 
| tember issue will have the highest 
jadvertising revenue for any Sep- 
|tember in the history of the mag- 
azine. 

True ended its business year in 
July with 167 new accounts. 

Sports Afield’s total circulation 
|for the first half of this year hit 


jan alltime high, averaging over 
| 900,000 copies per issue. 

| During the first six months of 
1956, Modern Materials Handling 
carried 228 more pages of adver- 
tising than in the same period of 


agency list. 


for construction of a new physical | 

plant to house the News Sentinel | , s 
Ari and Journal-Gazette, and Fort) A 20% epeduengets guaranteed 
circulation along with an 8% ad- 


Wayne Newspapers Inc., agency | aan . 
corporation for the two newspa- | Vertising rate increase has been 


“We NEED the TacomaNews 
Tribune to Sell Durkee 
Foods in this Rich Market” 


H. C. Weiss, district manager, 
DURKEE FAMOUS FOODS 


“We have learned that people in Western Washing- 
ton are intensely loyal to their local daily news- 
papers. And this is especially true in the rich Ta- 
coma market, which incidentally, is separate and 
distinct from the adjoining Seattle market.” 


Mr. Weiss continues, “We found that Tacoma 
people really ‘shop the ads’ in the Tacoma News 
Tribune and that acceptance of Durkee products 
increased greatly in the Tacoma area after we 
started advertising in this newspaper.” 


NEWSPAPER COVERAGE 
IN THE RICH TACOMA MARKET 


Tacoma 
Met. Area 


89.1% 


coverage 


1.9% 


er. 
91.1% 


coverage 


1.5% 


coverage 


13% 


Tacoma 
News Tribune 


Seattle evening 
newspaper 


Seattle morning 
newspaper 


pers. /announced by Real. 
2 Yachting’s circulation has hit an 
i? Lindsay Newspapers Inc., Sar- | alltime high in the first six months 
/asota, Fla., has started construc- | of 1956: 66,217 copies. 
tion of what it calls “one of the | Ladies’ Home Journal reports 
nation’s most modern and efficient August advertising revenue will 
publishing plants.” The $1,000,000 | total $1,487,197, an alltime high for 
structure will house the morning an August issue and up 18% over 
| Herald-Tribune and the afternoon the same month in 1955. 
Sarasota Journal. During the first eight months of 
_@ Department of New Laurels: 1956, Field & Stream carried 571 
TV Guide’s gross advertising| pages of advertising compared 
revenue for the first six months of with 523 pages for the same peri- 
1956 shows an 85% increase over | od of 1955. 
the same period of 1955. Radio time sales for the first 
Outdoor Life carried more ad-|six months at WQXR, New York 
| vertising pages in the first seven! Times station, are up 13% over 
months of 1956 than in any other the same period in 1955. This con- 
seven-month period in its 58-year | stitutes the highest sales period in 
history. | the station’s 20-year history. 
Advertising orders for the first; As of July 19, Good Housekeep- 


ALL COLOR—NBC says that the new television station to be con- 

structed for its Washington station, WRC-TV, will be the first ever 

built from the ground up specifically for originating color tv pro- 

grams. Announcement of plans for the new studio were made last 
week by Robert W. Sarnoff, NBC president. 


& Associates. These 
photo engravers are 
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ing has more advertising linage on | 
order for the year 1956 than was) 
printed for the year 1955. 

Advertising volume in Grit was | 
up 22.7% during the first six | 
months of 1956 over the same peri- | 
od last year. 

Advertising in the August issue 
of American Girl rose 41% over 
the August, 1955, level. 

House Beautiful announces ad- 
vertising linage of 499,786 for the 
first eight months of 1956, as com- 
pared with 482,386 lines for the 
same period of 1955, a gain of 17,- 
400 lines. 

Nation’s Business gained 23% in 
advertising pages for the first 
six months of 1956 over 1955. Ad- 
vertising revenue for the same pe- 
riod is up 21% over 1955. 

Redbook reports its current is- 
sue closed with the highest adver- 
tising linage for an August issue in 
five years. 

The September issue of Seven- 
teen sets an alltime record in dol- 
lar volume and four-color adver- 
tising pages for a September issue. 

Sport Magazine closed its Sept. 
10 anniversary issue with the high- 
est ad revenue in its history. 

Four of the newspapers pub- 
lished by Fairchild Publications 
have established new advertising 
linage records during the six- 
month period ending June 30, 
1956. Daily News Record, Retailing 
Daily, Footwear News and Super- 
market News have all chalked up 
linage figures that surpass those of 
any first half-year period in the 
history of the papers. 

Circulation of the Los Angeles 
Times is the highest in the paper’s 
75-year history. ABC statement for 
the six months ending March 31, 
1956, reports net paid circulation 
440,349 copies daily and 839,400 
copies Sunday. 


Rainwear Group Sets 
Industry Ad Drive 


New York, Aug. 7—The New 
York Raincoat Manufacturers 
Assn. has voted to set up a 
promotion and advertising fund to 
further sales of rainwear. The pro- 
ject probably will not get under 
way, and no agency will be select- 
ed, until after the first of the year, 
the association president, Simon 
Cohen, of Town & Country Casuals, 
told AA. 

Under the new arrangement, the 
37 member companies will dedi- 
cate one-fourth of 1% of their 
annual payrolls to the fund, start- 
ing Aug. 1. Another one-fourth of 
1% will be tabbed for charitable 
contributions. 

It is expected that from $50,000 
to $75,000 will be raised for adver- 
tising through the payroll contri- 
butions. “While that may seem 
small in comparison to other 
trades,” Mr. Cohen said, “it is a 
start toward a program which can 
bring before the public the true 
value, the wearability and the 
adaptability of our product. 

“We are a young industry, but 
rainwear already has advanced far 
beyond its former status of utility 
garments,” he said. 


Mutual Shoe Appoints Zlowe 

Mutual Shoe Co., Marlboro, 
Mass., has appointed Zlowe Co.. 
New York, to handle advertising 
for Foot Flairs shoes. A direct 
mail, newspaper and publicity 
campaign will start immediately; 
advertising in the fashion mag- 
azines will begin in October. Sil- 
ton Bros., Boston, formeriy han- 
dled the account. 


RAB Prepares Auto-Radio Data 

Data on car radios and who lis- 
tens to them will be released to 
members of the Radio Advertising 
Bureau in mid-August. The study 
shows that automobile radio own- 
ership hit an alltirme high in 1955 
with 64% of all U.S. families hav 


‘STANDARD 


SUPERSTANDARD—This 70’-tall dis- 
play atop the Standard Oil Co. 
(Indiana) building, in Chicago, is 
the largest neonized emblem in the 
U.S., says General Outdoor Ad- 
vertising Co., which erected the 
55-ton sign, which includes more 
than two miles of neon tubing and 
560 light bulbs. 


4-Pronged Print 
Drive Will Promote 
O’Cedar Products 


Cuicaco, Aug. 7—American- 
Marietta Co. has scheduled four 
separate campaigns in magazines 
and Sunday supplements to pro- 
mote its O-Cedar products this fall. 

“Magne-Static action picks up 
and holds more dust” will be the 
theme of a series of color inser- 
tions in O-Cedar’s pastel nylon 
dust mops. The ads are scheduled 
in the October and November is- 
sues of Better Homes & Gardens, 
Household, Ladies’ Home Journal, 
McCall’s, Modern Romances, Par- 
ents’ Magazine, Redbook, Sunset 
Magazine, True Confessions and 
True Story. 

A separate sponge mop cam- 
paign will stress the practical ap- 
peal of dry hands and the fashion 
appeal of colorful sponges and 
handles. The media list includes 


the October and November issues’ 


of Better Homes & Gardens, Ladies’ 
Home Journal, Parents’ Magazine 
and Sunset Magazine. A series of 
six insertions will run from late 
September to early November in 
This Week Magazine. Five ads will 
be used in Parade and individual 
schedules in 12 independent sup- 
plements. 


® Promotion for Dri-Glo, O-Ce- 
dar’s silicone and wax polish, will 
be concentrated in The American 
Weekly from September through 
November. 

The company’s educational pro- 
gram, directed to students in high 
schools and colleges, will be con- 
tinued from September through 
February issues of Co-Ed, Forecast 
|for Home Economists, Practical 


in Home Economics. 
Turner Advertising, Chicago, is 
the agency. 


Porter Promotes Parkinson 


William H. Parkinson, formerly 
area advertising manager for the 


Home Economics and What’s New | 


four Philadelphia divisions of H. K. 
Porter Co., New York, has been 
named assistant advertising and 
public relations director of the 
company. His former position will 
not be filled. Robert Kane has been 
named advertising manager of the 
company’s Quaker rubber division. 


WATYV Increases Hates 

WATV, Newark, will increase 
its rates 20% on a new card that 
goes into effect Sept. 1. Under the 
revised schedule the Class A hour- 
ly rate goes up to $1,500. Current 
contracts and others signed before 
Sept. 1 will be protected for a 13- 
week period. 


ing at least one radio equipped car 


25.5% of Texas 


income has increased $670,206,000 or 385%! 


1955 EFFECTIVE BUYING INCOME 


*3,308,565,000.00 


Since 1940 Metropolitan Fort Worth’s net effective buying 


FAMILY COVERAGE DAILY IN 
COUNTIES AND 20% OR MORE 


55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 
than any other Texas newspaper. 
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DREAM SCENE—Brad Morrison, creative director of Olmsted & Foley, 

relaxes in blissful comfort in his office in Minneapolis. Sympathetic 

co-workers rigged up the office as a summer resort, complete with 

wading pool, sun lamp, beach clothes, sand and liquid refreshment, 

for Mr. Morrison’s return from his “vacation” which was spent pro- 

ducing a dramatic show for Minneapolis’ summer festival, the Aqua- 
tennial. 


PEACHES & PEACHES—A couple of lovelies help to promote a four-way 
push, built around chicken, biscuits, gravy and broiled cling peach- 
es, scheduled for late October and early November. Co-sponsors for 
the Western Ranch Dinner are the Cling Peach Advisory Board, 
Pillsbury Mills (for Ballard biscuits), the National Broiler Council 
and Pet Milk Co. National magazines, Sunday supplements, daily 
newspapers, network and local television and network radio will be 
used. Batten, Barton, Durstine & Osborn, San Francisco, is the 
agency for Cling Peach. 


PHOTO 
REVIEW 


SMILEY—This small-size small fry is 

a replica of the Texcel Kid used to 

illustrate an honor-winning ad for 

Permacel Tape Corp. The ad will 

be repeated in the Aug. 27 Life. 

The miniature will be sent to ma- 
jor buyers of Texcel tape. 


DOG DAZE—Von, a 
two - year - old 
Weimaraner, 
breaks ground 
for new research 
kennels in Wav- 
erly, N.Y., for 
Kasco Mills divi- 
sion of Corn 
Products Sales 
Co. Kasco pro- 
duces dog food 
and farm feeds. 
Clark & Bobertz, 
Detroit, Kasco’s 
agency, planned 
the ceremonies. 


Roper Donovan Alexander Ward 
MEN & MOUNTAINS—These newspaper men attended the Western Canadian Daily News- 
paper Advertising Managers Assn. meeting held at Banff Springs Hotel July 26-28: E. 


Toogood Carter 


PATTY & PIG—Pert 
Patty Lee pro- 
vides a reminder 
that the fifth an- 
nual Kraut, Pork 
’*n’ Apple Dinner 
season will be 
from Oct. 15 to 
Nov. 30. The pro- 
motion is spon- 
sored by the 
National Kraut 
Packers Assn., 
Oak Park, Ill. 
Publicity for the 
campaign is han- 
dled by Theodore 
R. Sills & Co., 


HOBBY BOOSTER—At the Los Angeles 
Do It Yourself Show, Jack R. De- 
Bacher, vp, Thor Power Tool Co., 
Chicago, visits with Paul Beach 
(right), Union Pacific RR and 
president of the Advertising Club 
of Los Angeles. In a speech before 
the adclub, Mr. DeBacher predict- 
ed a self-do sales volume of $10 
billion in three years. 


Hulme Hatton Howard 
Gordon A. Donovan, Calgary Albertan; Hector L. Alexander, Victoria Times-Colonist; 
John W. Ward, Edmonton Journal, new president; J. W. Toogood, Vancouver Sun; B. 


D. Waines, Calgary Daily Herald; C. B. Hinman, Winnipeg Tribune, past president; M. Carter, Vancouver Province; Al Hulme, Regina Leader-Post; John Hatton, Moose 


R. W. Ballantyne, New Westminster British Columbian; John Miles, Prince Albert 
Daily Herald; Tom Adams, Lethbridge Herald; Len W. Roper, Calgary Daily Herald; 


Jaw Times-Herald; John Howard, Brandon Daily Sun, new secretary-treasurer, and 
Phil Austin, W. H. Austin & Co., Toronto. 
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month after month... 


1512 million’ men and women ‘live by the book” 


...and the book is Better Homes and Gardens! 


4,250,000 COPIES EACH MONTH 


of Sy 


oo 


ER 


The complete action-influencing value of BH&G only 
begins with its huge current-issue audience. Back-issue 
readership is tremendous, too. 9,400,000 readers recently 
referred to ads or articles in an issue of “the book”’ 4 to 
12 months old. An average issue of BH&G is read by 
15,500,000 people. One-third of the 123,800,000 people 
in the U.S. 10 years of age or older read one or more of 
every twelve issues. That’s 44,150,000 readers of Better 
Homes and Gardens—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa 
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during the year... 


_ 14, of America reads 


Better Homes and Gardens 


i 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Set Distribution Congress 

The first annual European Dis- 
tribution Congress will take place 
in Milan, Oct. 7-10. Sponsored by 
National Sales Executives-Inter- 


national, the Congress will bring 
together nearly 400 U.S. and 
European business leaders for dis- 
cussion on sales, marketing and 
distribution problems. 


What makes Columbus a Great Market? 


. 


Rich soil . . . rich re lands...a rich area saturated by 
WBNS-TV coverage. That's Columbus... home of the Ohio 
State Fair ... where this month approximately 750,000 WBNS- 
TV fans will see: 
The world’s largest sheep and wool show! 
A display of dairy and beef cattle 
representing Ohio's No. 1 Farm enterprise! 
The largest Junior Fair in America! 


Hogs . . poultry and grain entries . .and over 
300 industrial and commercial exhibits! 


WENS-TV 
COVERAGE FACTS 


45.2% average 
share of audi 


Sindlinger 
Word-of-Mouth on TV* 


For the Week Ending July 21, 1956 


= 


$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Lawrence Welk Show (Dodge, ABC) 
Ernie Kovacs (American Chicle, Remington Rand, Helene Curtis, NBC) .... 
Do Yow Trust Your Wife? (General Motors, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
Phil Silvers (R. J. Reynoids, Amona, CBS) 
Medic (General Electric, Procter & Gamble, NBC) 
Climax (Chrysler Motors, CBS) 
U. S. Steel Hour (U.S. Steel Corp., CBS) 
Matinee Theater (Participating, NBC) 
December Bride (General Foods, CBS) 
This Is Your Life (Procter & Gamble, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Navy Log (Maytag Co., Sheaffer, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Tonight (Several sponsors, NBC) 


Ceanounon=-F 


Program 
Steve Allen (Several sponsors, NBC) 
$64,000 Question (Revion, CBS) 
Fd Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Lowrence Welk Show (Dodge, ABC) 
Ernie Kovacs (American Chicle, Remington Rand, Helene Curtis, NBC) .... 
Do You Trust Your Wife? (General Motors, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
Phil Silvers (R. J. Reynolds, Amana, CBS) 
Medic (General Electric, Procter & Gamble, NBC) 
Climax (Chrysler Motors, CBS) 
U. S. Steel Hour (U.S. Steel Corp., CBS) 
Matinee Theater (Participating, NBC) 
December Bride (General Foods, CBS) 
This Is Your Life (Procter & Gamble, NBC) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
Navy log (Maytag Co., Sheaffer, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Tonight (Several sponsors, NBC) 
Science Fiction Theater (Ziv) 
What's My Line? (Helene Curtis, Remington, CBS) 


Wistioicitabcalad | Ssetsearssirs 
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Hussco to Push Huskie Pups 
as Independent Shoe Brand 
Hussco Shoe Co., Honesdale, 
Pa., will promote its Huskie Pup 
line of children’s shoes as an inde- 
pendent brand this fall. According 
to William Manowitz, president, 
the Huskie Pups, although former- 
ly treated as auxiliary to Hussco’s 
teen-age and women’s lines, have 
become a prime part of the com- 
pany’s operation. Starting in Sep- 
tember the brand will be adver- 
tised in Parents’ Magazine and 16 
newspapers across the country. 
Featured in the campaign will be 
a money-back “double guarantee” 
by Hussco and the local shoe store. 
The guarantee certificate will be 
|reproduced as counter cards and 
in all ads. 

The company’s Huskies brand 
will be advertised in American 
Girl, Modern Screen, Outdoor Life, 
Photoplay, Screenland, Screen Sto- 
ries, Seventeen, Silver Screen, 
True Experience, True Love Sto- 
ries and TV Radio Mirror. Laven- 
son Bureau of Advertising, Phila- 
delphia, is the agency. 


$900,000 Spent on Ad Week 
The total dollar volume of the 
time and space contributed by all 
media to the Advertising Federa- 
tion of America’s sponsored salute 
to National Advertising Week last 
Feb. 19-26 has been estimated at 
nearly $900,000. . 


Wr nw aay 
\Seaes 


* Sindlinger’s word-of-mouth data is all gathered among people, 12 years or over, who. 


recall, without any aid or probing, that someone “today or yesterday” recommended a 
television program to them and they remember the name of the program. Therefore the 
figures ore not ratings. According to Sindlinger, they are advance indicators of ratings 
and are “sharp and objective evaluators of the impact and retention of recommenda- 
tions from others and reflect those who ore recommending as well.” 

+ Sindlinger & Co. word-of-mouth ratings are based on 1,000 field interviews a day by 
nearly 200 interviewers working about the country and requiring from seven to 20 
to duct and covering other media in addition to television at the same time. 


— 


This is one of the many reasons why Columbus 
is a great market, and why WBNS-TV's view- 
ing preference im this market assures you of 
a rich return on your WBNS-TV advertising 
dollars. 


_WBNS—TV 


REPRESENTED BY BLAIR TV. 


channel 10 - columbus, ohio 


CBS-TV Network .. Affiliated with Columbus Dispatch, . General Sales Office: 33 N High St 


in this 3 station 
market. 


15 out of 15 Top 
once-o-week shows. 
9 out of 10 Top 
multi-weekly shows. 
(Source: Columbus 
Tele-pulse June 1956) 


Interviews ore conducted every day of the week, and information is compiled for a 
weekly Sindlinger client report called “Audience Action Index and Media Exposure.” 


ready carried in 27 cities. The 
dramatic show, which doesn’t 
Esso : ; have a title yet, was produced by 

eee Ss Ce, wee yoo Four Star Productions for distri- 


, aoe ti thi 
7 A ihe chev sere a bution by Official Films. The film 


_ Beginning in October th 
Fee eR eee eee han| will be first run in 35 cities where 


i half-hou 
eer we speaaer © SNe |it has not been seen during its 


dramatic film series in 49 cities in| . 
Esso’s East Coast and southern | 2¢twork run. Fourteen other cities 


marketing areas. At the same time | Will get it as a re-run feature. 


“Your Esso Reporter” will make 
regular appearances in five addi-| I-T-E Starts House Organ 


tional cities. 


Esso Slates Heavy TV 
Promotion in October 


Placed through McCann-Erick- adelphia, has started a new bi- | 


/monthly employe magazine called 


son, both shows are booked on a 
“Inside I-T-E.” 


spot basis. The tv newscast is al-| 


I-T-E Circuit Breaker Co., Phil- | 


~ 
Hob oe lnk 


Good editorial content increases 
readership. Top features, best 
“name” writers, most popular 
comics, experf locai coverage and 
top wire services, mean more thor- 
| ugh readers, better advertising 
results. 

| 
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| TIMES gg UNION 


| Albany, New York 


| “Represented nationally by the 
Hearst Advertising Service.” 
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Business Paper Success Story... 


87 


ments of respiration phenomena.” , Pines Publications, New York, to 

Another piece of b&w copy, run | join Consumer Reports in an ex- 
in two-thirds page space, was de- | ecutive capacity. 
voted to “miniature encapsulated | 
pulse transformers, custom-wound 
for your needs.” It emphasized the | neboy shoul tely Her about 
fact that “Technitrol is equipped | ee ei 
to design and produce pulse trans- | jumadmaial -glare e TRU-SITE 
formers to meet your eines, | 
requirements.” 

It was also pointed out that | 
“Technitrol also makes a full line | 
of lumped and distributed param- | 
eter delay lines.” 

These and similar messages to| 
manufacturers making electronics | 
equipment have quite evidently 
interested them to the point of 
buying in increasing volume. 

The business papers used are: 
Electronics, Electronic Design, 
Electronic Equipmeat, Proceedings 


Just a pity glass has so much glare, 
one carit protect one's 
Deasured pictures 


Madam srould frame her pictures 
with NonGlare TOU-SITE glass 
ard so should you 


credit to the advertising for this the audience. One item featured in| Circulation Research and Physio- 
record of growing success, 


Mr. Sharpless underlined the | dicated, “The first oman | | 
opinion that the business paper available Pneumotachometer.” It | Slater to Consumer Reports 
program has played its part hand- | was described as “a new pres ind Harry Slater will resign ey ol “i 


somely. 


The four partners give full| has been highly technical, suiting of the I.R.E., Control Engineering, 


and a typical ad was, as the head in- | logical Reviews. 


| device for more accurate measure- | as vp and business manager of 


“The advertising has been a 
very useful if not indispensable 
. . |part of the business,” he said. 
Technitrol Got Start Using Small “ts i: 2 rere! ine ‘in te 
. | growth of the advertising and the 
“ 7 * growth of the sales volume. Start- 
Business Paper Units to Pull Queries ix: 33, o¢22".22. 
/one local customer, before we be- 
‘gan our modest initial advertising 
PHILADELPHIA, Aug. 7—Small| Inquiries are promptly turned | program. 
space ads in business papers) over to field representatives, and | “Now we have accounts all over 
turned up plenty of inquiries for | close and effective relationship | the country. The line has grown 
Technitro] Engineering Co.’s elec- | | with ‘them has produced prompt | tremendously, as the advertising 
tronic components. But that’s not | | follow-ups and good sales results. has achieved increasing appeal and 
quite the way to begin the story—| In consequence, the company’s | /has grown in effectiveness.” 
Technitrol was founded in 1947 | volume has steadily increased. | Mr. Sharpless added that as an 
by four electronics engineers, who| For example, the company began | example, local sales alone have in- 
intended to do engineering contract with a very small plant but soon | creased fifteenfold over the small 
work in electronic computers and | had to rent another to keep up| volume held in 1952, when sales 
medical instruments. In the proc-| with its increased business. Now, | | began. 
ess, the company produced a/ according to a company executive, | 
highly-specialized line of elec-|a larger plant has been purchased. | | @ The copy used in this campaign | 
tronic components, stemming from 
Technitrol’s work in computers. 
In 1950, it was decided to intro- 
duce this line to the growing mar- 
ket, and one of the four partners— 
T. Kite Sharpless—was put in 
charge of sales and advertising, in) 
addition to his other duties. 
Regular advertising, on a neces-| 
sarily modest scale, was needed to) 
present the new line of components 
to the manufacturers of tv, auto- 
mation and other electronics equip- 
ment. Lee Ramsdell & Co., Phil- 
adelphia, was given the agency 
assignment, with Mr. Ramsdell as 
account executive. The initial ad- 
vertising was modest, confined to 
unpretentious b&w units in a lim- 
ited list of business papers. 


s The ads presented the basic idea 
of the item in each case, with the 
head, “Encapsulated Pulse Trans- 
formers, wound to your require- 


enceptuleted 
PULSE TRANSFORMERS ; 
wound te your requirements 


SMALL IN pases | 


By tow 0) $5 0 cach om Quenne 


tom One © See $750 coe 


WRITE FOR BULLETIN—Small-space ads 
like this one helped budding Tech- | 
nitrol Engineering Co. make sales 
without benefit of a sales staff. 
Lee Ramsdell & Co., Philadelphia, 

is Technitrol’s agency. | 


ments—small in size, small in 
price.” They suggested to the read- 
er, “Write for Bulletin 166G for’ 
additional information.” That was | 
the scope of the message, but it. 
began to pull inquiries and pro-| 
duce business immediately, indi-| 
cating that the line had a strong | 
appeal to the field. 

As Mr. Ramsdell told AA, the | 
company at the start had no field | 
representatives or distributors and | 
had to rely exclusively on its ad- | 

vertising for business. It therefore 
had to bring in inquiries which) 
could be converted into orders. 
And it did so—in such fashion as 
to prove that the business paper 
advertising could be an important | 
means of building the business. 

After arrangements were al 
for national distribution, the ad- 
vertising emphasis was shifted—| 
with increased space—to include | 
as a primary objective the building 
of recognition for the company’s 
name and business. 


® The increased promotion pro- 
gram included a series of special | 
bulletins on the increasing num- | 
ber of items turned out by the | 
company. The bulletins were of- 
fered in the business paper ads as 
a means of building further in- 
terest in the Technitrol line, and 
they have steadily pulled produc- 
tive response. 


wie IVs million 
people found 


Population is expanding at a tremendous pace in this 4-state area . . . 4.5 percentage 
points above the expected U.S. average from 1955 to 1965. Every day, many more stake their 
ey ae ; P 7 } : Fi 
claims in this rich mountain market. New construction and industrial expansion . 
reached the $300,000,000 mark alone last year to keep pace with the market's 
$2 billion annual effective buying income. Order the combined power of the only two media 
that reaches and sells this entire market . .. The Salt Lake Tribune and Deseret News-Telegram. 


enOSPERoy, 


Cz, * 2 
“lean 5° 


alt Lake Tribune DESERET NEWS sw 
Che Salt Lal t Ot Sault Lake Telegram (eveninc) 


COLOR IM HEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropoliton Sunday Newspapers a 
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Ad Council Annual Report Shows ‘55 Drives 
Worth Record $125,000,000 in Space, Time 


New York, Aug. 10—An esti- 
mated $125,000,000 worth of space 
and time was contributed to na- 
tional welfare projects conducted 
by the Advertising Council last 
year. 

The estimate appears in the 
council’s 14th annual report, out 
today. It covers the fiscal year 
ended Feb. 29. 

The new record in space and 
time was built up by 19 major 
campaigns and council assistance 

. in 43 other national welfare pro- 
\jects, such as the cancer, polio and 
heart drives. The major campaigns 


were prepared and executed by 25 
volunteer teams from 17 adver- 
tising agencies. 


® Three new campaigns were 
added to the council’s docket for 
major advertising support in 1956, 
says the report. A non-partisan 
“Register and Vote” drive, con- 
ducted in cooperation with the 
American Heritage Foundation, is 
being carried on in connection with 
the 1956 Presidential elections. The 
other two are the religious over- 
seas aid program and an armed 
forces manpower program. 


Addressograph-Multigraph 
Acquires Ralph Coxhead 
Addressograph - Multigraph 
Corp., Cleveland, has acquired all 
capital stock of Ralph C. Coxhead 
Corp., Newark. Terms were not 
disclosed. Coxhead manufactures a 
line of office type-composing ma- 
chines which write in 50 languages 
and 500 interchangeable styles and 
sizes of type including the Vari- 
Typer, Coxhead-Liner and Foto- 
List. Sales of Coxhead products 
are estimated at about $7,000,000 
for 1956. Headquarters will con- 


| cisco, 
Thompson Co., San Francisco, to 


resents the third addition to the 
Addressograph-Multigraph corpor- 
ate structure this year. In Feb- 
ruary, Addressograph-Multigraph 
do Brasil S.A., Rio de Janeiro, was 
established as the company’s fifth 
subsidiary in foreign countries. In 
May, Buckeye Ribbon & Carbon 
Co., Cleveland, was acquired as a 
wholly-owned subsidiary. 


Transamerica Names JWT 
Transamerica Corp., San Fran- 
has appointed J. Walter 


tinue at Newark, and products will | handle all its advertising. Trans- 


continue to be marketed through 


| america has a new banking system 


the domestic branch and export in 11 western states which consists 


dealer sales organizations. 
The Coxhead acquisition rep- 


‘of 27 banks with 260 banking of- 
' fices. 


nothing succeeds like 


out in front... 


LOCAL ADVERTISERS 
PREFER WFIL-TV!* 


For local announcement schedules, they buy WFIL-TV: 


21% MORE than Channel B 
TIT% MORE than Channel ¢ 


LOCAL ADVERTISERS—WHO KNOW THE 
MARKET BEST—PREFER WFIL-TY. 


* Broadcast Advertisers Reports, May, 1956 


Iti 


i 
i! success! 


y 
‘as , 


WFIL- 


PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 


ABC-TV ** BLAIR-TY 


TV 


operated by: Radio and Television Div. / Triangle Publications, inc. / 46th & Market Sts., Philadelphia 39, Pa. 


WFIL-AM-FM->TY, Philadelphia, Pa./ WNBF-AM*TY, Binghamton, N.Y. /WHGB-AM. Harrisburg, Pa. / WFBG-AM*TV. Altoona, Pa. 
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H. DORSEY NEWSON 

Sr. Pererssurc, Aug. 7—H. Dor- 
sey Newson, 65, past president of 
the St. Petersburg Advertising 
-Club and a former public relations 
director for Macy’s and Gimbel’s 
department stores in New York, 
died here Aug. 5, following a heart 
attack. Born in New York, Mr. 
Newson was graduated from Yale 
University. He served with army 
intelligence in World War I and 
at the Versailles Peace Conference, 
and was military aid to John W. 
Davis, U.S. ambassador to the 
Court of St. James. During the 
1920s he served the State Depart- 
ment in various European capitals 
and later entered the department 
store field, where he became wide- 
ly known. In recent years, he was 
active in promoting Florida inter- 
ests and the state’s Sunshine Sky- 
way. 


JOHN W. CULLEN 

WINTER ParK, Fia., Aug. 7— 
John W. Cullen, 82, formerly ac- 
tive in Chicago advertising circles, 
died here Aug. 4. 

A resident of Wilmette, Ill., for 
more than 45 years, he came to 
Chicago from Philadelphia as 
western manager for the Main 
Belting Co. He was subsequently 
made vp and then president of the 
representative firm of Robert E. 
Ward Inc. This company became 
the John W. Cullen Co. in 1929, 
and it was headed by Mr. Cullen 
until several years ago, when he 
retired to his home here. 


LEONARD LEE 

STamMForp, CoNnNn., Aug. 7— 
Leonard Lee, 57, manager of ex- 
hibits and displays for Yale & 
Towne Mfg. Company, died here 
suddenly this morning. 

Mr. Lee was born in Manchester, 
England, in 1899 and received his 
technical education at the Tyl- 
desley Technical College of Man- 
chester. During World War I he 
served in the famed Cold Stream 
Guards of the British Army. He 
had been associated with Yale & 
Towne’s lock and hardware divi- 
sion for 31 years, an association 
which began immediately after his 
arrival in this country in 1925. 


CORNELIUS H. MILLER 

New York, Avuc. 7—Cornelius 
H. Miller, 68, senior sales execu- 
tive of the National Council of 
American Importers, died yester- 
day of a heart ailment at the Com- 
munity Hospital, Montclair, N. J. 
He joined the council in 1950 as a 
salesman in charge of new ac- 
counts. Formerly, he had been 
head of the export department of 
J. P. Morgan & Co., and at one 
time headed his own export and 
import business. 


WILLIAM B. NICEWANGER 

INDIANAPOLIS, Aug. 7—William 
B. Nicewanger, 78, who retired 
last year as controller of the In- 
dianapolis Times, died here Aug. 
2 at his home. Mr. Nicewanger 
joined the former Indiana Daily 
Times, predecessor of the present 
Scripps-Howard newspaper, as of- 
fice manager in 1920. He became 
controller in 1946. 


Peterson, Johns Join ‘Living’ 

Walter A. Peterson Jr., formerly 
with House Beautiful, has joined 
| the New York sales staff of Living 
for Young Homemakers. Arthur C. 
Johns, previously advertisine and 
sales promotion manager of Tracy 
| Kitchens, division of Edgewater 
Steel Co., has joined the western 
sales staff of Living, working out 
of the Chicago office. 


Tracy Joins McCann as A. E. 
William I. Tracy Jr., former- 
ly with Batten, Barton, Durstine 
& Osborn, has joined McCann- 
Erickson, New York, as an account 
executive on Standard Oil Co. 


(N.J.). 


4 on - 
aie aa / 
a es 
sean? = "ate ye » Sr 
ie 88 a ale Spee Re, 
Pais. z (6, Ge See _ 
ee ema om ee ms ie ae 
ad re : taal aoe a soe pe ys ie ge | ee Se ls 
ere , 
oa” 
ea” 
ee 
ane 
ye ee 
Ce en 
ee 
: eek ‘ 
des 
in oe 
ie 
Pid, 
- dh q 
—s 
Ses Sa 
‘ie ee 
as oe: a 
pS. 
he 
ae 
“cas 
oy 
ee 
a 3% 
sae 
pie UU nUENUU UE RRR rs 
aa a i 
a ‘ 
wes 
ek 
fo 
et 
‘ae 
ee 
woe 
ee 
ye 
Poo 
hee. 
a ~~ 
ae 
‘ei 
BAe. i 
Pie. % | 
tir’ | 
“a | 
a | 
roe 
‘Sai | 
By Fe 
ae ; » A 
eae ‘fi | 
fesse i } 
a: : | 
ae: 
ra - y 
an 4 e 
mt sa ‘ wd ‘ 
ste ‘ is 
a, nae F i 2 os 
ae : ea 
Rete. i ‘ ! * Seer 
‘se eae ; BY 3 rd 4 : ot eS 2 aN 
he id Pa i. Y ee >", ; | } 
ae ? Vy mee see o a4 | 
neh at _ _—_— | | 
eS . ri Se: es ee 
ena 57 ‘ i rh o ‘al ; a A 3 a Za 
ally Pog" . gen 
Beghed i CAP on i § 5 -t A A : ore 
ey aes at iat .- ae ee ar AF 44 
\ ee ef A . . et ot ce : ee ae a Brae 2 ? | 
hae : 1 Be f eee See ‘i Ps alr: 
ey eg ha) # . ar a ee * 60° Co ence pa es ee 
“a eg Ye Be a aa Gee 8, 3 eee e ae 
a) a a ‘ems toed es : ee aa z ie. ee $i " ae y 
ae ' oy eee > inal awe weet) CY a — i ee | 
ea. oles AP f “s eee Se ae re ee Por oe ae | 
aa x ui BF ay: 7 “4 a a eA Te . he ed ae Ce 
: rer): Rs Cape og ia eer mee ae ae 3 — CS Bar 
~~ je as og Dee ee ey eo: is tea ry, 4 ee | 
a Ns ee \ ° ie =) .. aS E Z Pd ¥ ay. ae fee es . __ ‘ e ? aa as le: “ | 
i aa ib DS 2B Sao Oe : er H “ee pals . i 
Face 4 . Se roe. en mn , ; ’ ety os re ee i | 
soe Bas ee & Os, yr a * Bl oe _— ites a : 
ie ha oe ale tn ae a Face a pent i 
me. OE ge 7 A ey! i" ine 
ier one Mea FS 5 Sat a a - ae =f 
joa Spa eet oh a oe a ithe ee 
att RS Toes SS AO Peas ae ie 2G aie be i 
gets A tae ie Bes ene mh r er), 3 ig A 
as Per oer Ls 4: -f ees aa rice’ : - ce, , 
Bole ‘ EN Wied ee nal ee is 3 a 
ot Saas Ag Ha 2 . ge e ie 
eee ‘ ae - “ : : 
RANA oo . oy ple =>. : 
has) : IK Peek Cee iis : 
Sat lege. ates s ‘ % : 
a BA ery. 2 ~ 
Se esas hee * ty 
Ros ee Cl eT ‘ 4 oe 
ee 7 a Ae : oes 
ae , ees 
Se, mo 
: Es . « = % ~ Fr 
Peep: bd . 
Bt es * 7 * 
ee . ° 
kt: . 
rt 
Te 
ees 
poe : 
Rea) "IE Roh Sd ea ear : 
ee id ys: ow | ESTE tie a ae ; nt 
By ety: ee a 
4g a Re te . ce aie * > at ai a 
HM aed ; ee he : ‘ 
ak yee ¥ sig Bees me eh 
etree a Fe) Rang 
ie * ; : % 4 
ess ot eit 
|? 2 : aM a 4 
cee t Sirs e b 
hess Seat. e ee 
Ape a e roe ct 
Bia 7 . 
Le ‘ ° a es 
es at i tS 7 4 : gig | 
at a ae } ° : “ ose 
tare. Be ter . P « aia ee, 
L ee % bd : 5 Ae 
es es i) in oe sd Sri 
a ee e ae 
ir ee a e ; 
ie 4 << e ° 7h 
eae Fee ame 
ae : e a 
ipa Pas iets, : igre ah 
ete an 4 ae ag ae ‘s 
Ee nea Teve #8 ee Ph ve ie ep 
ets e Se ia ne >, ‘ au 
Rye. ‘eo Ve me ei i Shere ‘ wea 
a: AE i gt ai a Cea y ae 
5 eyes JC yee LT E Bo See : wg tt 
eo ie J ‘ Be el nl t pola 
ys eee st eee ra e ee 
aes , 
< | 
Aa io 
ae 
§ ‘eo 
ig 
ae 
ee fi, 
i. tons ore oe") - Ve 4 ! | 
--@ “ern ack ee p et oO Re he ae ty Des a ae . j 
i . er ee =a 
are sa ed coe eo J : 


89 


president, becomes chairman of the | company, but will retain his full 
board. James W. Dieterich Jr. has | interest in the agency and, as 


Newspaper Advertising Linage 


June, 1956 been elected vp, and Fred S. Evang, chairman of the board, will con- 
secretary-treasurer. Mr. Brown has | tinue to participate actively in its 
Media Records Reports for 52 Cities ‘taken a leave of absence from the ' management. 
June June Per Cent January-June Per Cent 
| Classification 1956 1955 Change 1956 1955 Change | 


Authoritative Free Book Discloses 


| Retail (total) ........ 123,005,804 125,409,383 — 1.9 752,254,540 734,548,321 + 2.4) 


Ge&tuk—Belgian Linen Assn. uses 
three languages (Flemish, French 
and English) to emphasize the tra- 
dition and elegance of Belgian lin- 
en in its forthcoming campaign. 
This ad will appear in the Sep- 
tember House & Garden. Hocka- 
day Associates, New York, is the 

agency. 


Belgian Linen Ads 
Tie Tradition to 
i. sys i 

U. S. ‘Livability 

New York, Aug. 7—Mention 
“linen,” and most people think | 
of “Irish”’—an impression dimly 
viewed in Belgium, where the 
ficlds of Flanders are considered 
the “flax center of the western 
world.” 

To rectify the former impression, 
and to establish Belgian linen as) 
a fabric of traditional excellence, | 
the Belgian Linen Assn. will | 
launch a consumer and trade cam- | 
paign in September through its 
new agency, Hockaday Associates. 
The media list includes House 
Beautiful, House & Garden and) 
Vogue. 

The entire promotion is built 
around a crest used by the old 
Flemish craft guilds. The associa- 
tion has revived the crest and 
adopted it as a seal of quality to. 
be used only on Belgian linens 
measuring up to certain high. 
standards established by the asso- 
ciation. 


® Using this shield as an identify- | 
ing mark of excellence, the cam- 
paign emphasizes the “richness 
and beauty” of Belgian linen. A_ 
three language theme (Flemish | 
French, English) will be carried 
throughout the campaign, and pho- | 
tographs will illustrate American) 
“good living (joie de vivre, lev-| 
enslust) in its most livable forms” 
—combining continental ease and 
graciousness with modern design. 

The first ad, scheduled for the 
September House & Garden, starts 
out Flemish fashion: “Geluk voor 
de bruid”—translated in a footnote 
as “bonheur a la mariee/happiness 
to the bride.” 

The photograph shows a bride’s 
first breakfast at home—with Bel- 
gian linen, of course, fashioning | 
the draperies (by Cheney, Greeff), 
the upholstery (by F. Schumacher 
& Co.) and the table linen. 

The copy says, “What is the 
talisman that makes their world 
as sun-moted as a Flemish paint- 
ing? It is American finesse of de- 
sign using Belgian linen, as pure 
and lasting as the band the bride 
wears.” 


| 
@ The ad also reproduces the Bel- 
gian crest and advises, “Look for 
the Belgian seal of quality, taken | 
from the age-old crest of the Bel-. 
gian craft guilds.” 
The consumer campaign will | 
continue with a spring theme in| 
the January Vogue and April | 


House Beautiful. 

Trade advertising will get under 
way with a spread in the Septem- 
ber Linens & Domestics, followed 
by pages in the Oct. 1 Retailing 
Daily, December Interiors, March 
Interior Design and the directory 
issue ot Linens & Domestics. 

The Belgian Linen Assn. was or- 
ganized 20 years ago, but the New 
York promotion office was not 
opened until last year. In May, 
new offices were opened at 280 


| 


Madison. Mrs. Frances Mason | 
Hansson is promotion director, as- | 
sisted by Mrs. Anneke Van Wag- | 
oner Felske. The Belgian govern- | 
ment and mill representatives of | 
the associatio are splitting the pro- | 
motion costs. | 


Hoefer, Dieterich Elects 

Hoefer, Dieterich & Brown Inc., 
San Francisco, has elected John H. 
Hoefer, formerly exec vp, presi- | 
dent. James A. Brown, former! 


big-ticket price makes no differ- 
ence—today’s Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 

him? Send today for a free 
opy of ‘The Truth About Modern 
Direct Selling” and find out in 
mete minutes of reading time. It's 
most, authoritative text on modern 
Direct Selling, filled with facts all 


Dept. Stores ........ 43,238,444 45,179,100 — 4.3 272,635,176 273,935,102 — 0.5| 

Senne ............ 34,747,204 34,277,936 + 1.4 211,273,368 191,163,564 +105) Secrets of Direct Selling Success 

| Automotive .......... 15,477,384 19,541,388 —20.8 92,303,876 91,429,882 + 1.0. ; a a ‘ 

Fleenciel ............ 3,641,394 3,208,383 +13.7 23,150,205 20,618.349 +123 || Modern Direct Selling is big! Eight sales executives and agency ac- 

| Total Display ...... 176,871,786 182,432,090 — 3.0 1,078,981,989 1,037,760,116 + 4.0|| to nine billions’ yearly volume big, count men should know. Write for it 

Classified ........... 62,394,546 61,285,621 + 1.8 371,552,633 343,320,251 + 8.2/1 and versatile, too. Few products or i 

| :320, , too. tt i 
gi 239,266,332 243,717,711 — 1.8 1,450,534,622 1,381,080,367 + 5.0 ; mamas ey ae can ebabuRset 7 sae ity 

services arent suited to it, and G = why this powerful distribution force 


adds volume fast, perils no part 
of present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALFSMAN, The Maga- 
zine of modern Direct Selling; 
Room 812-8, 307 N. Michigan 
Ave., Chicago 1, Ili. 
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they Buy More because they Have More! 


@ Things are really cooking in Indianapolis where outdoor 
living and entertaining take over during spring, summer 
and fall. Sales of grills, furniture and outdoor equipment 
are sizzling, because Indianapolis families can afford to buy 
what they want. Average income per family is $6,669— 
39.3% above the national average, and 10th among cities 
of 600,000 and over.* Better still, in this same city-size 
group, Indianapolis ranks 7th in retail sales per capita.* 
But that’s not all . . . just take a look at these other impor- 
tant advantages that put Indianapolis at the top: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management, Survey of Buying Power, May 10, 1956 


THE INDIANAPOLIS STAR 


YOUR FIRST TFEAe 


THE INDIANAPOLIS NEWS 


POR SALES 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy . 


. . unsurpassed for diversification and 


balance of industry and agriculture. 


> It’s Eastty Reacuen .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market data. 


IN INDIANA 


SS 
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Singer Is an Important 
JWT Account in Milan 

To the Editor: Congratulations 
on.your very concise summary on 
Pages 67 and 68 of your issue of 
June 4 on the Italian advertising 
situation. It is inevitable, of 
course, that in reporting an inter- 
national convention and compres- 
sing it into so small a space, some 
errors will creep in. None of the 
errors in your article is of partic- 
ular importance except one, which 
might tend to damage our good 
name, One of our most important 
accounts, and the one with which 
we have the longest association in 
Italy, is the Singer Sewing Ma- 
chine Co., incorrectly reported by 
you as an account of I.M.A., the 
agency of Commendatore Domene- 
ghini. We feel quite sure that our 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


good friend, and president of the 
Italian Assn. of Advertising Agen- 
cies (OTIPI), did not claim a 
client which he knows is ours, and 
he will want this error corrected. 

You may be interested in a brief 
note on the development of J. 
Walter Thompson in Italy. We 
have had a representation here 
since 1951, and on Jan. 1, 1953, 
opened our own offices. Our clients 
now include, besides the Singer 
Sewing Machine Co., Pan Amer- 
ican, Standard Brands, Kodak, 
Bristol-Myers, Douglas, Timken, 
Pond’s, Champion, Hunter Doug- 
las, the Sterling Drug Co., Kel- 
logg’s, and the South African Gov- 
ernment, for whom we do a 
combined public relations and ad- 
vertising campaign for South West 
African Persian lamb. 


Most of the above are to a great- 
er or less extent international 
clients of the J. Walter Thompson 
Co. With the growth of the Italian 
J. Walter Thompson Co., however, 
important Italian industrialists are 
more and more turning to us 
for counsel, the most important 
amongst whom is the great Italian 
pasta house of Buitoni. 

Perhaps you would like to add 
one figure to your remarks about 
advertising and taxation. All ad- 
vertising press space is subjected 
to a government tax of 4%, and all 
transactions of whatever nature in 
Italy are subject to a 3% turnover 
tax, so that 7% must be added im- 
mediately to all press expenses. 
Comm. Domeneghini is quite cor- 
rect in saying about agency com- 
mission, which generally speaking 


As TULSA Grows-so Grows Oklahoma... 


... Throughout the city of TULSA 


industriel and residential buillng BUILDING JOBS : 


/s stil! going strong... 
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BH DING IARC 


IN PROGRESS 
{ ATS75 MILLION | 


) Construction Figure 
Doesn't Include Road, 
Residential Projects 


: A whopping total of $75 mil- 
lion worth of major non-resi- 
dential construction and heavy 
engineering projects is under 
way here or definitely pro- 
grammed for work within the : 
— ag ag 

e fi 
especially aiies i eead 
not include projects which have 


If these 
the total 
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the amount does 


jobs were included, 
well above 


will cost approximately 


Bower of t 


is very small from media, that 
“this leaves the agency nowhere 
to turn except to clients, who are 
equally unwilling to pay 15% com- 
mission.” But though true as a 
generalization, it is equally true to 
say that clients who do use the full 
services of one of the reputable 
agencies do recognize the justness 
of the 15% and do, indeed, pay it. 
Davip JAMES, 

J. Walter Thompson S.r.l, 

Milan, Italy. 

P.S. We were also much amused 
to read Ray Thompson’s interview 
in your issue of July 9. It is quite 
true, as he says, that J. Walter 
Thompson Milan is “run by old 
school tie Britishers”—two, to be 
exact, just as CPV Italiana has 
two, both, presumably, also “old 
school tie.” 

Ms io 0 sinteies inet in & 0k 
tion to the JWT London office, the 
Paris, Frankfurt, Brussels, Indian 
and South African offices are also 
run by “old school tie Britishers.” 

With regard to agency compen- 
sation, JWT does not take the view 
that it gets “15% only if a client 
is willing to grant it.” All JWT 
clients pay 15%. 

a . a 
Believes Closing of Kingston 
Station Is Raw Deal Symbol 

To the Editor: It was with sin- 
cere regret that we learned of 
WKNY-TV’s decision to cease op- 
erations, effective July 25. The 
groups of business men and wom- 
en throughout the country who 
have entered the field of uhf tele- 
vision can be considered pioneers 
in the betterment of tv service to 
the public. That their efforts 
should be thwarted, at consider- 
able time and monetary losses in 
most cases, is a serious indictment 
of federal control of commercial 
communications. When a govern- 
ment agency, such as the Federal 
Communications Commission, can 
first encourage investment in a 
(uhf) field of that government 
agency’s own making and then, 
through absolute lack of any sup- 
porting action, virtually destroy 
the same “Frankenstein,” it is a 
blot on our system of free enter- 
prise. 

In the case of WKNY-TYV, this 
government malpractice strikes 
close to the pocketbook of area 
residents. Local stockholders in 
the television corporation were, of 
course, hardest hit. But also, ev- 
ery citizen who spent additional 
money to have a tv set made capa- 
ble of receiving Channel 66 can 
write that expense off as a total 
loss. The arbitrary and inept acts 
of the Federal Communications 
Commission have direct effect on 
an unsuspecting public. 

Our personal sorrow stems from 
close past ties with the fine 
WKNY-TV management group 
and directors. If any body of men 
could conquer adversity and com- 
petently serve the best interest of 
the public, it was the group headed 
by Joseph K. Close. That their ef- 
forts should be nullified by FCC 
“mug-wumping” and vacillation is 
an untenable concept of a demo- 
cratic government’s actions in 
service to its citizens. It is not be- 
lieved by this agency that WKNY- 
TV will return to the air unless 
drastic steps are taken by the 
commission to rectify its past stu- 
pidities. 

Rosert L. Sasin, 

Sabin Advertising Agency, 

Kingston-Hurley, N. Y. 


* & e 
| Calls Abbott Retunds 
‘Impetuous Repudiation’ 

To the Editor: I don’t agree at 
all with Abbott Laboratories’ be- 
lief, as AA reports in a July 26 
dispatch from North Chicago (AA, 
July 30), that immediate refund of 
$1 to each of the 15,000 premium 
buyers was “a necessary move to 
insure consumer good will.” 

As developments afterward 
proved, it was an impetuous and 


| Sweeping repudiation of careful 
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executive decision, in the spirit of 
the Queen’s “Off with their 
heads!” in “Alice.” 

Impetuosity, jumpiness, judg- 
ment on incomplete evidence— 
surely, causing customers to relate 
these to pharmaceutical manufac- 
ture—is bad for Abbott and its 
entire field of business and serv- 
ice. 

In my opinion, it would have 
made more sense (and incidentally 
been far quieter and less costly) 
to write the 15,000, “Look, we’re 
awfully sorry, but some weight 
watches appear to be faulty. We’re 
embarrassed, and apologetic. If you 
received a faulty premium, or have 
other reason for dissatisfaction, 
won’t you let us know, so that we 
can—send you a perfect weight 


— 


‘watch, or refund your dollar, 


whichever you prefer?” 

No premium buyer, I think, 
could help being reassured by this 
kind of honesty and conscientious- 
ness. And would assign the quali- 
ties to. Abbott manufacture wheth- 
er claiming refund or not. 

You say Abbott was chagrined. 
I should think they would be. 
Twice over. 

CnHartes D. BONSTED, 
New York. 


e w * 

‘Mad’ Charts a Big Year 
To the Editor: I am enclosing 
the back cover from the current 


Map magazine. 
I believe that your readers 
maganne charts show tus 


“BIGGEST YEAR 
IN MAD HISTORY 


_a a 
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~* Latest survey by Alfred € Neuman, who works for MAD 


might be interested in the maga- 
zine chart comparisons. 
ARTHUR L. MONTGOMERY, 


' The Atlanta Coca-Cola Bot- 


tling Co., Atlanta. 

* + 7 
Shell's Safety Ads Cover 
One Point At a Time 

To the Editor: This refers to the 
discussion of a Shell Oil Co. ad 
in the Creative Man’s Corner of 
your July 23 issue. 

In the last paragraph, you say, 
“As far as we are concerned, that’s 
all well and good. But how about 
the guy in a tough jam who has to 
make up his mind in an instant? 
Might he not be the very person 
whose facility makes circling 6s 
and crossing out 9s a sheer waste 
of time?” 

If this is meant to imply that the 
Shell safe driving ad in question 
did not go far enough because it 
did not take reaction-time into 
consideration, then your Creative 
Man’s Corner might be interested 
to know that at least two of the 
other Shell Oil safe driving ads in 
this series are designed to help 
the individual evaluate his own 
= TF. 

The titles of these two reaction- 
time centered safe driving ads 
are: “See How Fast You Can 
Move to the Brake” and “How 
Fast Can You Touch Each Square 
in Numerical Order?” 

You might want to refer to these 
as an answer to the question 
raised in your Creative Man’s Cor- 
ner. They show that the Shell ads, 
while dealing with one psycho- 
physical aspect of safe driving at 
a time, have, in the scope of their 
entire services, given some thought 
to “the guy in a tough jam who 
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has to make up his mind in an in- 
stant.” 
I think they have done a rather 
nice job, all things considered. 
R. E. BoucHarp, 
Stamford, Conn. 
P. S. I am not a Shell employe 
nor am I affiliated in any way 
with any firm providing them as- 
er in the preparation of these 
ads. 


Venezuelans Debate Some 
Figures in Ad Report 

To the Editor: ... your section 
on Venezuela in the International 
Advertising Section in your June 4 
issue: 

While perhaps information on 
the advertising industry in Vene- 
zuela is not plentiful, we feel sure 
a more accurate statement on some 
points could be obtained. For in- 
stance, the figure of $11,250,000 is 
given as the total advertising ex- 
penditure placed by agencies in 
this country during 1955. If we as- 
sume that this agency placed 
$5,000,000 and that Publicidad Ars, 
actually a slightly larger agency, 
Placed a similar volume, this 
would leave only $1,250,000 to be 
spread among the dozen or so 
other agencies operating here—a 
figure which we feel would hardly 
be satisfactory to said agencies. 

Regarding the scarcity of re- 
search in the Venezuelan market, 
your informant—knowingly or not 
—seems to be behind the times, 
since as far back as three years 
ago, CORPA helped to establish a 
completely independent market 
research with the very latest 
techniques. As a result, for the last 
two years, CORPA’s clients, and 
many other independent clients, 
have enjoyed the benefit of media 
and marketing surveys in a man- 
ner creditable to a research com- 
pany anywhere in the world. (The 
research company’s name is Da- 
tos.)... 

We should like to make one 
point very clear... with respect to 
your statement that “it helps in 
Venezuela to have connections with 
the government.” It should be 
made quite clear that we cannot 
offer any special contacts other 
than the usual social and business 
relations of any commercial organ- 
ization anywhere in the world; and 
our “impressive list of blue-chip 
clients” (to quote yourselves) is 
only the result of our integrity of 
procedure and efforts to keep 
principles accepted in most parts 
of the world for advertising agen- 
cies of international nature. . . 

Luts BELTRAN GONZALES, 

President, Corporacion Pub- 

licitaria National (CORPA), 

Caracas. 


The estimate of advertising vol- 
ume AA quoted was attributed to 
Alberto Blanco-Uribe, director of 
ARS Publicidad, and president of 
Venezuela’s advertising agency as- 
sociation. 


+ - e 
UJA’s ‘Mom’ Photo 
Was Unposed 
To THE Eprror: As ONE WHO 
JUMPED WHEN I SPOTTED THE PHOTO, 
SENSED THE AD IN IT, AND WROTE THE 
HEADLINE AND COPY FOR “It’s GOING 
to Be Mom’s Nicut Out,” LET ME 


EXPRESS MANY THANKS FOR “MEDAL” | 


THE CREATIVE MAN AWARDS IT IN 
Juty 30 tissue. Proup THIS SECOND 
TIME IN THREE YEARS ADVERTISING 
AGE HAS TAKEN SPECIAL COGNIZANCE 
UNITED JEWISH APPEAL ADS WHICH 
ARE CONCEIVED AND WRITTEN HERE IN 
SHOP WITH GENEROUS GUIDANCE AD- 
MAN JACK D. TARCHER. LAST TIME 
Joun CUNNINGHAM OF CUNNING- 
HAM AND WALSH SELECTED OUR “IF 
You Ever Loven a CHILD” AS ONE 
OF YEAR’S FIVE BEST. BuT you 
SHOULD KNOW THAT “MOM” PHOTO 
ACTUALLY WAS TAKEN IN ISRAEL 
BORDER SETTLEMENT FACING GAZA 
STRIP AND IS TO BEST OF MY KNOWL- 
EDGE UNPOSED. PHOTO CAME ACROSS 
MY DESK IN ROUTINE FASHION. As 
FOR “TORTURED” COPY IT AND ADS IN 


SIMILAR VEIN HAVE HELPED PRODUCE 
OUTSTANDING RESULTS WHICH WE 
BELIEVE CONSTITUTES ULTIMATE LOG- 
IC OF AD WRITING. 
RAPHAEL Levy, 
National Publicity Director, 
United Jewish Appeal, New 
York. 


+ + + 
‘Going-Going’ Heads Remind 
Him of Herpicide Ad 

To the Editor: Three heads are 
better than one. 

The “going-going-gone” theme 
of the current Pepsodent campaign 
may strike a note familiar to nu- 
merous readers of AA. The trio 
of heads shown in the reproduc- 
tion of one of the ads on Page 2 of 
your July 2 issue stirred my mem- 
ories. These heads play an opto- 
mistically reverse role to that of 
three other similar noggins that 
were in the public eye about the 
time of World War I. 

Old timers will recall with me, 
I’m sure, the Herpicide ad with 
three crudely drawn craniums. 
Along with each head appeared a 
hand holding a comb. In the first 


two drawings the comb has loose 
hairs clinging to it and the second 
drawing also shows an alarming 
rate of balding while the third 
shows a completely hairless head. 
Lettering under the first two illus- 
trations was “Hair Going—Herpi- 
cide Will Save It.” Under the last 
“Hair Gone—Too Late for Herpi- 
cide.” This ad of Herpicide is ap- 
parently “real gone,” although 
Herpicide is still much in evidence. 
Yes, I, too, wonder where the 
yellow went. I also wonder where 
that Herpicide ad went. I’d kinda 
like to see it back again. 
Joe Wuire, 
Chicago. 
. » * 


Gladys Fan Suggests Air 
Trip for Those Copy Changes 
To the Editor: As the advertis- 
ing agency for the Air Transport 
Assn., we’d like to remind Gladys 
(AA, July 23) that the copy 
changes she mentions in the at- 
tached picture will get there a lot 
faster if she sends them by air 
parcel post. 
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As our advertising for air parcel! you as share owners. After all, we 


post points out, it’s the cheapest 
way to fly small packages (under 
five pounds). That includes a lot 
of advertising shipments. 

Regards from a “Gladys” fan of 
long standing! 

Awn Evans, 
Creative Department, Lewis 
Edwin Ryan, Washington, D.C. 


You’ve answered your own ques- 
tion, Miss Evans. The “few” chang- 
es in the copy make a package 
much heavier than five pounds. 

* * 
Patronage Matters to Union, 
Share Owners or Not 

To the Editor: This is just a note 
to let you know we always enjoy 
your magazine and we did equal- 
ly appreciate your editorial, 
“Stockholders and Customers” 
(AA, July 16). 

However, we do want you to be- 
lieve that your patronage, whether 
as share owners or customers, real- 
ly does make a difference to Union 
Oil Co., and in the aggregate we 
are sure will make a difference to 


are in business to serve the people 
and we have a sneaking feeling 
that share owners are people. 
C. Hatnes FINNELL, 
Union Oil Co. of California, 
Los Angeles. 
a s © 


| Calls AA Must for Beginner, 


Convenience for Executive 

To the Editor: An old business 
friend of mine commented the oth- 
er day that ke’d known me for 20 
years and that my interests were 
so broad he couldn’t understand 
how I managed to keep up with 
all the things happening in the ad 
and marketing world. 

It occurred to me that I owe you 
a great big thank you. I read trade 
papers from at least six fields 
completely. But while I may switch 
others, my Monday night Bible is 
AA and has been for over 20 years. 

I think it’s a must for the begin- 
ner and a convenience for the ex- 
ecutive. What more could one ask? 

SHERLE M. Lowe, 
Minneapolis. 
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Do Buyers Sell or Sellers Buy?— 
Critic Weiss Draws Hearty Support 


{Continued from Page 2) 
she cannot agree with everything 
Mr. Weiss says, “there is consider- 
able truth to his essential theme 
that many mass retailers would do 
better to concentrate on improving 
their own efficiency, rather than 
spending so much energy extract- 


where the hell have we been?” 
This was the reaction of Russell 
R. Mueller, managing director of 
the National Retail Hardware Assn. 
Mr. Mueller says his association 
with some 25,000 members who do 
an average of $96,000 yearly in 
sales, “represents the ‘little guy’ in 


ing special deals and discrimina- | the business in terms of sales. As 


tory concessions from suppliers.” | 
In fact, says Mrs. Kiefer, 
“NARGUS has launched a drive | 


within the food distribution indus- | 


far as I know,” he says, “our mem- 
|bers haven’t been getting these 
concessions Mr. Weiss talks about. 

“But I think they should. Either 


try to help solve the problem. For- | they should get the same break as 


tunately,” she says, “the Federal 


Trade Commission has recognized | 


the seriousness of the situation by 
cracking down on violations of the 
Robinson-Patman Act.” 

Mrs. Kiefer adds that much work 
needs doing within the industry to 
“clean its own house.” 


« “After reading Mr. Weiss’ col- 
umn and then reading it again 
very carefully, I decided he must 
be talking primarily about super- 
market chains and department 
stores. The column is certainly 
very revealing and all I can say is 


Explanation: ~~ .} 
TULSA, No. 2 Market ; 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
end only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


L. A. (Bod) BLUST 
V. P. and Gen. Mgr. 
BEN HOLMES, Natl. Soles Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tuke, Okla. 


the big operators or the manufac- 
turers should lower the prices of 
merchandise to them instead of 
having a whole scale of prices 
based on the size of the account.” 


= Mr. Mueller says that “Mr. Weiss 
is probably right. In fact I’m sure 
he is and it’s up to us to get the 
same kind of a deal from suppliers. 
Of course we don’t wield the big 
stick like some of the giants and 
we can’t carry as much weight 
with manufacturers. 

“It is true that when manufac- 
turers make certain concessions to 
big retailers such as advertising, 
promotions and the like, some of it 
rubs off onto the smaller stores in 
the area. We’ve seen this happen. 
And this is the way manufacturers 
try to justify what they do.” 

Mr. Mueller says he thinks Mr. 


| Weiss’ column is “well done” and)» 
|he feels it will make “anyone guil- 


ty blush and an outsider such as 
myself with a stake in this sort of 
thing stop and think.” 

Speaking for his own member- 
ship, Mr. Mueller says that some 
sort of formula to improve the lot 
of smaller retailers “is sorely need- 
ed. Our own membership, for in- 
stance, reported 9.95% earnings on 
sales in 1945. In 1954, this had 
sunk to 1.90%. Last year we 
showed the first increase in a de- 
cade when the figure went up to 
2.25%.” 


s From the National Appliance & 
Radio-TV Dealers Assn., managing 
directer Al Bernsohn cautioned, 
“Shush, there, Mr. Weiss! Do you 
want competition to know the 
meaning of ‘key account,’ and the 
whole blamed Justice Dept. and 
FTC team investigating all the 
deals being made in many an in- 
dustry? 

“Good heavens, man, some of 
those things you talk about haven’t 
even found their way into the ap- 


|pliance industry yet and we'd hate 


to get a reputation for being back- 
ward when it comes to conces- 
sions.” 


PrOTOTYPE—Here is he who “squeezed and squeezed 
and squeezed” to show how many lemons—and how 
long—it would take to make up a bottle of juice 
the size of a bottle of ReaLemon. It’s Sam Cowling 
on the juicer, with Don McNeill bearing a lemon, 


va i a as ¥ 
> Soaeented “ae 


4 happened 


Beeatiert € 


we were, squecztog lemons with on 


old-fashioned 


There were lemon peeis every where 
_ juice squirting avevery directian. 
Lemons were rolling in the aisics... 
© was the audience! 

Why was f khocking mvscif ont” 
Aa cager beaver at the ad ageacy 
Wanted me te show how foag it 


Et 


one morning, 


Sh 3 
oa hoa 7 


Sauces 
aiteeeed 


and mort omical way to grt 
juice from « lemon. 

A pint bentle of RpaceMon makes 
two half-gallon piechers of iemon- 
ade in 15 seonds. Se... when I want 
femon juice for lemonade.or for 
the many other buodreds of uses. 
there are for lermon paice ...what do 
I do? Whai would you do? 

I reach for « boule of wtaLemow 


 mmy teone 


tub show. There 


lemon squeezer, 


wonld take t squrese 16 lemons... 
trough lemon puice jor a l6-cunce, 
pir botde of Re at kwon, It-took as 


ts 


minutes and 25 


that the 
REALE MON 
way is the 
Gasiest 


in the photo at the left. The stunt, dreamed up by 
Rutledge and Lilienfeld, ReaLemon-Puritan Co.’s 
agency, took place after a broadcast of the “Break- 
fast Club.” The ad, citing the squeezing party, ap- 
pears in the August Reader’s Digest. 


Mr. Bernsohn questions the use 
of the term “mass retailer” by Mr. 


Mr. Bernsohn cites the strains | 
producers have gone through es-| 


all.” Mr. Logan added: 
“It’s obviously a pitch by him 


Weiss. He says it’s a category with | pecially in recent years. Overpro-| [Weiss] to get more business and 
mighty fuzzy boundaries and it duction, he says, has put the|it belongs in an ad, not in the edi- 
can’t be measured by volume | squeeze on many an appliance|torial columns.” 


alone. 


“Some of the greatest merchants 
I know,” declared Mr. Bernsohn, 
“have inspired sales organizations 


going out and pushing doorbells to| he gets back on his feet. 


demonstrate and sell their prod- | 


ucts. They’ve built huge volume. 

“Some have mastered the art of 
using advertising and promotion- 
al media to build excitement into 
their merchandise and establish 
themselves as the place where the 
public will get courteous treat- 
ment, good service and fine prod-| 
ucts. It’s a little rough, of course, 
for these people to do their crea-| 
tive selling when a competitor has 


that same brand in the market of the mass retailers find it in-| 


and offers it at lower prices.” 


Deploring the practices of con- | own tickets for really choice mer- 
cessions and the hurt they cause |chandise these days. “There’s a lot 
other retailers, Mr. Bernsohn de-| of straight thinking around now,” 


fends the retailers this way: 


s “This type of retailer we both 
criticize is not the primary villain 
of the piece. In almost no instance 
does he originate the devices for 
getting a kickback on price. Just as 
he bribes the prospect to buy from 
him by using a share of normal 
profits to make his sale, so does 
the manufacturer, or, in some in- 
stances, the distributor, bribe the 
dealer to give him an order.” 


| 


maker and forced him to lower 
prices and make deals in order to 
move merchandise. Sometimes, 
says Mr. Bernsohn, the manufac-| 
turer goes under and sometimes 


“Instead of criticism he needs 
lots of people with intelligence, 
enthusiasm and strength of char- 
acter behind him and his indus- 
try,” Mr. Bernsohn says. He adds 
that they must “operate under 
some kind of ground rules. I’m 
just nutty-optimistic enough to be- 
lieve that such conditions and such 
| people are emerging for the | 
ance and television industry.” 

Mr. Bernsohn believes that some 


lereasingly difficult to write their | 


ihe says, “more than we've had in 
| years.’ : 
® Not all critics agreed, however. 
John A. Logan, president of the 
National Assn. of Food Chains, de- 
clined to comment on Mr. Weiss’ 
critique on the grounds that “we’ve 
found him to be pretty far off base 
sometimes.” 

Mr. Logan declared that he’d 
“read a lot of Mr. Weiss’ stuff and 
I often wonder why AA runs it at 


Colgate Six Month Sales Up. 
Net Income Down 

Worldwide sales of Colgate- 
| Palmolive Co., New York, for the 


| first six months of 1956 are re- 


ported at $256,396,000, compared 
with sales of $226,812,000 in the 
corresponding period of 1955. 
Domestic sales for 1956 are $152,- 
162,000, a rise from sales of $137,- 
940,000 in the first six months of 
1955. Net income is $4,406,000 or 
$1.68 per common share, compared 
with $4,501,000, equal to $1.74 per 
share, for the first six months of 
| 1955. 

Commenting on the drop in net 
income in a letter to stockholders, 
the company said: “Domestic re- 
sults for the first half of 1956 re- 
flect substantial shipments and 
introductory costs applicable to 
new products, particularly Brisk 
fluoride toothpaste and Vel liquid 
detergent.” 


Westinghouse Prices Up 

Prices of all Westinghouse major 
appliances except automatic home 
laundry equipment will go up 
from 1% to 10% at the wholesale 
level on Aug. 15. The company ex- 
pects retail prices to go up by 
about the same percentage. 


MEREDITH adie and “Tdheisoon STATIONS 
affiliated with BOLLET Homes and bar (NS and Successful Farming magazines 


PHOEREX 


_ KANSAS, CITY 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. 


BLAIR TV, INC. 
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Too Few Salesmen Use Their Minds, 
Sayre Says; Asks Better Education _ 


Cuicaco, Aug. 7—We must. 
teach more people to sell, and 
salesmen must do the teaching. 

This is the thesis of Judson S. 
Sayre, president of Norge, who de- 
plores the lack of “adequate” aca- 
demic training in salesmanship 
available in American colleges and 
universities. 

Mr. Sayre told AA that the 
shortage of selling skills is the 
most serious roadblock in business 
today. “When production machines 
are being idled,” says Mr. Sayre, 
“this serious problem increases.” 

Salvation, thinks Mr. Sayre, lies 
in widespread recognition that 
selling is a profession, Too often, 
he declares, selling is treated as a 
tag-along function, subordinate to 


and I'll do it.’ No statement could 
be sillier. 

“Men succeed and fail in busi- 
ness and live and die in life by a| 


great many theories, whether or | 


that name.” | 
In Mr. Sayre’s opinion, top man- 


production, engineering and fi- 
nance. 

Although Mr. Sayre believes 
that universities “are now waking 
up, and more is being done than 
ever before,” he also believes that 
much of the teaching is sketchy, 
inadequate and impractical. 


® To illustrate his point, Mr. 
Sayre cites the cooperative courses 
offered in many engineering 
schools and colleges. “In this sys- 
tem,” he says, “the student attends 
classes for a semester and then 
works a semester until he’s com- 
pleted the required number of 
hours for a degree. I think this is 
the finest possible way of learning, 
and it should be applied to selling 
as well as engineering.” 

On the matter of teachers, Mr. 
Sayre told AA that textbook 
teaching should come second to 
practical teaching. “Of course we 
need texts to teach the basic the- 
ories and practices,” says he, “but 
what we really need is business 
men who draw on the lore of many 
years of personal experience and 
illustrate their teaching by exam- 
ples or case histories.” 

Mr. Sayre speculates that “there 
probably aren’t more than three to 
six hours of study in salesman- 
ship” in most university courses. 
“If students studied under the co- 
operative plan, they’d be five years 
ahead, even if it took them six 
years to get a degree instead of 
the usual four.” 


® The only way to get business 
men to teach, says Mr. Sayre, is to 
ask them. He thinks many would 
be willing and admitted that he 
would look favorably on such a 
proposal. “But nobody has asked 
me so far.” 

The two greatest needs in selling 
today, according to Mr. Sayre, are 
how to think logically about busi- 
ness problems and how to think 
creatively. He says he doesn’t have 
much trouble finding people of 
good character combined with a 
pleasant personality and an ade- 
quate amount of relevant business 
experience. “The real hitch,” he 
says, “is finding people who know 
how to use their minds. 

“We have the most extraor- 
dinary trouble—and so, I have no 
doubt, does every other company 
—in finding people who know 
that, faced with a problem to be 
solved, they have to do certain 
things, in a certain order, to solve 
the problem.” 

This disorganization, thinks Mr. 
Sayre, stems from a tendency to 
ignore the rule that to solve a 
problem properly, you must first 
state what that problem is. 


® Upholding the values of theoret- 
ical knowledge, Mr. Sayre says: 
“A great many people in the so- 
called applied fields pride them- 
selves on the fact that they are 
practical, not theoretical, people. 
I’ve often heard them say, ‘I’m not 


agement men, and especially pres- | 
idents and exec vps, should come | 


from the ranks of salesmen. “It is 
sometimes amazing to me,” he 
says, “to see companies, whose 
existence in the market place is 
entirely dependent upon sales per- 
formance, headed by men from 
accounting, manufacturing or law, 
with the age-old cleavage existing 
between these top managements 
and the sales departments. 


s “The time-worn expression, ‘I 
didn’t raise my boy to be a 


| FAMILY HAS IT SOFT—A Virgil (Vip) Partch cartoon adds a light touch 
to this poster for Servisoft Soft Water Service in the Los Angeles- 
Long Beach area. Tim Fears Advertising is the agency. 


salesman,’ will undoubtedly in the | 


not distant future, be changed to, 
‘I raised my boy to be a salesman 
so he could become a president,’ ” 
Mr. Sayre declares. 

He also believes business and 
industry could and should do far 
more to support university train- 
ing financially. Industry, he says, 
should be induced to contribute to 
education a larger amount than the 
5% now allowable as tax-exempt. 

“If this sum is increased to 10%, 
as its proponents hope, the prob- 


lem of getting the actual contribu- 


tions still remains,” says Mr. 
Sayre. 
FTC Acts on Discount Book 


The Federal Trade Commission 
has approved a stipulation where- 
by Hoge, Farrell, New York, 
agrees not to claim that its “Na- 
tional Directory of Discount Deal- 
ers” is an accurate, reliable or 
complete listing of discount deal- 
ers prepared after personal can- 
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| vassing of the firms listed. Adver- 
tisements for the publication had 
made the above claims. 


Test and 
know the 
Pittsburgh 


market... 
Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
@ Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


ERNEST E. ENGEL, Director 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


much on theory but give me a job 


No. 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


even. ! 


B&C’s two modern lin 


how many ulcers this 


& OFVISION OF AMERICAN TYPES ETTE 


and you get ¢ 


Any type gets out of line...we put it straight pronto! 


B&C’s two modern line-up tables (few ad shops have 


even one!) guarantee every block of copy perfectly square 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 
1147 West Jackson Blud., Chicago « MOnroe 6-5200 


Largest facilities in America... for complete typographic, 
electrotype, newspaper mat, film positive service 


and you get a proof that proves it! No telling ~ 


how many ulcérs this 


has prevented! 
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‘Modest Indirection’ Is Keynote as 
Peter Pan Tailors Bras—and Bra Ads 


(Continued from Page 2) 
followed fairly closely, but there 
are exceptions. 


= In Spain, for instance, tight 
censorship gives grudging approval 
only to clothed silhouettes of mod- 
els. In Mexico, blondes featured in 
layouts are airbrushed to dark 
brunet, and they all turn out as 
full-busted as Jayne Mansfield. 
Those high-fashion dolls strutting 
through the pages of Vogue and 


Want to deliver 2,975,000 
. sales messages to metal- 
working industry exec- 
utives in one year? 

Use AMERICAN 
METAL MARKET 
Daily Newspaper of 
the Metal Industries 
18 Cliff St., New York City 38 


idles, with a sheer peignoir over 


Harper’s Bazaar are regarded as 
“contraproducente” by Mexican 
admen. “Non-productive” of sales, 
that is. 

Blondes in ads are welcomed by 
the Swedes, Finns and Norwegians. 
They like the willowy Vogue and 
Harper’s Bazaar types. In Haiti, 
all gals in the ads are made over 
to lovely Negroid types via the 
airbrush. In France, la la la. . . 

The French licensee—Establis- 
sements J. Oriano, Paris—has his 
own photos made for the ads. His 
models usually are more sexy- 
looking than their American coun- 
terparts. This may come from M. 
Oriano’s preference for showing 
them in frilly, lacy bras and gir- 


all. 


® And it is customary, too, to| 


ees a oy ee 


Mayer 
LOVE & LINES—The heart-decorated, white radio is one of 7,000 in- 
stalled in retail bra-and-girdle departments throughout the country 
so that shoppers could hear the broadcast, sponsored by Peter Pan, 
of the Grace Kelly and Prince Rainier wedding. Displaying the 
radio are Henry Plehn, president, and Herb Mayer, vp, sales, of 
Peter Pan, and Ben Sackheim, head of the agency bearing his name. 


More PULL— 
More PROFITS 


—a truism for sure, known to all 


seasoned advertisers. And they’ll 
follow it with this one: “‘just as 


essential as sound ideas to ‘pull’ in 


show the rear view of the model. 
The French call this, vue de dos. 
Peter Pan execs in the U.S. say) 
they don’t dig this vue de dos! 
stuff, psychologically speaking, 
that is; and anyway, they have no! 
comment. 

No Peter Pan advertising is done | 
behind the Iron Curtain, but li- 
censees in Finland and West Ger- 
many have been doing fine re- 
cently in Helsinki and West Berlin. 
| That's where wives of visiting 
Russian bigwigs surreptitiously 
stock up on capitalistic bras and 
girdles. The ones turned out in the 
U.S.S.R. are designed strictly for 
utility. Peter Pan says Russian 
women are smart enough to resent 
the result. 

Meanwhile, back in the U.S., 
Henry Plehn, Peter Pan president, 
thinks the cautious cheesecake as- 
pect of the run of bra-and-girdle 


plastic forms. 

These ads, in b&w and color, 
are running in books like Cosmo- 
| politan, Good Housekeeping, Har- 

\per’s Bazaar, Ladies’ Home Jour- 
nal, Life, McCall’s, Seventeen and 
Vogue and in Sunday supplements. 
Magazines get 62% of the ad budg- 
et. 


s Nearly 60% of the bras built by 
Peter Pan are the Hidden Treasure 
and Triple Treasure models. Ad- 
vertising treatment follows this 
ranking. The evolution of Hidden 
Treasure is something Peter Pan 
men fondly recall. 

It seems Mr. Plehn fell to brood- 
ing that men buy elevator shoes 
to make themselves look taller, 
and millions of gals are in the 
same boat, in a manner of speak- 
ing, but on a horizontal rather 
than vertical basis. He also re- 
membered that no two women 


»| have exactly the same bust 


or shape. The point was, if a “a 
is an in-between size she’s “dead” 
if she wears a bra slightly larger 
than it should be. 

“It’s not a matter of being flat- 
chested,” explains Mr. Plehn. “The 
wrong-size bra doesn’t give the 
correct uplift—no uplift, no fash- 
ionable, sweater-girl shape.” 


# Mr. Plehn’s solution—a pre- 
shaped bra that provided the same 
amount of uplift and outward ap- 
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pearance, regardless of variations 
in nature’s largesse. This was the 
Hidden Treasure. 

Following this came _ Triple 
Treasure, with built-in padding, 
which saved many a lady custom- 
er the embarrassment, says Peter 
Pan, of buying separate falsies. 

Not all Peter Pan projects pan 
out. Take the Lo-and-Behold num- 
ber. That developed in the early 
days of tv, when plunging neck- 
lines seemed to be de rigeur. The 
Lo-and-Behold bra, a _ padded, 
u-shape wire that started here, 
moved a good distance to the 
south, crossed over, and then 
wound up way back north again. 

Trouble was, a gal couldn’t bend 
over. If she did, the padded wire 
usually caught in her tummy and 
the bra was ejected from the top 
of the gown with enough force to 
sail gracefully through outer space. 


s About 38% of Peter Pan’s ad 
budget goes to tv, radio and busi- 
ness publications. The fraction go- 
ing to radio included sponsorship 
of the Grace Kelly wedding to 
Prince Rainier last April. Three 
special broadcasts were aired over 
ABC. The company installed 7,000 
white portable radios—all taste- 
fully decorated with red hearts— 
in retail bra-and-girdle depart- 
ments throughout the country. 
A Peter Pan publicity man said, 
at the time, that the bra people 
expected a “captive audience of 
at least 250,000 women in this 
romantic, feminine setting.” The 


peter P “pan 
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MORE SUBTLE?—This ad from the No- 
vember, 1955, Harper’s Bazaar 
spotlights the curves produced with 


the aid of a Peter Pan bra. 


A Technique 
for Producing 


advertising, is the brilliant accu- a alia “Wesidalidets 
nl me used more pointed ads in its pre- 4} 
_racy of their reproduction’’... 1956 campaign. This ad appeared $ 
; in Glamour, September, 1955. © 
. One of the numerous reasons no 
% ads riles most American gals. The 


doubt, why so many of these suc- 
cessful advertisers insist on original 
photo-engravings master crafted 


by ROGERS—year after year. 


immodesty of the ads, he says, 
tends to cancel out any selling im- 
pact generated by the copy. The 
way to sell bras and girdles, he 
says, is by “modest indirection.” 


@ The result of cerebration like 
this is the current “Do You Know 
This Woman” campaign. The 
$750,000 being invested in the 
promotion (a figure 25% above 
last year’s) backs layouts showing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


James Webb Young, one of 


which they consciously or un- 
comely follow in LB Bat 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
ce moony yon in 
motor cars are produced 


1 a fully dressed model. She’s wear- the paid idea men in Enthusiastically salina’ by 
ing a Peter Pan bra, and maybe a the vertising business, set sales managers, editors, college 
girdle too, but you don’t see them out to answer this question for professors and students, 
i e on her. a the ayy f+ advertising re ag my 
ial R qe ds E R % “We are selling the effect, not cago. result is a little executves Ww - 
4 ” m book which you can read in an read it. Send for yo 
the cause,” says Mr. Plehn; “the A TECHNIQUE FOR it PRODUC. 


engraving company 


sizzle, not the steak.” 

The illustrations show a well- 
dressed model—a career gal, copy- 
writer, script girl for a tv show or 


hour but will remember the rest 
of your life. 


In the simplest and clearest 


ING Oo 


ADVERTISING 


2001 calumet avenue « chicago 16 


. whatever—with her eyes masked mind ks in all tive 
«ay to “hide” her identity. Photo insets |} people. He gives you the form AGE — 200€. wwnoss sr. 
below the main art show the bra CHICAGO 11, ILL 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING | and girdle products, modeled on 
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same publicity man, in announcing 
the coup, said, “Now you can buy 
a brassiere and hear Grace Kelly 
murmur, ‘I do,’ at practically the 
same moment.” 

The next coup Peter Pan hoped 
to bring off was a $100,000 fashion 
spectacular on ABC-TV. This was 
to have been built around films of 
the annual Paris fashion openings. 
The films were to have been made 
in France, said Peter Pan, “during 
the ‘top secret’ period in which 
fashion authorities and buyers 
attend the original salon showings 
of Dior, Balenciaga, Lanvin, Bal- 
main and others.” 


® But now, sadly reports the com- 
pany, “French temperament being 
what it is among designers, Peter 
Pan and Sackheim agency execu- 


Back into Print 

New York, Aug. 7—The post- 
ponement of its “Paris Fash- 
ion” television show has caused 
Peter Pan to return to “a heavy 
schedule” of magazines and 
newspapers this month. Black 
Magic, one of three new gar- 
ments, will be pushed via color 
pages in Harper’s Bazaar and 
Vogue. 

Little X, a new girdle for 
teenagers, will get color inserts 
in Charm and Seventeen and a 
b&w schedule in Ladies’ Home 
Journal, McCall’s and other 
books. So Soft, a new bra, will 
be featured in newspaper ads. 


* 


tives found they could not reach 
agreement on production details 
(such as whose gowns would be 
shown first) in time for the world- 
wide break-date of Aug. 29, when 
the veil of secrecy is officially 
lifted on Paris collections.” 

Plans for such a show have not 
been scrapped, adds Peter Pan. It 
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GUESSING GAME—Shown here is the first ad in Peter Pan’s “Do you 
know this woman?” campaign. This was part of the trade schedule 
and ran in Corsets & Brassieres, December, 1955. 


reports it has a contract, with op- 
tions, to 1959, involving the Cham- 
bre Syndicale de la Couture de 
Paris, and it “intends to film a 
full-hour show in Paris, complete 
with bra commercials, for network 
telecasting here in late winter or 
early spring.” 

Mr. Plehn, who has made a suc- 
cess of the bust, is not unhappy 
about the caprices of French 
temperament. “This could still de- 
velop into a sort of fashion equiv- 
alent of the World Series,” he said. 


U.S. Steel Plans Fall 
Steel Spring Campaign 

U.S. Steel, Pittsburgh, in a na- 
tional mewspaper, tv and radio 
campaign, Oct. 10-25, will again 
call attention to the use of steel 
springs in bedding. The campaign 
will center around two cartoon de- 
tectives called “sleep sleuths” with 
a promotion for USS Premier 


spring wire. 

“Sleep sleuth” ads are sched- 
uled for newspapers in 184 mar- 
kets. Four commercials will appear 
on the “U. S. Steel Hour” over 132 
stations of CBS-TV—two on Oct. 
10 and two on Oct. 24. Additional 
ads are scheduled for bedding, fur- 
niture and other trade publications. 
Batten, Barton, Durstine & Osborn, 
Pittsburgh, is handling. 


It's ‘Today's Living’ 

The New York Herald Tribune’s 
new Sunday publication, which 
bows on Sept. 9, will be called 
“Today’s Living, The Herald Trib- 
une Magazine.” The supplement, 
dedicated to “fashion, food, fur- 
nishings and fun for the family,” 
was named in a contest by Marge 
Toomey, secretary to the promo- 
tion manager, and Roy I. New- 
born, city circulation manager. Ad 
rates will be based on $2,014, a 
b&w page. 


Broadcast Signal 
May Power Receivers, 
Publication Reports 


PHILADELPHIA, Aug. 7—A revolu- 

tionary new concept of radio 
broadcasting, in which the broad- 
casting station not only transmits 
voice and music but also the 
power to operate the receiver, is 
now under exploration by scien- 
tists. 
A description of the new tech- 
nique appears in the August issue 
of Electronic Industries & Tele- 
Tech, in an article by Dr. Hans 
Hollman. 

The powering of receivers by 
the same transmitter which sends 
out a radio broadcast signal is 
traceable to the remarkably low 
power requirements and high en- 
ergy-conversion efficiency of 


field itself, since the ordinary 
broadcast signal is conveyed by 
varying the strength of the electro- 
magnetic wave radiated by the sta- 
tion. 


® The special receivers now being 
constructed will operate on as lit- 
tle as .005 watts. By comparison, 
2,000 of these units could operate 
on the power supplied to the av- 
erage 10-watt table radio model. 

Experimental equipment built by 
Dr. Hollman at laboratories of the 
Marvelco electronics division, Na- 
tional Aircraft Co., Los Angeles, 
has been operated successfully on 
the energy picked up from stations 
located up to 12 miles away. It al- 
so demonstrated how energy radi- 
ated from one transmitting station 
can operate a set tuned into an- 
other station. 

Logical developments foreseen 


by Dr. Hollman include unat- 


transistors, according to the article. | 
Receivers can be powered by the | 
energy contained in the radiated | 


95 


tended mountain-top tv booster 
stations requiring neither power 
lines nor batteries, but drawing all 
their power from the parent sta- 
tion; a wide variety of unattended, 
and non-powered air and marine 
navigational aids, which would 
function only when contacted. 


Full Measure of 


Market Quality... 
Appleton, Wisconsin 


Home 


of the 


Lutherans 


World's largest fraternal insurance 
company in terms of insurance in 
force. Operating in 40 states, locai 
employment 400, a _ contributing 
factor to the high average family 
income of $6,055 and the $147,000,000 
annual spendabie income of the 
Appleton - Neenah -Menasha, Wis. 
city zone market of 96,291 people 
. . . Wisconsin's 4th largest market 
95% coverage by the Post-Crescent, 
Wisconsin's Ist. newspaper in edi- 
torial content (133 column 6 day 
average) — Wisconsin's 2nd news- 
paper in advertising volume 


APPLETON. POST-CRESCENT 


Contect Ken E. Devis, Monager, Gen. Advertising 


Ww 


Ww 


eeeeeeeeeeeeeeeeeseeeoeeseee ” 


SPeeeeeeeseeeeseeeseeseeeeeses 


Top quality COLOR MATS. 
Carefully made under exacting standards. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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Blue Chip Stamp Corp. 
Names Clark & Elkus 

Clark & Elkus Advertising, Sac- | 
ramento, Cal., has been appointed | 
to direct advertising for Blue Chip 
Stamp Corp., a new trading stamp 
organization. Members of the or- 
ganization include Safeway Stores, 
Lucky Stores, Ralph’s Grocery Co., 
Alexander Markets, Alpha Beta 
Food Markets, Von’s Grocery Co., 
Purity Stores, Clark Super Mar- 
kets, Thrifty Drug Stores, Shop- 
ping Bag, Raley’s and Market 
Basket. 

The new plan was introduced in 
the Sacramento area with a special 
eight-page section in the Sacra- 
mento Bee and the Union, radio- 
tv spots, outdoor, direct mail, 
transit and full page ads in dailies 
in Woodland, Davis and Roseville 
(AA, June 18). An all-year sched- 
ule of tv and radio will be used. 


Two Join ‘Mademoiselle’ 

Jack Daniels, formerity with Ap- 
parel Arts, and Bud Weed, last! 
with Snellenburg’s, in Philadel- | 
phia, have joined the sales staff of | 
Mademoiselle, New York. 
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COPY SURREALISM—Readers who consider Schweppes ad copy in the 
U.S. somewhat offbeat, what with Cmdr. Whitehead and all that, 
are invited to ponder this page, which was used in the Illustrated 
London News June 9. The flight of pure British humorous prose is 
written and signed by Stephen Potter. In both the surrealistic text 
and the accompanying artwork, reference to the company’s product 


Coming 
Conventions 


* Indicates first listing in this column. 
Aug. 13-18. Affiliated Advertising Agen- 
icy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th tion, Drake Ho- 
tel, Chicago. 

Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 

Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hillis Hotel, Franconia, N. H. 
Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 
Sept 22-25. Advertising Specialty Na-— 
tional Assn., annual convention and spe- | 
cialty fair, Palmer House, Chicago. 
| Sept. 23-25. Advertising Federation of | 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. | 

Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, en! 
York. 

Sept. 27. Magazine Publishers Assn., fall | 
meeting, Westchester Country Club, Rye, 
i A 

Sept. 27-28. First Annual Newspaper | 
ROP Color Conference, sponsored by the | 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors Club of Chicago. Sheraton Hotel, 
| Chicago. 
|} Oct. 1-3, Direct Mail Advertising Assn., 
|annual convention, Hotel Statler, New 
| York. 
| Oct. 4-5. American Assn. of Advertis- 
|'ing Agencies, Central Region, Sheraton- 
| Blackstone Hotel, Chicago. | 

Oct. 5-6. Midwestern Advertising Agen- 
ley Network, 4th quarterly meeting, Edge- 
| water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Adver-— 
| tising Agencies, Western Region, Hotel | 
Del Coronado, Coronado, Cal. 

Oct. &10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
|Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-14. Intercity Conference of 
| Women’s Advertising Clubs, Minneapolis. 
Oct. 12-14. 3rd District, Advertising 
Federation of America, Charlotte, N. C. 
Oct. 15-16. Inland Daily Press Assn., 


con 


seems to have been schweppt under the rug. 


™|NARTB Publishes 
'"1956 Film Manual’ 

'| The National Assn. of Radio & 

| | Television Broadcasters, Washing- | 
ton, has published its third annual 
“Film Manual.” The 1956 manual 


}is divided into three parts: pro-| 


‘gramming hours and costs; case 
histories, and a feature article 
dealing with non-rental film. 

According to the foreword of the 
1956 manual: “The third annual 
survey of film programming hours 
, and costs of NARTB member tele- | 
vision stations indicates that these 
| Stations devote over 30% of their 


Bentson’s “pull” in Minne 

St. Paul. It’s B-S—his Big 5 disc 
jockeys who = a tremendous 
listening aud . 


These boys really sell! 


|time to local film origination. It} 
| is this film telecast by the individ-| 
“ual stations which is the concern | 
|of this manual.” 


| Crosley Signs for Films 
Crosley Broadcasting Corp., Cin- 
cinnati, has signed a $1,500,000 
contract with C & C Television 
Corp. for the rights to 371 feature 
films. The movies will be shown on 
all Crosley tv stations: Cincinnati, | 
Dayton, Columbus and Atlanta. | 
All 371 are Hollywood-produced | 
films and have never been released 


| to tv before. 


They're the reason WLOL leads 
all independents and three 
network stations in share of 
audience . .. why WLOL leads 
all stations in out-of-home 
listeners. 


They're the reason more 
advertisers sell more products 
on WLOL than on any other 
independent station in the Twin 
Cities orbit . . . why you get 
more homes per dollar on WLOL. 


So let Larry put YOU in the 
Twin Cities—in solid with 
1,500,000 B-5 fans. 
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MINNEAPOLIS ST. PAUL 


1330 on your dial 5000 watts 
LARRY BENTSON, President 
Wayne “Red” Williams, Mgr., Joe Floyd, V.P. 
Represented by AM Radio Sales 


QA 


fac 


wo fF you're thinking of Wisconsin 1 


See your 
Headley-Reed 
man for details. 


, annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
| Acem.. annual convention, Chicago Ath- 
letic Assn., Chicago. | 

*Oct. 15-19. 53rd annual National Busi- 

ness Show, New York Coliseum. | 

Oct. 17-18. National Business Publica-— 
tions, Chicago regional conference, Sher-_ 
aton-Blackstone Hotel. | 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 

Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

Oct. 22-23. Boston Conference on Dis- 

tribution, Hotel Statler, Boston. 

22-24. Assn. of National Adver- 
| tisers, annual meeting, Drake Hotel, 
| Chicago. 

*Nov. 13-14. National Business Publi- 
cations, New York regional conference, 
| Plaza Hotel. 
| Nov. 11-15. Outdoor Advertising Assn. 
| of America, Hotel Ambassador, Los An- 


geles. 
| Nov. 15-17. Southern Newspaper Pub- 
‘lishers Assn., annual convention, Boca 
| Raton Hotel and Club, Boca Raton, Fla. 
Nov. 19. Advertising Research Founda- 
. Hotel Am- 


| The National Standard Parts 
Assn., Chicago, has released its 
'24th issue of “Comparative Per- 
formance Records & Leading Lines 
Survey for Wholesaler Executives” 
_ to members of the association. The 
‘report enables NSPA automotive 
_ wholesalers to compare their costs 
of doing business with national in- 
dustry averages. The survey shows 
‘that wholesalers with a yearly 
gross up to $250,000, spent .38% 
on advertising and catalogs; those 
from $250,000 to $500,000 spent 
oo and those over $500,000 spent 
35% 


Marks Rejoins ‘True Story’ 
Hope Marks, formerly with 
a Circle and Advance Pat- 
Book, has rejoined the east- 
pont a ae staff of True Story Wom- 
'en’s Group. 


ABP Names Abelson 
Nathan Abelson, promotion man- 
ager of Daily News Record, New 
' York, has been appointed chair- 
man of the promotion and research 
round table of Associated Business 
Publications. 
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French Manufacturer to 
Open Canadian Plant 

The Richier Machine Co., Paris, 
France, producer of contractors 
machinery, plans to build a Cana- 
dian plant in St. Thomas, Ont. 
Richier now has plants in Paris, 
Charleville, Grenoble and Lyons, 
and subsidiary operations in Bel- 
gium, Holland and Brazil. Its 
products are distributed on a 
world-wide basis. The Richier 
group also manufactures, under a 
license agreement with the Jaeger 


| Machine Co., Columbus, O., and St. 
| Thomas, all of the Jaeger products 


for European consumption. 


Perkins Joins Edelman 
William D. Perkins has been ap- 


| pointed an account supervisor of 


Daniel J. Edelman & Associates, 
Chicago, public relations company. 
Mr. Perkins formerly was regional 
manager of public relations of 
Westinghouse Electric Corp., Chi- 
cago. 
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WHEN GENTLEMEN AGREE... 


Budweiser 5 


ae 


BOTH SIDES OF THE STREET—This year’s political tie-in circus will in- 
clude at least one representative each from the beer and liquor in- 


dustries. Anheuser-Busch (D’Arcy 


‘i 
available at your favorite package store and bar 


Tow cat pape balien fer enment wine yew rote for 


Advertising) launches the color 


spread above in the Chicago Tribune magazine, Aug. 19, and then 


will place it in Life, on 24-sheet posters across the 
country and in other newspaper supplements. Quart 
bottle featured in Chicago will be replaced by a 12- 


oz. bottle in other sections. James 
ing Co. (Weiss & Geller, Chicago) 


B. Beam Distill- 
will market pol- 


itical-symbol whisky decanters nationally, using 
point of sale. In Chicago and San Francisco it will 
use newspapers to assault the delegates. Empty de- 
canter, incidentally, can be laid on its side, used as 
a combination coaster and ashtray. 


Moloney-Treyz 
Hassle May Go 
to ARF on Appeal 


(Continued from Page 1) 
lation has not kept pace with pop- 
ulation growth. 

Mr. Moloney charged that the 
release indicated that either (1) 
Mr. Treyz is “woefully ignorant 
of research and research methods” 
or (2) he is “wilfully trying to 
mislead advertisers and their 
agencies.” 


s The facts, Mr. Moloney said, 
are these: 

1, “Circulations of U.S. daily 
newspapers are at their highest in 
history—56, 147,000.” 

2. “While the U.S. adult popula- 
tion has grown 19% since 1940, 
U.S. daily newspaper circulations 
have increased 37% —almost twice 
as fast.” 

3. “The averages Mr. Treyz has 
compiled from Starch figures can- 
not correctly be compared, one 
study with another. Therefore, Mr. 
Treyz is wrong in his use of these 
Starch figures, which fact every 
good research .nan knows, and his 
claimed results are indicative of 
nothing.” 

4. “Although Mr. Treyz stated 
that he used ‘all the available in- 
formation on the subject,’ he did 
not do so.” 

5. “When all of the Denver Post 
figures are studied, there is a com- 
plete absence of pattern and, if 
one wishes to engage in statistical 
gymnastics, it is possible to put 
together a story exactly contradic- 
tory to Mr. Treyz’—with reader- 
ship increases as high as 100%— 
depending entirely on which. fig- 
gures are selected.” 


® He then challenged “the televi- 
sion industry, through its Televi- 
sion Bureau of Advertising or any 
other agency, to submit Mr. Treyz’ 
press release and its statement to 
the technical committee of the Ad- 
vertising Research Foundation for 
validation.” 

Mr. Moloney emphasized that he 
spoke on behalf of the newspaper 
industry rather than for any single 
newspaper or group of newspapers. 

Moloney, Regan & Schmitt is 
national representative for the 
Denver Post. Two other newspa- 
pers measured by Starch—the 
Houston Post and the Los Angeles 
Herald-Express—also are MR&S 
clients. 


# When informed of Mr. Moloney’s 
remarks, Mr. Treyz said he would 
be happy to submit “our presenta- 
tion to the technical committee of 
the ARF for a validation” or to 


re-do the Denver presentation be- 
fore all or any part of the ARF. 

| The tv industry spokesman also 
‘invited Mr. Moloney to attend a 
'“re-do” of the Denver presenta- 
‘tion Sept. 11 in Philadelphia— 
or, “if he prefers, in Dallas, Min- 
neapolis, Boston or New York.” 
Mr. Treyz said newspaper execu- 
tives were among the guests for 
the Denver presentation. 

Mr. Treyz said: “We will attack 
neither his character nor his intel- 
ligence in replying to Mr. Molo- 
ney.” 


= Mr. Treyz said he would not 
have commented on the attack ex- 
cept that Mr. Moloney claimed to 
be speaking on behalf of the news- 
paper industry. 

He asserted that his presentation 
in Philadelphia—like the one in 
Denver—would show the follow- 
ing: 

1. “Newspaper circulation, since 
the advent of television (using 
1950 as the benchmark year) has 
not grown apace with population. 
Newspaper circulation is up 6%. 
Population is up 10%; U. S. fam- 
ilies are up 11.5%.” 

2. “Newspaper advertising costs, 
since 1950, are up 28%.” 

3. “Newspaper costs per 1,000, 
since 1950, are up 20%.” 

4. “In the same period, tele- 
vision costs have increased less 
than fivefold, the tv audience has 
increased more than tenfold and 
tv cost per 1,000 is down by 55%.” 

As for Mr. Moloney’s assertion 
that “Starch figures cannot cor- 
rectly be compared one study with 
another,” Mr. Treyz said: 


= “TvB’s comparison relates 
Starch reports for the same day 
and month of the year, relates 
findings from completely compar- 
able techniques, from comparable 
advertisers, typically the identical 
advertisers, such as the Denver 
Dry Goods, Joslin’s, Montgomery 
Ward, the May Co., Sears, Roe- 
buck, Safeway Stores, Piggly- 
Wiggly and other leading retail- 
ers. 
“When Mr. Moloney says these 
Starch figures are indicative of 
nothing, it seems to us that he is 
questioning the validity of the re- 
search purchased by his own cli- 
ent, the Denver Post.” 


® The Advertising Research Foun- 
dation’s position on the con- 
troversy could not be defined until 
it had been submitted to the ARF 
board of directors. Advance clear- 
ance by the board would be neces- 
sary in any event before the ma- 
terial reached the technical com- 
mittee. 

In the past ARF has authorized 
only appraisal of specific research 
reports, A. W. Lehman, managing 
director of ARF, pointed out to AA. 
He also commented that it would 
in no sense be a validation—that 


any ARF post-facto analysis is an 
appraisal. 

ARF historically has avoided 
competitive media presentation 
evaluation as well as any claims of 
unfair competition, pointing out 
that other agencies are equipped 
to deal with those problems. 


CBS Sales Are Up 
$24,000,000: Net Dips 
Due to CBS-Columbia 


New York, Aug. 9—Sales of the 
Columbia Broadcasting System for 
the first six months of 1956 hit a 
new high, but earnings were down, 
as a result of losses suffered by 
the now-discontinued CBS-Co- 
lumbia division. 

Sales for the period were $174,- 
274,387, against $149,995,695 for 
the first six months of ’55. Net in- 
come was $5,308,990, compared 
with $6,327,672 for first half of °55. 

In making the six months re- 
port, CBS explained that the 1956 
figures “reflect the decision an- 
nounced July 11 to discontinue the 
manufacture and sale of radio and 
tv receivers by the CBS-Columbia 
division.” 

The report noted that these fig- 
ures resulted “after deducting the 
operating losses of the CBS-Co- 
lumbia division during the respec- 
tive periods.” They “also include 
provisions for estimated expenses 
and losses expected to be incurred 
in discontinuing the division (oth- 
er than losses which might result 
from the disposal of the division’s 
plant and equipment, which is yet 
to be finalized, and which it is es- 
timated will amount to approxi- 
mately 9¢ per share). 

“After applicable tax credits, the 
special provisions for the first six 
months of ’56 approximate $2,600,- 
000, equivalent to 35¢ per share.” 


s The CBS board declared a cash 
dividend of 20¢ per share on its 


Class A and Class B stock, payable}} 


Sept. 7, 1956, to stockholders of 
record at the close of business 
Aug. 24, 1956. 


‘Milwaukee Journal’ Offers 
Discounts on Color Ads 

The Milwaukee Journal is offer- 
ing a schedule of r.o.p. color adver- 
tising discounts, effective Sept. 1. 
The newspaper also has an- 
nounced its “continuing mechani- 
cal improvements permit full color 
service facilities.” 

The discount schedule on r.o.p. 
color advertising is as follows: 50 
units in one year—10% on full 
pages in full color, 7% on units 
of 1,000 lines or more in one or 
more colors; 40 units in one year 
—8% on full pages, 5% on 1,000 
lines or more; 20 units—6% for 
full pages, 3% for 1,000 lines or 
more; 10 units—4% for full pages, 
2% on 1,000 lines or more. 
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$4,000,000 Foremost 
Account Goes to BBDO 


(Continued from Page 1) 
1956 and predicted continuing 
gains during the second half. 

Net income in the June quarter 
rose to $3,002,346, as compared to 
last year’s $2,594,804, while earn- 
ings for the first six months of 
1956 jumped to $5,150,149, as com- 
pared to ’55’s $4,533,919. 


@ The change in agencies was 
made known to Guild, Bascom’s 
staff yesterday via an intra-office 
memorandum in which Walter 
Guild, president, declared: 

“Recent newspaper reports and 
Foremost’s semi-annual report 
state Foremost’s earnings for the 
first half of 1956 were the highest 
in the company’s history. Sales for 
the 6 months ending June 30 ex- 
ceeded those of any comparable 
period. 

“I want to compliment sincerely 
every one in our agency who 
werked on the account. You helped 
produce that sales record and you 
did a wonderful job. You did a 
great job on the Rosemary Clooney 
show, too. It is voted as the top 
syndicated musical show on tv and 
the ratings are very high. 

“Well, folks, today Foremost 
fired us! It is the first time we’ve 
been fired, and I don’t expect any 
of you to like it. I don’t myself. 

“If pressed for a reason why 
we were fired, just say, ‘the’ best 
damn advertising is no substitute 
when you don’t have an office 
in Greece.’” 


® The official statement marking 
the transfer of the account to 
BBDO asserted that the change 
was made “in order to create 
greater integration of all of Fore- 
most’s advertising on a national 
and international scale and at the 
same time provide effective sup- 
port on a regional basis. 

“To accomplish this,” Mr. Turn- 
bow declared, “Foremost in the 
future will use the services of a 
single advertising agency. 

“The ever-growing importance 
of national and international 
brands makes it almost compulsory 
to use the marketing knowledge 
and facilities afforded by a major 
agency which has both national 
and international representation. 

“For this reason, BBDO was 
chosen as the agency. Another de- 
cisive factor was that BBDO main- 
tains offices in the principal areas 
where Foremost has divisional op- 
erations. 


s “The change in agencies,” Mr. 
Turnbow continued, “will bring 
about coordination of all divisional 


KENNETH H. CONSTANT has been 
named advertising director of 
Capper Publications Inc., Topeka. 
Formerly manager of Capper’s 
New York sales office, he succeeds 
Philip Zach, who was named presi- 
dent of the company in March af- 
ter the death of Henry S. Blake 
(AA, March 26). Capper will not 
appoint Mr. Constant’s successor 


in New York until September. 


areas and is a step similar to the 
one Foremost took in the integra- 
tion of its dairy operations, which 
has resulted in economy, greater 
production and better service to 
the consumer. 


“By intensifying our sales and 


advertising program in this man- 
ner we can even better serve the 
need of the grocer in creating a 
greater demand for a nutritious 
dairy product.” 

All of the agencies which have 
been used in the past, he declared, 
have brought about effective re- 
sults for Foremost, “but integra- 
tion into a single agency was in- 
evitable.” 


® Foremost operates eight divi- 
sions: Jacksonville, Fla:, serving 
12 states; Dallas, serving the 
Southwest; California, with north- 
ern headquarters at San Francisco 
and southern headquarters in Los 
Angeles; Philadelphia, covering 
the eastern states; Minneapolis for 
the Midwest; Kansas City; a man- 
ufacturing division handling prod- 
ucts such as evaporated miik; the 
Far East and foreign division, and 
two divisions not yet mapped. 

With its extensive operations in 
Japan, the Philippines and other 
Far East areas, Foremost is known 
as maintaining “the longest milk 
route in the world.” 

BBDO, although it has no offices 
of its own cutside the U.S., does 
have a worldwide operation han- 
dled through its New York Inter- 
national Bureau, which uses af- 
filiate agencies in various countries 
where clients have interests. 


® Although the Foremost account 
has been solicited during the past 
two years by some 30 agencies, and 
company executives have debated 
making such a step for approxi- 
mately a year, BBDO was not re- 
quired to make a formal presenta- 
tion. 

(Coming down to the wire with 
BBDO during the final selection 
phase was J. Walter Thompson 
Co., AA learned.) 

“We're damned happy to have 
the business,” Mr. Motheral told 
AA, “and we're all very pleased 
to have been selected as the Fore- 
most agency. Planning will start 
immediately for next year's pro- 
gram and we will make our rec- 
ommendations as we see them.” 

Christy Allen of BBDO’s San 
Francisco office will be the ac- 
count supervisor, and Walter May - 
er, who has been on the Campbell 
Soup account in BBDO’s New York 
office, will be shifted to San Fran- 
cisco as the account executive. 


Colorado's Johnson 


1|Defies FCC, Orders 


Booster on KOA-TV 


(Continued from Page 1) 


Sisignal of KOA-TV” in Denver. 


Gov. Johnson, doubtless rel- 
ishing another whack at his old 
punching bag, charged FCC with 
“arbitrary and incomprehensible 
action” in denying ty service to 
remote areas. He said he welcomed 
a court test. 


8 The next move would seem to 
be up to FCC. But this is vacation 
time at FCC and no meeting of the 
commission will be held before 
the final week of August. 

In several other cases of un- 
authorized booster stations, FCC 
has issued cease-and-desist orders. 
One booster operator in the state 
of Washington has an appeal from 
such an order pending in the fed- 


eral court of appeals in the District 
of Columbia. 


ee a ee a . . : es eae f ee. ae pe “*e 
=e ms 
7 . - f 
Advertising Age, August 13, 1956 3 
. ‘ ¥ P Ro a :. 4 . 5 
: & : A a Bai. “ie 
o a ‘ a a eee 5 a ‘ ; . m + 
a. Be Jo tea * 
<a re . | 
: : a | 2 lle ~ ‘ee : : 
ee oe 4 eee _ % = : ‘a4 
Vee. ee Se Nae ee mee eS . ae : ; 
ey he ee ee eae oe ee 5, ; | * 
MMR ee em See eo aie se | ee of £: “ 7 é 
pie see On or eerie : oer aes ee . i es ¥ ¢ : 
“ge Naas " | ‘ pity, a * ] - » | 
i a eal - ' 7 ee 
rae. “g Whey oy oe ; 
* ; > 7 S - ~~, : 
e- My 2, ’ iy Hees 
* ‘a e™ : 
i ad ~ 
ee ig 
FR te mepent pay cent ned te jae } 
tere am the meat A OR wer Carne eyerence | 
i Re ete ee # 
nate Bee em gee . a 
SS = on | 
eee | w 
pe P| ee eyes 
| x! : 
a | 
a 
- 
“3 
: 
Ns 
Be st 
- a 
7 < ha. i cael Be , wos Ae, 
ee Ce ih 
pe a= Ps ee > 
a ae s 
a fim / : 
ie : 7 ag 
Be 4 bf a : 
San te Z fe ’ 
oe ao 
gece 2 ee 2 
es ae : 2 ¢ 
‘ er, F ees + 
pee yt Li 4 ae aes 
ale oan 4 E oie 
_ | — | 
Ree to See oe A ee ee es ome Ls ee Be. a ee wa 
eo, Nea ee am a er es, a Baa. Nice, ee a lp ee: ee JES i eae Bet a | > Se ae aM ee ee 


8 SUMNEL SOND Hanh W ee MEDEA AMET) ot bdo at 


Confounder extraordinary of 
those who picture admen in 
terms of “The Huckster” is Ben 
R. Donaldson, director of insti- 
tutional advertising, Ford Mo- 
tor Co., 
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one of the most important pri- 
vate collections in the world. 
The collection encompasses 
more than 800 volumes, and it 
ranges all the way from a 
manuscript Bible written pains- 
takingly by a Latin scholar in 
1225 to the latest Revised Stand- 
ard Version or pocket reprint. 

It is interesting—and in a 
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board chairman of 


the Advertising Federation of 
America and a 38-year veteran 
of the Ford organization. 

Ben collects Bibles. 

He has been collecting Bibles 
for 35 years, and now he has 


A 


Versatile Adman « « « Ben Donaldson 


sense typical of Ben Donald- 
son’s nature—that this valuable 
collection is housed in complete 
informality on open shelves in 
the Donaldson living room, 
study, dining room, and wher- 
ever. And Ben himself has 
built most of the shelves, as he 
has built two garages, in one 
of which he houses a hand-fed 
power printing press. 

The Bible collection (once it 


The Donaldson collection of fine bindings includes these handsome 
specimens. 


was informally and very con- 
servatively valued at “over 
$50,000," but no one knows 
what it’s really worth) not only 
ranges from the year 1225 to the 
present, but embraces Bibles 
small enough to fit in the palm 
of one hand and others too big 
to hold on one’s lap. It con- 
tains elaborately and ex- 


Corner of the Donaldson living room, showing how Bibles are housed 
on open shelves built by Ben himself. 
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James E. Longe and Lewis B. Sas-| RCA Earnings Decline 
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pensively bound editions and 
simple, utilitarian volumes de- 
signed for distribution to the 
masses. 

Among the more interesting 
specimens are the Aitken Bible, 
the first printed in America in 
the English language, of which 
only 32 copies are in existence 
—practically all in museums. 
There is a page from a Guten- 
berg Bible, and such curiosities 
as the “wicked Bible,” printed 
in 1631 in London with a really 
man-sized blunder: the Seventh 
Commandment reads: “Thou 
Shalt Commit Adultery.” Only 
four copies are known to exist. 

Illustrated (or comics book- 
technique) Bibles are not new, 
the Donaldson collection proves. 
There is a Bible “told in pic- 
tures” dating back to 1540 and 
a condensed version issued in 
1726, “adorned with 120 Curious 
Copper Cuts, lively represent- 
ing each History.” 

Some of these copper cuts— 
like that of Joseph fending off 
Potiphar’s wife—are so lively 
that they might not too easily 
go through the mails these 
days. 


@® Ben and Mrs. Donaldson are 
active in Dearborn Methodist 
Church, where Ben has gone 
through all the steps from Sun- 
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A manuscript Bible of 1250 A.D. on Ben Donaldson’s lap. 


. ing room because I figure if 


A page from the Gutenberg Bible is a feature of the collection. 
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day school teacher to trustee, 
and where Mrs. Donaldson is 
currently a member of the offi- 
cial board, as well as president = 
of United Church Women of 


Michigan. 

Ben Donaldson disclaims any 
standing as a Bible authority, 
but he frequently is called on to 
discourse on the Bible and its 
history, and he and his collec- 
tion have been the subject of 
many articles, the latest a full- 
scale report in the May, 1956, 
Christian Herald. 

“I got started,” he says, “be- 
cause I have always been in- 
terested in printing and the 
history of printing. And cer- 
tainly the history of printing 
runs parallel with the history of 
the printed Bible. So, when a 
copy of an early Bible fell into 
my hands... 

“I don’t keep them in a vault 
or special case, but let them 
rest on open shelves in our liv- 
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these volumes, most of which 
are centuries old, have lasted 
thus far, nothing much will 
happen to them during the short 
time they are in my care. 

“No, I haven't read them all. 
But I have a good excuse. 
Many of them are written in 
languages that have long since 
gone out of use.” 
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BBDO in S. F. Appoints to 


| San Francisco staff are Mike Roe- 
‘der, previously with Brooke, Smith, 


Standard Oil eee | French & Dorrance, and Kathleen 
Tony Hale, with Batten, Barton, McCahon, formerly with McCann- 

Durstine & Osborn, San Francisco, Erickson, New York, who joins as 

since 1950, has been named ac-|, copywriter. 

count supervisor on the Standard | i 


Oil Co. of California account. He | 
succeeds BBDO vp Bert Pollock, | Kahle Buys KWG., Stockton, 


who has been transferred to the 2nd Oldest U.S. Station 
agency’s New York office as an Stockton’s KWG, second oldest 
account group supervisor. licensed radio station in the U.S. 
BBDO also has appointed R.|and the oldest in the West, has 
Wells Brown, formerly with J.|been purchased for $85,000 by 
Walter Thompson Co., Detroit, to Douglas D. Kahle, president of 
the account group on Standard Oil. Western Broadcasting Co. The sta- 


Two other new members to the|tion was sold to Mr. Kahle by | Highlands Inn, near Carmel. 


law, who had purchased it from) 


“ Radio Corp. of America, New 
McClatchy Broadcasting Co. 


| York, has reported sales of $526,- 
Mr. Kahle, general manager of 489 000 for the first six months of 
KNTV, San Jose, will assume the 1956 against $488,510,000 for the 
‘same post at KWG, with no per-| .orresponding period last year. Net 
sonnel changes contemplated. Mr. /,ofit for the first six months of 
|Longe will Ngee as —- 1956 was $20,037,000, compared 
manager and program director. ,; : 
Mr. Kahle, who owns KWIN, fo) ee 
land-Medford, Ore., said Western | 
Broadcasting will seek additional | Felix Joins Gilbert 
radio properties in the West. The! Dick Felix, formerly advertising 
company is headed by Mr. Kahle manager of Radio & Television 
and Robert J. Ramsey, Oakland | Weekly, has joined Jack Gilbert 
business man and owner of the! Associates, New York, as an ac- 
|count executive. 


Norge Tie-in Is 
Shot-in-Tub for 
Calgon Marketing 


(Continued from Page 2) 
before World War II.” 

But the boost faded out when 
national defense gobbled up all the 
Calgon the company could pro- 
duce. It was not until 1946 that 
Hagan made a real attempt—and 
a successful one—to enter the 
consumer market. 

That year a modest Calgon con- 
sumer ad schedule broke, and the 
company began sampling programs 
with 24 makers of automatic wash- 
ers. Both the appliance manufac- 
turers and Hagan recognized that 
washers couldn’t be completely 
automatic, and Calgon couldn't 
blast open the consumer market 
until some equivalent of the Dis- 
penser Wheel was perfected. 
Twelve years later, the long- 
sought device showed up. 


® “To Calgon, this is the biggest 
thing that has hit,” George B. 
Motheral, advertising manager, 
told ApverTisinc Ace. Mr. Moth- 
eral thinks the marketing waters 
are just right for sailing Calgon 
now. 

He points to thorough distribu- 
tion: “We’re in every big super- 
market chain, A and B independ- 
ents, lots of drug and department 
stores and some hardware and ap- 
pliance stores as well.” 

Besides, says Mr. Motheral, Cal- 


-|}gon sales and consumer accep- 
-|tance are already riding high 
-| without the new washer tie-up as 
_ ja buyer incentive. 


The tie-in ad campaign for the 
fall months is concentrated in 
magazines. B&w pages and spreads 
in Baby Care Manual, Baby Talk, 
Ladies’ Home Journal, Life, Living 
for Young Homemakers, Look, 
McCall’s, Parents’ Magazine, The 
Saturday Evening Post, True Story 
and Woman’s Home Companion 
will be used. 


s Calgon has its own campaign 
set for This Week Magazine and 
500 Sunday newspapers to tout its 
“Wheel of Fortune” jingle contest. 
The promotion will offer $60,000 
worth of merchandise, including 
200 Norge automatic washers. 

In addition, both companies plan 
heavy trade schedules. Norge will 
run ads in Electrical Merchandis- 
ing, Mart, NARDA News, National 
Furniture Review and Retailing 
Daily. Calgon will use Chain Store 
Age, Progressive Grocer and Su- 
per Market Merchandising. 

Norge also will run a $1,500,000 
cooperative newspaper ad program 
with its dealers during the same 
period, plus heavy point of sale 
merchandising plans. 

All the consumer ads offer a 
free case of Calgon with each pur- 
chase of a Norge automatic wash- 
er, and a free box will be given 
each person who views a demon- 
stration in dealers’ stores. 


s Mr. Motheral says Hagan spent 
about $600,000 in advertising Cal- 
gon products last year; he esti- 
mates the budget will be near— 
or even top—the $1,000,000 mark 
in 1956. Hagan’s sales last year 
were nearly $20,000,000, a record 
for the company and up more than 
$2,000,000 from the previous year. 

About 25% of Hagan’s sales now 
are in the consumer market, and 
the added stimulus of the tie-in 
with Norge should swell this 
amount considerably. Hagan now 
makes four products in its Calgon 
division: Calgon, Calgonite, Calgon 
Bouquet and Thanx. 

Recent tests by du Pont prompt- 
ed the company to recommend 
Calgon for use in washing the new 
miracle fabrics and promotions 
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QUEEN’S TASTE—The Cudahy Pack- 
ing Co., Omaha, is using large- 
space newspaper ads in Salt Lake 
City, Los Angeles and Phoenix to 
promote its new whipped marga- 
rine product, Queen’s Taste. Bozell 
& Jacobs, Omaha, is the agency. 


with clothing manufacturers re- 
sulted in tags on many products 
advising Calgon for successful 
washing. 


® Meantime, in the past 30 days, 
Hagan Corp. stock burst out of the 
high 20s to about $40 per share on 
the over-the-counter market. Its 
corporate name will be changed 
next January to Hagan Chemicals 
& Controls Inc., and Calgon will 
become a subsidiary company in 
its own right. 

Is Hagan being eyed by merger- 
hungry manipulators? “Oh, yes,” 
says Mr. Motheral jovially, “but 
we're not interested, the way 
things are going now.” 


Standard Brands, Slenderella 


Make CBS Radio Buys 

Standard Brands, New York, has! 
bought 10 participations a week on | 
various daytime dramas on CBS, 
Radio. Ted Bates & Co. is the agen- | 
cy. 

Other new business at the net- 
work came from Slenderella In- 
ternational (Management Associ- 
ates of Connecticut), which will 
sponsor 10 minutes of Galen Drake 
on Saturdays, three weekly news 
capsules on “Wendy Warren & the 
News” and a quarter-hour show to 
be elected later. This is in addi- 
tion to Slenderella’s nighttime par- 
ticipations on CBS Radio. 


Petry Sponsors Kaselow 

Joseph Kaselow, advertising 
news columnist of the New York 
Herald Tribune, has started a five-| 
minute radio broadcast called | 
“Inside Advertising” on WOR, New 
York. The program is heard from) 
7:45 to 7:50 p.m., Monday through | 
Friday. Edward Petry & Co., ra- 
dio and tv representative, is spon-_ 
soring the show. 
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280,000 Copies Weekly 

} With 98% Male Readership 
Largest Newsstend Sale of Any Sports Weekly | 

} Published Weekly Since 1886—70 Continvows Yeors } 
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| Anti-Trust Suit 


Hits Philadelphia 
Radio Broadcasters 


(Continued from Page 2) 
sold to NBC. The civil action 
named Westinghouse as a “co- 


| conspirator” but not as a defend- 


ant. 


® The suit charges that the de- 
fendants since 1952 have been par- 
ties to an agreement to maintain 
and refrain from deviating from 
published rates for sales of radio 
broadcasting time. 

In addition to the association, 
those named as defendants were: 
Independence Broadcasting Co. 
(WHAT); Max M. Leon Inc.; 
Pennsylvania Broadcasting Co. 
(WIP); Seaboard Radio Broadcast- 
ing Co. (WIBG); Triangle Pub- 
lications Inc. (WFIL); WCAU Inc.; 


(WPEN); L. M. C. Smith, doing 
business as Franklin Broadcasting 
Co. of Philadelphia (WFLN). 
Commenting on the suit and its 
aims, Assistant Attorney General 
Victor B. Hansen said: “By this 
action, the government : requests 
injunctive relief which will restore 
freedom of action to each of the 
radio broadcasting concerns in- 
volved and insure to purchasers of 
radio broadcasting time the ben- 
efits of free and open competition.” 


‘Family Weekly’ Adds Five: 
Names Finn, Bermingham 
The News-Journal, Middletown, 


| O., will begin distribution of Fam- 


ily Weekly with the Oct. 7, 1956, 
issue. Beginning Jan. 6, 1957, the 
supplement will be distributed by 
the Times, Gadsden, Ala.; the 
Tribune, Lewiston, Ida.; the Inde- 
pendent, Ashland, Ky., and the 
Herald, Anderson, Ind. These addi- 
tions bring the number of newspa- 


WJMJ Broadcasting Corp.; Wil-| pers distributing Family Weekly to 


liam Penn Broadcasting Co.) 


132 and the total circulations of 


the newspapers to 3,395,510. The 
Times, Wichita Falls, Tex., will be- 
gin distributing the supplement on 
Oct. 7 instead of Jan. 6 as Family 
Weekly previously announced. 

Family Weekly has appointed 
Larry Finn and Bill Bermingham 
to its sales staff in New York. Mr. 
Finn formerly was with Collier’s; 
Mr. Bermingham previously was 
with Metro Group. 


KFXM Sold to KAFY Owners 
KFXM, San Bernardino, Cal., 
has been sold for $244,000, subject 
to FCC approval, to L. Benton 
Paschall, Howard L. Tullis and 
John P. Hearne, 
KAFY, Bakersfield. William R. 
Hasbrook will continue as general 
manager of the station. Mr. Pasch- 
all is general manager of KAFY; 
Mr. Tullis is owner of Tullis Co., 
Los Angeles agency; Mr. Hearne is 
an attorney with offices in Holly- 
wood and San Francisco, and also 
is part owner of KVEN, Ventura, 


and KUAM, Guam. 


Wooster Names Harris 

Jay B. Harris, formerly a mar- 
keting representative for Associ- 
ated Merchandising Corp., has 
been named sales manager of the 
specialty division of Wooster Rub- 
ber Co., Wooster, O. He will han- 
dle marketing activities for the 
Rubbermaid houseware line in the 
chain and variety store field. 


operators of) 


Attention! 
MAGAZINE PUBLISHERS 


We offer you ful! facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M.F.A. Publishing Department, 


200 South 7th, Columbia, Mo. 


Night serv | wotercolor 
pomted for The Son Diego Union and Evening Tribune. 
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IN GASOLINE 
SERVICE STATION SALES 


Data copyrighted 1956 Sales Management Survey 
of Buying Feeen, Surther poe es mart me not licensed. 
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COPLEY wewsparers 


Newspapers covering 
San Diego, California — Northern Illinois — Springfield, lilinois 
and Greater Los Angeles. . . 
Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


15 “Hometown” 


Ne 


than 

ATLANTA,GA. ... . 
DENVER, COLO... .. 
MIAMI, FLORIDA “ak ane 
PORTLAND, ORE. ... 
NEW ORLEANS, LA... 


SAN DIEGO, CALIFORNIA. . . 


SAN DIEGO :: BIGGER 


$60,994,600 
58,992,000 
58,223,000 
57,663,000 
- + « « 46,847,000 
- $61,419,000 


The most economical way to sell this third largest market in the 


West... 


is with the “saturation” coverage of two of the West's 


great newspapers... The San Diego Union and Evening Tribune. 


Te MOST 
UASORT ANT CORNER 
ON THE U.S.A. 
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Commons Passes 
Canada’s Tax on 
U.S. Magazines 


(Continued from Page 1) 


about whether the government 
actually would proceed with the 
new tax. During this period, rep- 
resentatives of U.S. publishers 
have had frequent meetings with 
Mr. Harris, protesting that the tax 
is unfair and discriminatory. 

The legislation would impose, as 
of next Jan. 1, a tax of 20% on the 
gross advertising revenues of spe- 
cial Canadian editions of such 
magazines as Time and Reader’s 
Digest. It would not apply to for- 
eign magazines sold in Canada 
without change in their advertising 
or editorial content. 


® The bill describes a Canadian 
edition of a foreign periodical as: 

1, “Containing editorial material 
at least 25% of which is the same 
or substantially the same as edi- 
torial material contained in one 
or more copies of a particular non- 
Canadian periodica), whether in 
the same or in some other lan- 
guage.” 

2. “Containing any advertising 
material that is not contained in 
such non-Canadian periodical, but 
does not include a periodical if the 
editorial material contained there- 
in is devoted principally to reli- 
gious or medical purposes.” 

The wording of the first clause 


was changed in the bill to make it’ 


clear that the tax would apply to 
any Canadian edition which con- 
tained material from one or more 
foreign publications. The finance 
department feared that the original 
resolution wording might be taken 
to mean that an August issue of a 
special Canadian edition could be 
compared for the purposes of the 
tax to the parent edition of the 
same month. 


® Besides Reader’s Digest and 
Time, it is understood the tax will 
apply to Canadian editions of Bet- 
ter Living, Everywoman’s Maga- 
zine, Family Circle, Parents’ Mag- 
azine, Woman’s Day and three 
business magazines—The Canadian 
Office, Canadian Farm Chemicals 
and Cleaning & Laundry World. 

Time, printed in Chicago, had a 
Canadian circulation of 164,611 
when the tax was announced last 
March. The English and French 
editions of Reader’s Digest, printed 
in Montreal, had a combined cir- 
culation of 854,825. 

Better Living had a circulation 
of 239,175, Everywoman’s Maga- 
zine 141,808, Family Circle 148,055 
and Parents’ Magazine 75,005. 
They are published in New York. 

Mr. Rowe, a farmer and stock 
breeder of renown, upheld the U.S. 
publishers’ stand by blasting the 
legislation as “wrong in principle,” 
“discriminatory and unfair in 
practice” “dangerous,” “dishonest” 
and “pointless.” 


@ It is, he declared, a “clumsy and 
discriminatory form of tariff pro- 
tection,” a form of “international 
provocation” and a piece of legis- 
lation which established a “dan- 
gerous precedent by which the 
government could restrict competi- 
tion wherever it pleased.” 

The tax is dishonest in principle, 
he added, because it would not 
serve the purpose for which it al- 
legedly was intended. It would not 
help Canadian magazines, Canadi- 
an advertisers or Canadian read- 
ers. 

“Despite the fact that the textile 
preducers, the rubber footwear 
people and many other branches 
of industry have been pleading 
with the government to do some- 
thing for them,” boomed Mr. 
Rowe, “the government now pro- 


poses a clause like this.” 

The proposed act is “clumsy, 
high protection where it is least 
needed,” he charged. 


® Finance Minister Harris said 
the government is concerned with 
the so-called special editions of 
magazines which were much the 
same in their reading content as 
the editions of the same magazines 
published abroad, but which, “in 
a way that seems to us unfair, are 
making inroads into the revenues 
available from magazine advertis- 
ing in Canada.” 

Of a dozen or so magazines of 
general interest published in Can- 
ada—published in the French and 
English languages and widely read 
—a few have gained circulation 
since the war, said Mr. Harris. 

But others have made little 
progress, and one or two have dis- 
appeared entirely, he said. In the 
aggregate, their circulation has in- 
creased, but this increase, he said, 
does not compare with the in- 
creased circulation in Canada of 
general interest magazines origi- 
nating abroad. 


® Thus the proportion of Canadian 
to non-Canadian magazines read 
in Canada has been falling stead- 
ily, he added. 

Shortly after the war about one- 
third of the magazines of general 
interest read in Canada were Ca- 
nadian, he continued. Four years 
ago the proportion was down to 
one-quarter. Last year it had fall- 
en to one-fifth. 

This, he said, was a situation 
which he doubts is in existence in 
any other country in the world. 

And in 1955, he added, when 
Canada’s leading national maga- 
zines had larger aggregate circula- 
tion and larger advertising reve- 
nues than ever before, those 
published in English had made no 
profit at all, but rather had suf- 
fered a loss estimated at 2.4% of 
their total revenue. 

The tax, he said, was designed 
not to assist the publishing house 
necessarily, nor the printer, but 
the magazine itself. 


® Canadian magazine publishers 
would be better off financially to 
drop a number of general interest 
magazines and concentrate on the 
more profitable lines of their busi- 
ness, he said. 

“Failure to grant this assist- 
ance” [ie., the tax bill], he de- 
clared, “would not mean that 
these publishing houses will go out 
of business, although some of the 
smaller ones might. But it would 
certainly result in the disappear- 
ance of a substantial proportion 
of the few remaining magazines 
of general interest.” 

Canadian magazines, he said, 
could stand up to magazines pub- 
lished abroad for circulation in 
their home countries. But the spe- 
cial Canadian editions cut at the 
very foundations of Canadian mag- 
azines—at their revenues from ad- 
vertising. 


® But the tide of special editions 
is rising day by day, said the min- 
ister, and the government has been 
aware that a well-known publisher 
of business papers abroad has been 
considering the establishment of a 
branch in Canada. 

Thus the field of business pa- 
pers, too, which so far has been 
relatively profitable, would be 
open to serious invasion by special 
editions, he said. 

“IT should like to say that this 
tax cannot in any sense of the 
word be called an anti-American 
tax,” said the minister. 

Finally, if the North American 
continent is to be strong then that 
should mean that the opinions of 
Canadians should be independent. 

“If we are to have a public opin- 
ion in Canada other than that 
which we gain from our newspa- 
pers and our own discussions,” he 
oF “it can only be fostered and 


continued by a periodical industry 
which would have critical opinion 
on many subjects, both internal 
and external. 


s “But if that opinion disappears, 
we have nothing then to offer ex- 
cept a repetition of the ideas of 
someone else.” 


"TIME INTERNATIONAL’ 
WILL INCREASE RATES 

New Yor«k, Aug. 8—The follow- 
ing statement was issued today by 
Edgar R. Baker, president of Time 
International of Canada Ltd., fol- 
lowing passage by the Canadian 
Parliament of a 20% tax on the ad- 
vertising revenues of Canadian 
editions of U.S. publications: 

“We would oppose such a tax in 
the U.S. or in any other country, 
not only as an unwelcome reversal 
of the healthy trend of world trade 
liberalization, in which Canada has 
So great a stake, but also as bad in 
principle. 

“Time prizes very highly indeed 
the confidence which Canadian ad- 
vertisers and readers have increas- 
ingly shown in our magazine since 
the first publication of the edition 


in 1943. As long as this response | 


continues, Time plans to stay in 
Canada. We regret that this tax 
will make an upward adjustment 
in advertising and circulation rates 
necessary when the law becomes 
effective next year.” 


"READER'S DIGEST’ ALSO 
PLANS TO RAISE RATES 

MonTREAL, Aug. 9—The Reader’s 
Digest Assn. of Canada’s reaction 
to the passing of the 20% levy on 
Canadian editions of foreign mag- 
azines was contained in the fol- 
lowing statement. It was issued by 
Walter Hitesman, managing direc- 
tor: 

“Mr. Harris’ decision to proceed 
with the 20% advertising tax 
is a cruel biow by a great nation 
to the cause of freedom of the 


press. It is unfair discrimination | 


against the millions of Canadians 
who read the Digest; against the 
many hundreds of employes who 
work for the Canadian company 


that publishes this magazine, and 


against Canadian advertisers. 

“In order to survive we will be 
compelled to increase our adver- 
tising rates to at least partially off- 
set the enormous tax involved. 
Also, at an early date, we will 
probably have to increase the price 
of the magazine to our readers. 


Hort 


THREE TIMES AND IN—George Weber, vp of Cole & Weber and manager 
of the agency’s Seattle office, receives the National Advertising 
Agency Network creative award from William A. Hart, president of 
the Advertising Research Foundation and chief judge of the com- 
petition. Looking on is J. Gorman Walsh, president of John Gilbert 
Craig Advertising and awards chairman. It was the third straight 
year Cole & Weber has won the award, giving the agency permanent 
possession of the trophy. The award was presented at an NAAN 
conference on Cape Cod, Mass. 


New Patman Bill 
to Offer Graduated 
Corporation Tax 


(Continued from Page 1) 
1955, Rep. Patman said, but the 
chains increased their business 
100%, while the independents were 
up only 50%. He added that the 
number of independents has de- 
creased substantially over the 
eight-year period. 


® Rep. Patman said there are a 
number of large food companies 
that are guilty of price discrimina- 
‘tion violations because of adver- 
'tising and promotional allowances 
granted to favored customers. He 
| declined to name the companies. 
The congressman also announced 
|that he will introduce bills next 
| year to provide a graduated cor- 
| Poration tax for the benefit of 
small business men. The bill will 
| provide for a starting tax of 22%, 
|instead of the present 52% mini- 
mum level (including 30% sur- 
| tax). 


wip Inc., Los Angeles, a division 
of Reddi-wip Inc. It will be ad- 
vertised for the first time this 
month in spreads in Bakers Week- 
ly, Institutional Feeding & Hous- 
ing and Restaurant Management. 
National consumer advertising will 
follow. Stromberger, LaVene & 
McKenzie, Los Angeles, is the 
agency. 

e Jonee Kleen Mfg. Co., Cleve- 
land, exhibited a chemical tablet 
designed to keep toilet bowls and 
septic tanks clean and free from 
odors. Newspapers and radio spots 
are being used in Ohio, Michigan 
and Oklahoma where the tablet 
is now sold. Nationa] advertising is 
planned. 


e Cudahy Bros. Co., Cudahy, Wis.. 
had Peacock sliced dry beef. The 
meat is vacuum packed and does 
not require refrigeration. The com- 
pany provides distributors with 
plastic display racks. No advertis- 
ing plans are formulated. 


e Whip ’N Dip, a powdered cheese 
dip in four flavors, was displayed 
by G. A. Goodrich Co. Local news- 
| papers and radio and tv spots are 
|being used in various midwest 
| markets, Florida, Texas and the 
| West Coast. 


'e The California Packing Corp. 


= “Mr. Harris’ extraordinary and ® The value of motivation re-| served Del Monte pineapple-grape- 
arbitrary venture into the field of | Search in determining the accept-/| fruit drink. It now is sold only in 
censorship will prove to be a se- | ance of a package by consumers| New York, Chicago, Detroit, Peo- 
vere blow to the publfshing indus- was stressed by Louis Cheskin,| ria, St. Louis, Toledo and Spring- 
try as a whole, establishing as it| director of Color Research Insti-| field, Ill, because of shortages of 


does a precedent for the taxation 
of advertising generally—a prece- 
dent incompatible with the tradi- 
tions of a free press. 

“The Harris tax jeopardizes 
freedom of the press in Canada 


and places it squarely in the pol-| campaign can be unproductive if) 


itical arena. 
“As the Vancouver Sun has said 


about the Harris tax: ‘It is a sorry | 


| tute. 

| Mr. Cheskin told NFDA mem- 
| bers that the consumer in the su- 
| permarket is unconsciously influ- 
‘enced by the packages that are 
|displayed. The best advertising 


| the product or brand is not effec- 
| tively packaged, he asserted. 
“In recent years, the package has 


|pineapple juice. Newspapers are 
| being used. 

e Bay Foods Inc., Chicago, dis- 
| Played Butter Gems, a new heat- 
and-serve roll. No national ad- 
vertising is contemplated. 


| AA learned that Campbell Soup 
|Co. is planning to test market a 
inew frozen Super TV Dinner 


day for democracy when organs of | become the single most important | (chicken) in the near future. The 


opinion must ‘exist under political 
suffrance. The principle is dan- 
gerous and a free press must fight 
it. All friends of democracy and 
all true liberals must also battle 
this insidious menace wherever it 
appears, under whatever plausible 
excuse it may be disguised. The 
whole history of dictatorship 
proves that it is impossible to put 
artificial props under a free press 
without undermining it.’” 


Zwick Joins ‘Herald Tribune’ 

Lester Zwick, assistant circula- 
tion director of the Boston Record- 
American and Sunday Advertiser, 
will join the New York Herald 
Tribune Sept. 1 as circulation di- 
rector. Barney Cameron has been 
in charge of personnel, circula- 
tion and production at the Herald 
Tribune; he continues as personnel 
and production chief. 


| marketing factor,” Mr. Cheskin 
|said. “Under present marketing 
|conditions the package is next in 
|importance only to the quality of 
| the product itself.” 

| A series of ocular and psycho- 
| logical tests must be conducted in 
jorder to determine the effective- 
ness of packages as marketing 
tools, he said. He emphasized the 
importance of imagery, color and 
pattern in a package. 


@ ADVERTISING AGE encountered 
several new grocery products at 
the convention. All the companies 
involved plan to distribute the 
products nationally. The products 
include the following: 


e Bak-wip, a sterilized, all-vege- 
table fat product which needs no 
refrigeration and can be used for 
frostings, toppings, desserts, fill- 
ings, etc., was displayed by Fount- 


| 


|company also is reported to be lab 
|testing about 20 new frozen din- 
/ner products. 


Dow Jones Expands Office 

Dow Jones & Co., publisher of 
the Wall Street Journal and Bar- 
ron’s, has opened expanded offices 
in Los Angeles at 2999 W. Sixth 
St. The new quarters will house 
advertising and circulation staffs 
of both publications and will be 
headquarters for Carl P. Miller, 
executive director of the Pacific 
Coast edition of the Wall Street 
Journal. 


Doherty, Clittord Gets Conti 

J. B. Williams Co., Glastonbury, 
Conn., has appointed Doherty, 
Clifford, Steers & Shenfield, New 
York, to handle advertising for 
Conti shampoo. Bermingham, Cas- 
tleman & Pierce is the previous 
agency. 
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‘Boston Post’ 


Wobbles Through 
Week's Crises 


(Continued from Page 1) 
keep the Post open.” 

Further to complicate the situa- 
tion for the wobbly Post, the Bu- 
reau of Internal Revenue slapped 
on a new tax lien for non-payment 
of withholding taxes totaling $69,- 
835. This was in addition to $219,- 
266 already owed for taxes with- 
held and not paid to the 
government. This lien was filed 
yesterday. 

The city of Boston says the Post 
owes $300,000 on nine parcels of 
land. Liens were placed on the 
parcels two years ago, and the pe- 
riod required by law before land- 
taking expires tomorrow. 


® Mayor John B. Hines said it 
would take three or four weeks 
for the city to present a petition 
to the court and about nine months 
before the court would issue a de- 
cree allowing the city to seize the 
land. 

Mr. Whyte said members of the 
unions were owed $80,000 to $100,- 
000 in wages as of July 6, and be- 
cause of bona fide negotiations for 
an option to buy, members pledged 
to continue working for duration 
of option as long as they were 
paid current wages. 

Indications today were that Mr. 
Bottomly was against striving to 
purchase the newspaper. However, 
the legal complications, liens and 
switches in policy by controversi- 
al publisher John Fox made the 
situation an impossible one to pre- 
dict. 


Roy Norr, Longtime 
Smoking Foe, Lights 


Into ‘Filter-Tip Hoax’ 


New York, Aug. 8—Cigaret ad- 
vertising takes another pasting 
from Roy Norr, public relations 
man and longtime foe of smoking, 
in the September issue of Chris- 
tian Herald. 

In an article titled “The Great 
Filter-Tip Hoax,” Mr. Norr charg- 
es that filter claims are “a greater 
health menace than any advertis- 
ing hoax ever put over in the cig- 
aret industry.” 

Cigaret advertising today, he 
says, talks about “real filtration,” 
“effective filtration,” “high filtra- 
tion,” but makes “no mention of 
what or how much filtration fil- 
ters out.” 

Mr. Norr cites medical opinion 
linking smoking to cancer and cir- 
culatory diseases, and asserts that 
nicotine and tar contents “among 
the leading king-size filter” cig- 
arets have increased in recent 
years. “In a number of non-filter 
cigarets. the averages both for 
nicotine and tars have been de- 
cidedly lower,” he says. 


® He asserts that the tobacco in- 
dustry has kept consumers in the 
dark about two other develop- 
ments: (1) “The increasing use of 
harsher, cheaper tobaccos” and 
(2) the “new manufacturing proc- 
ess which is said to utilize every- 
thing but the floor sweepings to 
produce a ‘homogenized tobacco 
leaf.’ 

“A further movement,” he con- 
tinues, “is the production of 
mentholated, king-size, filter-tip 
cigarets against the day when the 
befuddled smoker will wake up 
with a rasping sore throat from 
the ‘rich,’ ‘mild’ cigarets adver- 
tised to him now. Medically, of 
course, it will be just as irritating, 
but it will be like putting a hunk 
of ice in a glass of cheap whisky, 
to provide the illusion of ‘mild- 
ness’ and ‘smoothness.’ ” j 


Last Minute News Flashes 


Sales Surge: Cap Makers Organize, Eye Ad Push 

New York, Aug. 10—Spurred by 1956 sales of caps, which will 
surpass the record 55,000,000 units sold in 1927, the formation of the 
Cap & Cloth Hat Institute will be announced next week. It will be 
composed of manufacturers, suppliers and related union executives} 
and is seeking a budget for both advertising and public relations. Ed- 
ward M. Myers Associates has been retained to handle public rela- 
tions. An advertising program probably will not start before next 
year, and the institute has not yet considered any agencies. 


Neumann Follows Mahoney to Good Humor Corp. 

Brookiyn, Aug. 10—George C. Neumann, formerly vp of David J. 
Mahoney Inc., has been named director of marketing and product 
development by the Good Humor Corp. Mr. Mahoney joined Good 
Humor recently as president, while his agency’s accounts moved to 
MacManus, John & Adams. 


Armour Schedules Chili, Turkey Drives 


Cuicaco, Aug. 10—Armour & Co. will break two ad campaigns next 
month for its hot and mild chili and frozen stuffed turkeys. The chili 
drive will break with a page ad in the October Look. Tv may be used. 
Each can will contain discount coupons on Christmas gifts. The turkey 
promotion will start Sept. 13, with participations on “Today,” “To- 
night” and “Matinee Theater,” all on NBC-TV. Tatham-Laird is han- 
dling the chili; N. W. Ayer & Son the turkey. 


Procino-Rossi Corp. Names Moser & Cotins 

Auburn, N. Y., Aug. 10—The Procino-Rossi Corp. has appointed 
Moser & Cotins, Utica, to handle its advertising. The company’s 
products include 72 varieties of P-R brand macaroni products. 


Mueller Climatrol Names Sutherland to Ad Post 


MiILwavkEE, Aug. 10—William S. Sutherland, assistant advertising 
manager, has taken over the duties of manager of advertising and 
sales promotion of Mueller Climatrol Corp., succeeding John Reock, 
who has joined Keeney Publishing Co., Chicago, as assistant to the 
president. 


‘Sports Illustrated’ Hikes Rates 9% 

New York, Aug. 10—Sports Illustrated will boost its circulation 
10% to 660,000 and its advertising rates 9% with the March 4, 1957, 
issue. B&w pages then will cost $3,990. A West Coast regional edition 
will start next Jan. 14. SI already has New York and Chicago regional 
editions. 

Robin Hood Names McCann; Other Late News 

e Robin Hood Flour Mills Ltd. has appointed McCann-Erickson Ltd., 
Toronto and Montreal, to handle advertising and marketing services 
for two subsidiaries, Brodie & Harvie Ltd., Outremont, Que., and St. 
Lawrence Flour Mills Co., Montreal. James Lovick & Co., Montreal, 
formerly handled both. Young & Rubicam, Montreal, is the parent 
company’s agency of record. 


e Crowell-Collier Publishing Co., New York, had a net loss of $1,- 
349,556 for the first half of 1956, it reported to the Securities & Ex- 
change Commission. Revenues amounted to $35,973,547. In 1955, 
Crowell-Collier had $138,405 profit on $34,225,000 in revenues. This 
year’s loss was attributed mostly to a 9% drop in advertising revenue. 


e Capper Publications, Topeka, has announced a 5% ad rate increase 
for Capper’s Farmer and a 6% increase for Household Magazine. 
There is an increase of 100,000 (4%) in Household’s circulation guar- 
antee. The new rates become effective with the February, 1957, issue. 


e Dancer-Fitzgerald-Sample, New York, has agreed to serve a second 
year as volunteer agency handling consumer advertising for Brand 
Names Foundation. 


e J. J. Grunwald, formerly in charge of the South American depart- 
ment of Lufthansa German Airlines, has been advanced to North 
American advertising manager, with headquarters in New York. 


outlet. 
Sponsored Political Peek aathien. geditiek an 
+ question of the educational nature 
Shows on Education of political conventions and elec- 
TV 4 tion returns, wrote the station that 
Nixed by FCC its request was directly contrary to 


Wasuincton, Aug. 9—A Pitts- 
burgh educational tv station’s ef- 
fort to carry sponsored telecasts 
of the political conventions this 
month, and the election returns 
next November, has been rebuffed 
by the Federal Communications 
Commission. 

Station WQED asked FCC for a 
waiver to permit it to telecast the 
regular commercial programs on 
the conventions and efections as 
supplied by the National Broad- 
casting Co. The station pointed 
out that otherwise NBC coverage 
would not be available in Pitts- 
burgh. 

WQED argued that the political 
telecasts are “a public service hav- 
ing educational value.” The sta- 
tion said it would be necessary to 
allow the programs to be spon- 
sored because of the expensive and 
abnormal use of its facilities. 


= The National Assn. of Radio & 
Television Broadcasters wrote FCC 
to oppose WQED’s request for a 
waiver, saying that it amounted to 
asking for commercial operation of 
a non-commercial educational 


the rules governing operation of 
educational stations and that no 
showing had been made which 
would warrant issuance of a waiv- 
er. 


‘Tiger’ Names Webbe Rep; 
Sets Advertising Rates 

Tiger, Chicago, which debuted 
in May (AA, May 21), has ap- 
pointed Alexander G. Webbe Co., 
Chicago, its midwestern represent- 
ative. The bi-monthly magazine, 
which announced it would not so- 
licit advertising until circulation 
reached 500,000, has issued its 
first rate card, based on a 500,- 
000 circulation guarantee. 

Rate for a b&w page is $1,500. 


hegan Leaves Houston 

William C. Geoghegan has re- 
signed as vp and director of Bryan 
Houston Inc., New York. One of 
the greup who formed the agency 
under its present name as suc- 
cessors to Sherman & Marquette, 
Mr. Geoghegan has been account 
supervisor on Nescafe instant cof- 
fee. He has not announced his fu- 
ture plans. 


Gift PACK—Lever Bros. Co, is in- 

troducing its new Dove soap to 

wholesalers and the press with this 

box of six complimentary bars. 

Newark Paper Box Co. made the 

box; Ogilvy, Benson & Mather is 
the agency for Dove. 


Four N.Y. Brewers 
Hike Prices; Bars 
Reduce Glass Size 


New York, Aug. 9—The sudsy 
brew is beginning to get expensive. 

Four major local brewers—Bal- 
lantine, Schaefer, Rheingold and 
Ruppert—have given notification 
of a price hike of 18¢ a case, effec- 
tive Aug. 15. 

Prices also have gone up in 
Baltimore (AA, Aug. 6) and are 
heading higher elsewhere along 
the eastern seaboard. 

The increase for a full barrel 
will be $2, for a half barrel $1, for 
a quarter barrel, 75¢. 

Canned and bottled beers in 
chain stores are slated for a price 
hike of 1¢ for each 12-oz. contain- 
er. Smaller retailers may have to 
add 2¢. 

Some taverns reportedly have 
ordered new 6-oz. glasses to re- 
place 7-oz. glasses now in use and 
will hold the price of a glass of 
beer to 15¢. Others reportedly will 
absorb the price increase for the 
time being. 

It is unlikely, people in the 
know say, that a glass of beer here 
will be raised to 20¢. The trade 
still remembers the hard times it 
went through when it raised beer 
from 5¢ to 10¢. 


® Reason for the price hike by the 
brewers is given as increased costs 
all along the production and dis- 
tribution lines, particularly the re- 
cent average $4.50 a week salary 
increase won by union brewery 
workers. 

Local brewers say they are not 
planning any special advertising 
because of the price increase, but 
they may develop new slants for 
their fall and holiday advertising. 
But they say it is too early to pre- 
dict what is likely to happen along 
these lines. 


BotA Publishes Study of 
Distillers’ Ad Expenditures 

Newspaper advertising expendi- 
tures by liquor distillers more than 
doubled between 1948 and 1955, 
according to a new study, “For 
Distillers,” just released by the 
Bureau of Advertising, American 
Newspaper Publishers Assn., New 
York. Designed primarily as a 
guide and reference book for 
liquor marketers, the bureau’s 
study contains 20 pages of market- 
ing maps showing state-by-state 
marketing opportunities for 10 
types of liquors, in terms of total 
sales volume and per capita con- 
sumption. 

Another section contains a list- 
ing of newspaper advertising ex- 
penditures by company and brand 
from 1950 through 1955. 


Ayres Leaves NBC Radio 
Charles T. Ayres, who gave up 
ABC’s top radio post in November, 
1955, to become vp in charge of 
the NBC radio network in New 
York, has resigned. NBC has not 
appointed a replacement. 


Curtis Reports 
30% Increase in 
First-Half Net 


PHILADELPHIA, Aug. 10—Net 
earnings of the Curtis Publishing 
Co. for the first six months of 
this year show an increase of 
more than 30% over the same pe- 
riod a year ago. 

In a letter to Curtis stockhold- 
ers, Robert MacNeal, president, 
and Walter B. Fuller, board chair- 
man, reported net earnings after 
all taxes, in the six months ended 
June 30, totaled $3,803,140, as 
compared with $2,504,608 in 55. 

Gross operating revenue also 
showed an increase, advancing 
from $90,693,409 in the first half 
of '55 to $93,113,630 in the same 
56 period. 

The report anticipated further 
increases in revenues in 1957, be- 
cause of a 9% increase in ad rates 
for The Saturday Evening Post, 
effective Jan. 5, an 8% to 9% in- 
crease for Ladies’ Home Journal 
and a 9% increase for Holiday. 
The new rates for the latter two 
become effective next February. 


Advertiser Sues 
‘Parents’ Magazine’ 
on ‘Illegible’ Ad ig 


New York, Aug. 10—Parents’ 
Institute is being sued for $50,000 . 
damages in federal court here be- 4 
cause a page ad that appeared in a 4 
1955, issue of Parents’ Magazine 
allegedly was “unclear, unclean 
and illegible.” 

Budget Records, a mail order 
house in Allentown, Pa., has filed 
the suit, adding that response to 
the advertisement was very poor. 
Budget said it complained about 
pre-publication copies of the ad, 
and that Parents’ officials gave 
assurances the iasertion would 
appear in the magazine in proper 
form. 

George Hadlock, advertising 
manager, said Parents’ felt that 4 
Budget has no grounds for a suit. rit 


- 
£ 


Norge Names Harold Bull to 
Top Marketing. Post 


The Norge division of Borg- 
Warner Corp., Chicago, has made ai 
its third big marketing personnel a 
shift in recent 
weeks with the 
appointment of 
Harold P. Bull as 
vp of distribu- 
tion. Mr. Bull, 
formerly director 
of distribution, 
now will head 
national Norge 
home appliance 
marketing, in- 
cluding supervi- 
sion of product 
and sales managers. Many of his 
new responsibilities formerly were 
handled by R. C. Connell, vp of 
sales, who resigned last week. 
Walter C. Fisher, formerly field 
sales manager, has been promoted 
to general sales manager. 

Robert J. Runge was named di- 
rector of advertising, publicity and 
sales promotion late in July, > 
absorbing duties formerly han- >" 
dled by Jack S. Pettersen, who 
had resigned in June ta join Ken- 
yon & Eckhardt as vp and director . ay 
of merchandising (AA, June 25, = 
July 30). Last week Raymond A. sh. 
Johnson was advanced to sales 
promotion manager, also absorbing ‘% 
some of Mr. Pettersen’s former “3 
duties (AA, Aug. 6). 


Buehler Makes Move 

Robert F. Buehler, formerly as- 
sistant advertising manager of 
Plating, has joined the sales staff 
of Public Works Publications, 
Ridgewood, N. J. 


Harold P. Bull 
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THE ADVERTISING MARKET Prace § 


$16.50 per column inch, and card discounts, size and frequency apply. 


BELP WANTED 


HELP WANTED 


ARTISTS 
WHO WANT TO GO PLACES 
We're one of the Midwest's leading art 
studios and we're looking for a top-talent 
ilustrator and two experienced creative 
layout men who want the opportunity to 
express their ability on an inte 
variety of national accounts. If they've 
got what it takes they can join our staff 
of i y top-talent peopie, have the in- 
ture and the quality work they'd 
"tn the “Big Town” but with the 
friendliness and livability of Milwaukee 
with Chicago just 90 minutes away. If 
you think you're our man, or if you think 
a friend is, please write or wire in con- 
fidence to Frank H. Bercker Studios, 741 
Milwaukee Street, Milwaukee 2, 
nsin. 


JOB B MARKET 


CREATIVE. TALENT 
ee aes 
MOL An 38-4424 
, Bidg. Chicago 3. 


Wk NEED A WRITER 

who is experienced in creating campaigns, 
writing copy for print media, merchandis- 
ing and product literature, and direct 
mail. No big accounts to mushroom and 
evaporate. Plenty medium and small for 
steady, methodical pleasant agency life 
and community living. You're twenty 
minutes from any place in Our Town, lo- 
cated in Mid-Michigan. You'll like our 
town, our associates and our clients. In- 
terested? Send complete information and 
salary requirements. Will return safely 
and promptly with fast decision. 

Box 8748, ADVERTISING AGE 

200 E. Diinois St., Chicago 11, Illinois 

COPYWRITER—iIndustrial Magazine Pub- 
lisher needs copywriter conversant with 
industrial field, who can evaluate sales 
facts, select major sales points, prepare 
imaginative, effective copy for media and 
direct mail. Ability more important than 
long experience. Compensation well above 
the market for man who can as. 
Write giving background details to T. 
Scanion, Putman Publishing AE, 
111 E. Delaware Place, Chicago }1. 

ADVERTISING COPYWAITER 
Chicago advertising agency has chaileng- 
ing future for a man who wants the op- 
portunity of ht By pe directly with an 


client contact and 

range of assignments in 

industrial and business advertising from 
writing magazine Ads to publicity. Give 
full details and salary requirements in 


your application 
x 8788, ADVERTISING AGE 
200 E. * nlinois St., Chicago 11, 


ae COPY MAN 
LAYOUT ARTIST 
PHOTOGRAPHER 


Expanding advertising department 
requires top-flight creative staff ex- 
perienced in newspaper advertising 
and promotional literature. Photog- 
rapher must have background in 
finest color work for national con- 


all three jobs. Five figure salary 
consideration and the security of 
the industry's best benefit program 
to the men who meet the stiff re- 
quirements we're setting, 

This may be your long-sought chance 
to escape agency and city pressures 
for the haven of a delightful mid- 
west resort town near metropolitan 
centers. 

Write us, sending a compiete resume 
of your background including salary 
requirements. Box 190, Advertising 
Age, 200 East Illinois Street, Chicago 
11, Tilinois. 


SPACE SALESMAN 


Can you sell advertising space in N.¥.??? | 


Publisher of business publications enjoy- 
ing leadership position in their field, with 
BPA audited circulation, is seeking a man 
for Sales Representative in the metropoli- 
tan New York area. Prefer man residing 
in vicinity of New York City and well 

acquainted with cies and industrial 
advertisers in the area. This man must 
know how to sell. To that individual we 
offer an opportunity to progress with an 
aggressive, hard-hitting srgantsation 
which is going places. 


In your first letter i all 
experience, personal history and present 
earnings along with other information 
which may be helpful in evaluating your 
qualifications. All replies will be treated 
with absolute confidence. Our staff knows 
of this advertisement. 

BOX 8791, ADVERTISING AGE 
480 LEXINGTON AVE., NEW YORK 17, 
NEW YORK. 

CREATIVE ARTIST 

Com. Art Studio with first class working 
conditions needs excellent creative artist 
to head up layout dept. and approve 
finished art. Should have at least 10 yrs. 
experience in ad agency or studio or both. 
Only men with good fresh ideas and 
practical judgement need apply. Will pay 
up to $25,000.00 per year. When replying 
give complete background, all inquiries | 
ae tial. 


Jen. detail 


x 8777, ADVERTISING AGE 
__200 E. * Illinois St., Chicago 11, Tina's 


CIRCULATION GIRL, thoroughly 

with ABC records and methods, now 

ployed with business paper in the Chicago 
area, who wishes outside circulation wom 
in addition to present job, please contact 
MeCULLOUGH, Phone Greenleaf 
Evanston. 


Attractive 4, £4 thoroughly experi- 
enced male — gy gi t in . Dallas ad- | 


vertisi ope. *¥ ——. 
Write Mr. L. E., P.O. Orson bal 5415, Dallas 


22, Texas. 
Assistant Art ay wal for large Ohio ad- 
vertising Will arrange for trane- | 
Sortalion and hecsteg, On lary open. Please | 
send resume 

Box 8779, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED! 
ADVERTISING AGENCY 
Interested in growth in pack- 
aged goods billing? Widely ex- 
perienced agency man seeks 
small salary plus capital gains 
or stock option arrangement 
with sound, well regarded Chi- 
cago or New York agency. 

P.O. Box 3221, Mdse. Mart 
Chicago 54 


HELP WANTFD 


POSITIONS WANTED 


| Creative and merchandising executive 
wanted by Midwest advertising agency to 
|} assist President. Agency now grossing 
over $2 million with branch offices in 
New York City and other cities. No ac- 
counts needed. Salary open. Send resume 


Box 8778, ADVERTISING A 
200 E. Illinois St., Chicago 11, iilinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

S. State St. Ha 17-1991 


EXPANDING INSURANCE CO. NEEDS 

DIRECT MAIL PRODUCTION EXPERT 
We need a man with a nimble brain who 
can improve our complex and successful 
direct mail insurance iness. He must 
have solid experience in all phases of 
direct mail production including list se- 
lection, tests, and mailing techniques. He 
will be for ing and 
scheduling mailings. He ‘will work close- 
ly with our advertising agency, which 
has primary responsibility for all crea- 
tive work. If you are between 30 and 40, 
and have the necessary training and abil- 
| ity, we would like md talk to you. Send 
full — | first letter. All replies con- 

dress: 


fidential. 
Box $180, ADVERTISING AGE 
200 E. Illinois St., cucago 11, Illinois 


WANTED: 
CREATIVE MAN 


“second 
Must be able to think and write clearly ; 
merchandise the advertising program; 
along with people. Agency 
accounts primarily, many in foods. Right | 


able, and permanent future. 
| Box 8781, ADVERTISING AGE 
| _200 1 200 E. Illinois St., Chicago 11, | 11, Illinois 


~~TF YOU ARE AN ARTIST... 


& perhaps the second man in your de- 
partment, or perhaps just tired of the big 

| Ott and commuting . . . you are invited 
to investigate an opening (never before 

|advertised) as Art Director of 

Jj— ——48 5 yo Promo 

| partment in Des Moines 

, | The work is pleasant, the pay good, 

*| future excellent—and you'd probably live 


Chicago | 


consumer | 


K 
De-| 


ADVERTISING-SALES PROM. MGR. 


with four, million dollar national adver- 
tisers. Able speaker, facile writer, top 
planner. Knows copy, media, budgets, 
coeseet planning, sales incentives, premi- 
um promotions, P< ey ~~ deals, 
aging, and : Arts. Married, 
age 35. Saak earnings $10,000 


Box 8782, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

| LAYOUT MAN seeking a small or med. 
sized agency spot. Creative bac d of 
10 years retail, free lance, illustration and 
agency work. Handle all phases. 

Box 8783, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Versatile adman offers 10 yrs. experience’ A 


Advertising Age, August 13, 1956 


| + REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIVE 
REAL HUSTLER now representing two 
publishers can devote 40% time to 
more well established ie publication 
throu ut Mid-West from Chicago office. 
Complete resume on request. 
Box 8790, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 
SALES REPRESENTATIVE—FEMALE 
Do you need an experienced representa- 
tive with sales bac 
—- intangibles? Personable, imag- 
ation 
Box 8794, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
EUROPEAN SPACE SALES ETC. 
Traveling 1 year thru Europe. 10 years 
& Adv. Sales, also some copy- 


PUBLIC RELATIONS 
Account executive, 30, BBA, with broad 
industrial and consumer writing back- 
ground seeks challenging P.R. career post, 
agency or industry. Publicity-skilled all 
media. Excellent contact personality. East 
Coast. 
Box 8784, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
GROWING PAINS 

4A Art Director, handling art, layout, 
| production. Wants to work into account 
executive position and copy. Or what have 
you in mind? Mature, responsible, rec- 
ommended. Relocate. Write in confidence. 

Box 8785, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y 

TRADE SHOW EXHIBIT MANAGER 
Young, Experienced. Get 
|of your participation. All details, 
| ing right shows, p 

ith.” 


get it ning the 


‘per show basis." 
Box 8786, ADVERTISING AGE 


man has sound bright, pleasant, pro it-| 480 Lexington Ave., New York 17, N.Y. 


writing & Edit. Knowledge French, Ger- 
man, Italian. Commissions accepted 

Box 8795, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


Wanted: West Coast Representative 
Progressive-young specialized agricultural 


write: Irrigation Age, 
City, Kansas. 

BUSINESS OPPORTUNITIES 
Publications—2 National Industrial month- 
ly newspapers. $5,000 cash, Balance Terms. 

Box 1092, 1474 Broadway, ° 
MISCELLANEOUS 
MAILING LISTS OF NEW MOTHERS 
Florida - Georgia - Louisiana - Arizona 
gid T. Hess & Co., Box 2467, Orlando, 


| MANAGER OF A 

MAJOR RADIO NETWORK 
| SALES SERVICE DEPARTMENT 
Interested in obtaining a responsible Po- 
sition with advertising agency in Time 
_— or Research Department. 


| Professional resume and references will 
uested. 


be sent if pa 
Box ADVERTISING AGE 
200 E. Titinals St., Chicago 11, Illinois 
Space salesman, experienced in creative 
‘seine Chicago & Mid-West areas. 
P.O. Box 3024, Chicago 54, Illinois 


labout 10 minutes from the office in a/ | ADVERTISING-GEN. ADMINISTRATOR 


home surrounded by trees, grass, and liv- 
jing space. 


Loo! confidence) to: Promotion Dep't., 

K, Des Moines 4, Iowa. 
| COPYWRITER—7-man Chic. 
|meeds versatile copywriter. Wide variety 
of accounts—dealer, consumer, ag] 


So if you have an eye for layout and | Vertising. 
| type, drop a note (which will be held in| Production Manager; 


Now Executive to the President, 
| mid-west 4A Agency. te Ad.. old with 11 
| years of experience in all phases of ad- 
Includes 3 years as Traffic- 
2 years copy; 2 
years as Assistant Account Manager on 


| leading mid-west oil company account; 


| Art and Mechanical Billing Clerk; Secre- 


agency tary and Budget Clerk. Extremely heavy 


on organization and office management; 
| highly developed creative judgment. In- 
terested in an agency, or advertising de- 


A) | partment, with growth potential and in 


alice 
Box 8789, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MANAGER 
TECHNICAL ADVERTISING 


in jo 
downtown Ciocinnat| engaged | in vensi- 
ical industry has a management posi 


“Our 45th Year” 
COPY (WRITERS, SUPERVISORS 


farm; indust.; consumer, especially 

food. 31,500 to to wr 000 + 

ACCT. EXECS. (food or ~“— 
10-15M 

YOUNG ART DIR., agcy. exp., $8000. 


GLADER CORPORATION 
Pm ug Ay eS 


1108 De Dearborn CE 6-5353 Chicago 


McCANN-ERICKSON 


SAN FRANCISCO 
wants another good copywriter 


The man we want writes clearly, vividly, simply. He 
thinks in pictures. But his most valuable talent is the 
ability to produce fresh selling ideas. 

He's experienced enough in package goods copy to 
assume major writing responsibilities on important 


grocery products accounts. 


He's essentially a print writer, but he also has a talent 


for television. 


We can offer him stimulating association with imag- 
inative, versatile writers. He'll work on a group of 
accounts that are unusually challenging and satisfying. 

If you're interested, send a resume, including salary 
requirements, to: Copy Head, McCann-Erickson, Inc., 
114 Sansome Street, San Francisco 4, California. 


2 copy writers 


1 layout man 
wanted by 


CHICAGO AGENCY —= 


Experience to match our present 
accounts is not essential, nor is 


Company, 
DElaware 17-6367. 


| 


| GREATIVE DESIGNER, 


| 


need of an executive with this varied 
background. eee ea References and 
resume on 
Box 8792. “ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Illustrator, Art 
Dir., Retail and National adv. exper. Con- 
sider part time position. Chicago only. 
Box 8793, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LASALLE, CHICAGO MLINors 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PROVEN 


mF 
CREATIVE 
WRITER 


(Age 25-35) 
to work with major Canadian Agency 
Opportunity to work on top Canadian 


> uM + 


AVAILABLE IMMEDIATELY 
ADVERTISING MANAGER 
OR 
EXECUTIVE ASSISTANT 


Twenty three years of well 
rounded experience in the 
Brewing Business. Advertising 
Manager—Sales Manager — Di- 
rector of Public Relations — 
Sales and Advertising Coordi- 
nator—Planning and Controlling 
Budgets— Worked all media— 
Worked with top flight Adver- 
tising Agency-Managed large 
department. Age 43 years, mar- 
ried. Box 183, Advertising Age, 
480 Lexington Ave., New York 
17, N. Y. 


59 E. MADISON + SUITE 1417 
CEntret 6-5670 


agemen' 
lent creative team, 
physical plant; 


ane into each client's 

problems and come up 
>  aeeeted long-term answers 
they'll buy. 


ACCOUNT EXECUTIVE @ management calibre 


ADVERTISING AGE, 200 E. Illinois Street, Chicago 11, Illinois 


gg an —— salary we give 

moving expenses, employee 
benefits including plan, Blue 
Cross, Blue Shield, liberal vacations, 
group life and accident-health insur- 
ance, and expenses. When you prove 
out, you get a Vice-Presidency and 
the opportunity to buy a good block 
of agency stock. If you control and 
can honorably bring in six-figure 
accounts within 250 miles of Chicago 
(we're not in Chicago) your position 
will be improved additionally .. . 
but this is not a major consideration. 
yg in complete 

staff knows): 


in | office of long- 
established Canadian agency. Must 
be capable of turning original ideas 
into effective T.V. commercials. This 
opening should interest either Amer- 
icon or Canadion T.V. writer wishing 
to establish in Canada and advance 
with fast-developing Canadian T.V. 
industry. Salary commensurate with 
ability. Address full particulars with 
photo to Box 186, Advertising Age, 
480 Lexington Ave., New York 17, 
New York. All replies will be treated 
in strict confidence. 


CREATIVE DIRECTOR 
for Mid-Western Agency 


Jobs like this aren’t open very often. 
The man we want is equally rare. 
Responsibilities: head up creative 
origination, write major-account 
keynote copy, supervise and de- 
velop present writers, work closely 
with AEs and art directors, seeing 
creative work through from start 
to finish. Requirements: exceptional 
copy talent, origination of 

selling ideas, orderly work habits, 
ability to handl -level 
client contacts; definite agency ex- 
perience a positive requirement; 
family man under 35 fitting into 
successful top-level team of con- 
temporaries having up to 20 years 
service with us. Salary: commen- 
surate with ability, experience. 
Extras: very liberal agency-paid 
health-hospitalization-group life in- 
surance for self and family, retire- 
ment pension, 


agency pays in full. Future: ex- 
pectancy of lifetime association; 
vice-presidency and availability of 
substantial stock interest after 
reasonable qualification period. 
Agency: 25 years old, 35 people, a 
respected name you probably know. 
Location: major industrial city near 
beautiful lake-resort country. Mall: 
complete résumé, photo, salary ex- 
pected, references in confidence to 
Box 185. Advertising Age 
200 E. Illinois St. Chicago 11, I. 


We'll return your material if you 
are not called for interview. 
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DRAKE PERSONNEL, INC. 


Rapid Confidential Nationwide 
.  .k 4S errr $12-15,000 
Top level 
To Cc just. accts. 
MERCHANDISING DIR $28,000. 
To Appliance bed.. mfr 
PUBLIC ATIONS MGR... $10-12,000 
To 38. Exc. opportunity. top A 
ADV TISING MGR. .... $12-15,000 
To 40 Mir. 
To 36. Indust. exp. Dept. cxpanding 
ust. exp. . expan 
ACCOUNT EXEC VE : say OPEN 
To Copy-contact, 4 potential 
CREATIVE ACCOUNT EC. . $7-9.000 
To 35. Agency ¢ pref 
SALES-SA, PROM. DIR $15-20.000 
To 45. Know grocery trade. field se!! 
sales prom.. food mfr 
M RESEARCH MGR.. $10-18.000 
To 40. Exp. related chem. p!astics. 
BETTY CLEM 
220 S. State St. Chicago HA 17-8600 


ADVERTISING COPYWRITER 
Progressive Philadelphia area 
steel producer wants industrial 
copywriter with college degree, 
one or more year’s experience. 
His writing and contact work 
will contribute heavily to an 
aggressive marketing program 
for diversified product lines. 
Working knowledge of all forms 
of sales promotion desirable. 
Send résumé and,salary re- 
quired. Box 184, Advertising 
Age, 480 Lexington Ave., New 
York 17, New York. 


SALESMAN WANTED 


HOLIDAY DECANTERS—Here are five of the new de- 
canters and packages Sehenley Distillers will place 
on the market this fall” Some of the decanters, not 
shown here, will have only minor changes this year, 
but others are the results of a major overhaul. The 
new Schenley Reserve decanter, with a white plas- 
tic screw top, is a major departure from last year’s 
product. The I. W. Harper “centerpiece” is an oc- 


Display salesman wanted to rep- 
resent a leading midwest manu- 
facturer of permanent and semi- 
permanent Point-of-Sale signs, 
pre ae ues, merchandisers 

uct displays. Several 
territories open for experienced, 
aggressive men with special ref- 
erence to Southern Indiana, 
Kentucky, Tennessee. beral 
Commission 


lowance. 


Box 176, ADVERTISING AGE 
200 E. Ilinois, Chicago 11, Hl. 


OPPORTUNITY FOR 
INDUSTRIAL COPY MAN 
see S23 eee ee 2 eee oe 
Boston’s finest and fastest-grow- 
ing agencies. We want a man 
able to understand clearly the 
technical j 


location, etc., don’t count but ex- 
perience does. Our people know 
about this ad. Write on 182, 
Advertising Age, 480 Lexington 
Ave., New York 17, New York. 


VERSATILE COPY 
WRITER WANTED 


We need. as our copy head. a 
top-flight all-round copywriter. 
preferably one with agency back- 
ground. Will write on a variety of 
consumer accounts and will assist 
the president of a rapidly growing 


$12,000 as well as a liberal profit 
sharing bonus arrangement. Tell 
us all about yourself in confidence. 


Box 187, 200 E. Mlinois St. 


Chicago 11. Illinois 


ATTRACTIVE SPOT IN THE 
SOUTH FLORIDA SUN 


In confidence, send complete résumé and 


. Advertising Age 
480 Lexington Ave., New York 17, N. ¥. 


Walter Lowen | 
PLACEMENT AGENCY | 
asia sition 1920 for 


ADVERTISING AND 
MARKETING PERSONNEL | 


Nationwide 


Rapid Confidential 
COPYWRITERS, technical $6-12,000 
COPYWRITERS, consumer $6-10,000 


ART DIRECTOR, layouts. 
finished art and production 
SPACE SALESMEN, 
all types publications 
Many excellent openings all fields 


D. ALLEN STEVENS 
220 S. State St. Chicago HA 7-8600 


cased. 


Schenley Expands 
Retailers Role in 
Plans for Holidays 


(Continued from Page 3) 
to promote “Traveller,” according 
to Sidney G. Stricker Jr., vp in 
charge of sales and advertising for 
I. W. Harper. The “Traveller” is a 
protective gold-colored polyethy- 


“i the schedule are Atlantic Monthly, 


line case, in which a half-pint or 
pint of I. W. Harper bonded Ken- 
tucky bourbon is inserted. Invent- 
ed by agency president Otto Klepp- 
ner (whose agency handles the 
Harper account), the “Traveller” 
will be offered to consumers at no 
extra charge. 

Mr. Stricker reports that distrib- 
utors are so enthusiastic over the 


Business paper and/or 


Standard Rate & Data Service, Inc. requires the 
immediate services of a seasoned salesman to 
handle New York City accounts. 


magazine background 


experience helpful but not necessary. Travel out 
of New York City. Draw against commissions. 


Apply: Mr. A. W. Moss, Executive Vice-President 
420 Lexington Ave., New York 
Murray Hill 9-6620 


ADVERTISING REPRESENTATIVE 
LEADING CONSUMER MAGAZINE 


Outstanding opportunity to join 
present eastern sales staff of suc- 
cessful major consumer maga- 
zine. Assignment: an important 
eastern sales territory plus spe- 
cific New York City accounts and 
agencies. Requirements: Age 30- 
40; present or recent magazine 
sales experience and knowledge 
of space selling; creative and ag- 
gressive sales ability; knowledge 
New York accounts and agencies; 
residence New York City area. 
Salary plus all expenses and ex- 
cellent opportunity for increased 
earnings thru incentive plan. This 
is a prime opportunity with a top 
publication. Write or wire full de- 
tails. Box 179, Advertising Age, 
480 Lexington Avenue, New York 
17, New York. 
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A BIG 
STRIDE FORWARD! 


by 

john Pepper 
and 

Bert Fergusor 


The largest one-locality seg- 
© \ment of America’s Negro popu- 
jlation has taken a big stride 
|forward to top position as the 
nation’s highest paid, per capita 
| wage earners, in the colored cate- 
jgory. And WDIA has taken the 
'ibig stride forward with these 


|flask that in four weeks they or- | 


|publications, with the first ads 


» | Angelique Advances Balkam 
© | Coast sales manager for Angelique 
S maker, has been elected a vp of 


> |he will head the Pacific Coast di- 


“| product development and _ sales 


be en- 


dered 400% more small sizes of I. 
W. Harper than they did in all of 
last year. 


® Beginning with the fall sports 
season, an extensive advertising 
and publicity program will run, 
including space in magazines, 
newspapers, point of sale and tie- 
ins with department and sporting 
goods stores. 

Newspaper ads, scheduled for 
about 150 newspapers, range in 
size from 600 lines to 1,200 lines. 
Magazine ads will appear in 15 


breaking in September issues. On 


Ebony, Esquire, Field & Stream, 
Fortnight, Harper’s Magazine, Life, 
Newsweek, Outdoor Life, Sales 
Management, Sports Afield, Sports 
Illustrated, The New Yorker, Time 
and True. 


Steve Balkam, formerly Pacific 


& Co. Wilton, Conn., perfume 


the company. In his new position, 


vision and oversee the company’s 
sales management, merchandising, 


promotion. Ernést Boles, formerly 
Pacific Coast sales manager of 
Sardeau Inc., succeeds Mr. Balkam 
as Angelique’s Pacific Coast sales 
manager. 


Fulton, Morrissey Names 2 

Fulton, Morrissey Co., Chicago, 
has appointed B. R. Elam an ac- 
count executive on the Silvercote, 
Per-Fit and Spickelmier accounts. 
Mr. Elam, who joined the agency 
in January, 1955, also will retain 
his post as merchandising manager. 
The agency also has named Kirk 
D. Holland Jr., formerly a repre- 
sentative of Torque Tools Inc. and 
divisional sales and sales promo- 
tion manager of Field Enterprises, 
assistant director of the field mer- 
chandising division. 


Waters in Travel Shop 
Child & Waters Inc., a consulting 
company specializing in travel, 


1,237,686 Memphis Negroes, to 

create the most gigantic market 

of its kind in the United States! 
Forward Drive 

The influx of industries into 


| 
tagonal cocktail shaker with a gold plated screw «his area has revolutionized the 
cap. Old Stagg placed a highball glass right on top status of Memphis Negroes. Al- 
of its decanter as a novelty device. Old Charter has 'most one-tenth of all the Negroes 
a decanter which may be turned into a desk carafe,|in America live in this area. In- 
the gold cap serving as a drinking cup. The Melrose | dustries are utilizing these Ne- 
decanter is typical of the classic design in which|8roes and providing them with 
several other Schenley products will 


the highest income, relative to 
white income, of any Negroes in 


|the nation. They have more than 


a Quarter of a Biilion Dollars to 
spend, this year . . . and they will 
spend, at least, 80% of it on com- 
modities. They will buy nearly 
80% of all the rice sold in Mem- 
phis . . . approximately 75% chest 
rubs, laxatives, and other drugs 
... more than 50% of all deodor- 
ants and hosiery. Memphis Ne- 
groes are surging forward to 2 
new level of living . .. a new 
standard of quality and quantity. 


Seven League Boots 

WDIA has put on Seven League 
Boots in the form of 50,000 watts 
to keep in step with the economic 
stride of the Memphis Negroes. 
WDIA is keeping abreast of de- 
velopments with specialized pro- 
gramming and a Staff made up 
of Negroes. Negro stars . . . Negro 
performers . .. Negro entertainers 
. . . Negro announcers. Negroes 
elevated to stardom, who promise | 
a bright future for tomorrow, 
with advanced thinking—but who 
give a sense of security, in a 
changing world, with familiar 
tradition, voices, and music. 
WDIA acts as a magnet, its draw- 
ing power so terrific that in a 
community relations charity show 
its Stars drew the largest crowd 
in the history of Memphis’ Mu- 
nuicipal Auditorium. And, by the 
same drawing power, WDIA sells 
its clients’ products directly 
through its radio station, to al- 
most one-tenth of all the Negroes 
in America. 


One Medium 


WDIA is the one workable ad- 
vertising medium for this Negro 
market. Readership is low . .. TV 
ownership low. Space advertising 
and TV time are unable to con- 
tact this mammoth market. WDIA 
—and only WDIA—with its 50,- 
000 watt coverage and its exclu- 
sive Negro specialization can sell 
your brand of goods on a giant 
scale. They do the job for: 

Carnation Milk ... Arid... 

Calumet Baking Powder .. . 

Kroger Stores . . . Folger Cof- 

fee ..+ Budweiser . . . Tide 

For factual information on how 
WDIA can merchandise your 
brand in this great, growing mar- 
ket, write, on your letterhead, a 
request for both figures and a 
bound copy of, “The Story of 

LA!” 


transportation and area develop-| wp 


ment and travel market research, 
has been started at 60 E. 42nd St., 
New York, by John F. Child and 
Somerset R. Waters. Mr. Waters 
recently specialized in advertising 


WDIA is represented nationally 
by John E. Pearson Company, 


and public relations work in the 
travel field for Crowell-Collier 


Publishing Co. Mr. Child has been 
with the Hawaii Visitors Bureau. 


C fap Prendent 


Bert mel es. General Mowoges 


| HAROLD WALKER, Commercid Manag.’ 
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